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May 2016 

Chairman  : Dr. Siti Suriawati Isa 
Faculty  : Faculty of Forestry   

Market segmentation is an important tool in planning effective marketing 

strategies and a viable tool in the planning process for minimizing the 

impact of visitors’ depreciative behavior, development of effective public 

relations, educational programs and visitor risk management. While studies 

ofvisitors in many ecotourism destinationsare widely adopted travel 

motivation as segmentation tool, this study looks for an approach to 

segment visitors at ecotourism site by using place attachment. Besides that, 

this study is designed to differentiate segmented visitors according to their 

socio-demographic backgrounds, behavioral variables and travel 

motivations.  
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Therefore, a survey was conducted to 387 respondents using self-

administered and convenience sampling design where respondents were 

asked to choose and rate their agreement on items measuring place 

attachment (place identity and place dependent), (2) socio-demographic 

background, (3) behavioural variables (trip characteristics, main 

destinations and activity preferences) and (4) travel motivations (setting 

and visit motivation). K-means clustering analysis was used to cluster 

respondents into three groups; high attachment, medium attachment and 

low attachment based on their place attachment score.  

An accompanying F-test analysis on these three groups indicated significant 

differences with regard to their place identity and place dependence score. 

High attachment visitors scored higher mean on place identity and place 

dependence at (M=4.13; M=3.93) as compared to medium (M=3.20; 

M=2.99) and low attachment visitors (M=2.33; M=2.11) on F (2,384) = 

526.2, p=.00 and F (2,384) = 514.4, p=.00. Result indicated that there 

were 90 respondents (23.3%) in the high attachment groups, 195 

respondents (50.4%) in the medium attachment group and 102 

respondents (26.3%) in low attachment groups. 
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Furthermore, Chi-square test of independent at p<.05 with Bonferroni test 

was used to determine the characteristics of each of the place attachment 

group as according to their socio-demographic background and behavioural 

variables Moreover, Analysis of Variance (ANOVA) at p<.05 with Scheffe 

test was then used to determine the characteristics of each of the place 

attachment groups as according to their travel motivations. Based on the 

result, high attachment group was likely to be older with the range of age 

from 41 to 61 years old and above, academician and researcher as the 

main occupational background. Most of them were repeat visitors and 

nature viewing was their main activities.  

Moreover, highly attached visitors’ main destinations at PNP were Pantai 

Kerachut and Teluk Kampi, most of them came to PNP alone and their 

source of motivation were more towards the ‘self-enrichment’ with benefits 

attainment. On the other hand, medium attachment group were slightly 

young with the range of age from 20 to 40 years old. Most of them were 

homemaker/retiree/student and business/services as their occupational 

background. Most of the medium attached visitors were first time visitors 

with hiking/tracking, fishing and photography as their activities at PNP. 

Their main destination at PNP were Teluk Aling (USM CEMAC) and Teluk 

Duyung (Monkey Beach) while some can be found at Sungai Tukun.  
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They liked to travel with their friends and their source motivation to visit 

PNP was to be creative and came to PNP on the account of PNP was a good 

place for outdoor activities. Furthermore, low attachment group was 

younger with the range of age below than 30 years old, and most of them 

were first time visitors. Their main activities were picnicking and came to 

PNP with their family and organization. They preferred Pasir Pandak and 

Sungai Tukun as their main destination and their motivation to visit PNP 

was to do or conduct activities with their family and group and pulled by 

the motivation of PNP as a good place to spend their time with family and 

companion.   

Based on the result, this study propose several implications on the 

ecotourism development at PNP where it enables managers, planners and 

policy makers to better link the profile of visitors into the ecotourism 

development for better future of the park. Such result can be used in the 

management action to minimize the impacts of park visitation, marketing 

ecotourism product and developing effective risk management in the park. 
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Abstrak tesis yang dikemukakan ke hadapan Senat Universiti Putra Malaysia 
sebagai memenuhi keperluan untuk ijazah Master Sains 

SEGMENTASI PELAWAT DI TAMAN NEGARA PULAU PINANG: 
APLIKASI PERTAUTAN TEMPAT SEBAGAI KAEDAH SEGMENTASI

Oleh 

NABILA AIZA BINTI IBRAHIM 

May 2016 

Pengerusi  : Dr. Siti Suriawati Isa 

Fakulti  : Perhutanan 

Segmentasi pelawat merupakan sesuatu kaedah yang penting dalam 

merancang strategi pemasaran yang berkesan dan perancangan untuk 

meminimakan kesan perlakuan pelawat yang negatif, pemajuan hubungan 

awam yang berkesan, program-program pendidikan dan pengurusan risiko 

pengunjung.Walaupun kajian-kajian terhadap pelawat di destinasi-destinasi 

ekopelancongan kebanyakannya membahagikan pelawat berdasarkan 

motivasi perjalanan, kajian ini bertujuan untuk membahagikan pelawat di 

Taman Negara Pulau Pinang (TNPP) dari segi pertautan tempat.Selain dari 

itu, kajian ini juga dijalankan untuk membezakan lagi pelawat yang telah 

disegmentasi berdasarkan latar belakang sosio-demografi, pembolehubah 

tingkah laku dan motivasi perjalanan. 
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Oleh itu, kajian ini  telah telah dijalankan terhadap 387 responden yang 

dipilih menggunakan reka bentuk persampelan mudah, dalam bentuk 

borang kaji selidik yang diisi sendiri di mana responden diminta untuk 

memilih dan menyatakan tahap persetujuan mereka terhadap perkara-

perkara yang mengukur pertautan tempat (identiti tempat dan 

kebergantungan tempat), (2) latar belakang sosio-demografik, (3) 

pembolehubah-pembolehubah tingkah laku (jenis perjalanan, destinasi 

utama dan kecenderungan pemilihan aktiviti) dan (4) motivasi-motivasi 

perjalanan (motivasi tempat dan motivasi melawat. 

Analisis Kluster K-meanstelah digunakan untuk mengelompokkan responden 

kepada tiga kumpulan; kumpulan pertautan tinggi, pertautan serdahana 

dan pertautan rendah berdasarkan kepada min (M) pertautan tempat 

mereka.Analisis F-test yang turut dijalankan kepada tiga kumpulan tersebut 

telah menunjukkan perbezaan yang ketara diantara min identiti tempat dan 

kebergantungan tempat mereka dimana kumpulan pelawat yang 

mempunyai pertautan tinggi mendapat min yang lebih tinggi dalam identiti 

tempat dan kebergantungan tempat (M=4.13; M=3.93) berbanding 

kumpulan pertautan sederhana (M=3.20; M=2.99) dan kumpulan pelawat 

pertautan rendah (M=2.33; M=2.11) pada F (2,384) = 526.2, p=.00 dan F 

(2,384) = 514.4, p=.00.  
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Hasil kajian menunjukkan dahawa terdapat 90 respondent (23.3%) dalam 

kumpulan pertautan tinggi, 195 responden (50.4%) dalam kumpulan 

pertautan sederhana dan 102 responden (26.3%) dalam kumpulan 

pertautan rendah.Seterusnya.ujian Chi-square tidak bersandar pada p<.05 

serta ujian Bonferroni telah digunakan untuk menentukan sifat-sifat bagi 

setiap kumpulan pelawat berdasarkan latar belakang sosio-demografik dan 

pembolehubah tingkah laku mereka. Selain itu, Analisis Varians (ANOVA) 

pada p<.05 berserta ujian Scheffe telah kemudiannya digunakan untuk 

menentukan sifat bagi setiap kumpulan pertautan tadi menurut motivasi 

perjalanan mereka. 

Berdasarkan kepada keputusan analisis yang telah dijalankan, kumpulan 

pertatutan tinggi tinggi cenderung untuk terdiri daripada mereka yang lebih 

berusia dalam lingkungan umur 41 hingga 61 tahun dan ke atas, dengan 

latar belakang pekerjaan yang kebanyakannya dari kumpulan ahli akademik 

dan penyelidik. Selain itu, kebanyakan daripada mereka adalah pelawat 

berulang, dan aktiviti utama mereka adalah melihat alam semula jadi. 

Disamping itu, destinasi utama kumpulan ini adalah adalah Pantai Kerachut 

dan Teluk Kampi, kebanyakannya datang secara bersendirian dan sumber 

motivasi mereka adalah lebih kepada ‘pengkayaan kendiri’ serta pencapaian 

faedah.  
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Sebaliknya, kumpulan pertautan sederhana adalah sedikit muda, dalam 

lingkungan usia 20 hingga 40 tahun. Kebanyakan mereka terdiri daripada 

suri rumah, pesara, pelajar, dan perniagaan/servis.Selain itu, kebanyakan 

mereka merupakan pelawat yang melawat TNPP untuk kali pertama dan 

dan aktiviti utama mereka di TNPP termasuklah menjelajah hutan/trekking, 

memancing dan mengambil gambar.Destinasi utama mereka di TNPP 

adalah Teluk Aling (USM CEMAC) dan Teluk Dutung (Monkey Beach) selain 

beberapa orang di Sungai Tukun.Kumpulan pertautan sederhana juga 

melawat TNPP bersama rakan dan dan sumber motivasi mereka untuk 

melawat TNPP adalah untuk menjadi kreatif dan motivasi tempat mereka 

adalah TNPP merupakan tempat yang sesuai untuk beraktiviti luar. 

Bagi kumpulan pertautan rendah pula, mereka lebih muda dengan umur 

bawah daripada 30 tahun, dan kebanyakannya adalah pelawat kali 

pertama.Aktiviti utama kumpulan ini adalah berpiknik dan mereka datang 

ke TNPP bersama keluarga atau kumpulan mereka.Mereka lebih 

menggemari Pasir Pandak dan Sungai Tukun sebagai destinasi utama 

Motivasi kumpulan ini melawat TNPP adalah untuk melakukan atau 

mengadakan aktiviti bersama keluarga atau kumpulan mereka.Motivasi 

mereka untuk melawat TNPP kerana ianya tmpat yang baik untuk 

menghabiskan masa mereka bersama keluarga atau teman. 
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Berdasarkan kepada hasil kajian, kajian ini mencadangkan beberapa 

implikasi bagi pembangunan ekopelancongan di TNPP di mana ia 

membolehkan pengurus, perancang dan pembuat dasar untuk 

menggunakan profil pengguna dengan lebih baik dalam pembangunan 

ekopelancongan di TNPP. Hasil ini dapat digunakan oleh pihak pengurusan 

untuk meminimakan kesan lawatan taman, memasarkan produk 

ekopelancongan dan membangunkan pengurusan risiko taman yang lebih 

efektif. 
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CHAPTER 1 

1 INTRODUCTION 

1.1 General background  

Tourism and its branches (ecotourism) is one of the examples of world’s 

economic success story, have no starting or end (Yeoman, 2008). In 2016, the 

tourist arrival in Malaysia is approximately 26.8 million with total revenue close 

to RM 82.1 billion (Tourism Malaysia, 2017) make it one of the major economic 

success industries in Malaysia.  

Despite its contribution to the economic sector and the well-being of the locals, 

the sustainability of the tourism industry specifically on ecotourism industry is 

threatened by several issues concerning  the minimization of the impact of 

increasing visitation (Schwartz, Stewart & Backlund, 2012), development of 

effective public relations and educational programs (Taylor, 2013; Bagarinao, 

1998; Lichtman, 1998; Wright & Krausmar, 1998, implementation of viable 

marketing and planning program (Picard, 2015; Wearing & Bowden, 1999; 

Groff, 1998), and effective visitor risk management (Putit, Chan & Hanan, 2013; 

Coogan, 2001; Mueller, Wall & Cottrell, 1997; Tuler, 1999).  
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In Malaysia perspective, ecotourism destination in Malaysia is challegened by 

the issues of biopiracy (Hanafiah & Webb, 2017), social and cultural impact 

(Masud, Aldakhil, Nassani & Azam, 2017), concerntrated in several main 

attractions (Ramli, 2017) which increase the rate of resource deterioration in 

these destinations as opposed to other destinations, visitor depreciative 

behaviour (Ajuhari, Isa & Aziz, 2016) and implementation of effective education 

programs that able to encourage environmental behaviour (Nair, Mohamed, 

Thomas & Teare, 2016).  

As example, since the establishment of Penang National Park (PNP) back in 

2003, it has been challenged by several issues that are anthropegenic in nature 

which has led to the degredation of its environment (See Wern & Weng, 2010; 

Hong & Chan, 2011; 2010; Hafizal, 2008; Chan, Zakaria & Ab Ghani, 2004). For 

that, it has been suggested that segmentation of visitors in the ecotourism 

destination can contributes to the understanding on the nature of the visitors 

which can be used to alleviate the challenges of ectourtism destination as stated 

above (Spenceley, 2015; Kim, Lee, Uysal, Kim & Ahn, 2015; Ritchie, 1999; 

Machlis, 1996; Manning & Wang, 1998). Although market segmentation is not a 

new approach in managing and marketing a tourism destination, it is still 

considered as an important tool in providing and creating a direction for 

planners and marketers to anticipate similar and different needs of the 

segments.  
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In addition, information that is gathered through segementation is an important 

head start in designing programs and products in the tourism area, as well as 

an effective approach in addressing several challenges as mentioned 

earlier.Visitors in the ecotourism destination are usually segmented through 

several variables such as travel behavior (Collum & Daigle, 2015), motivation 

(Fung & Jim, 2015), values (Iversen & Hem, 2016), local economic benefits 

(Azlizam, Mohd Aswad, Asli & Shazali, 2012) and attitude based segmentation 

approach (Kim & Weiler, 2013).  

Among segmentation tools, the concept of place attachment can be used in 

segmenting visitors in the ecotourism destination where it is correlates with 

several other segmentation tools such motivation (Groulx, Lemieux, Dawson, 

Stewart & Yudina, 2016) and correlates with several dimensions that are 

important to ecotourism destination such as pro-environmental behaviour 

(Cheng & Wu, 2015), leisure satisfaction (Ramkissoon, 2016) conflict and use 

behavior (Kyle, Graefe, Mannning, 2004), setting preferences (Marshall, 2016; 

Young, Williams & Rogenbuck, 1990) and activity attachment (Tsaur, Huang & 

Lee, 2017) destination image (Jiang, Ramkissoon, Mavondo & Feng, 2017) 

destination attractiveness (Ram, Björk & Weidenfeld,  2016) and risk behaviour 

(Bonaiuto, Alves, De Dominicis & Petruccelli, 2016). 
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Therefore, with the segmentation of the visitors at ecotourism destination based 

on place attachment could provide extensive information on visitors’ tendency to 

perform pro-environmental behaviour (Cheng & Wu, 2015), development of 

effective educational programs (Bruni, Winter, Schultz, Omoto & Tabanico, 

2017), effective marketing program (Ram, Björk & Weidenfeld, 2016) and visitor 

risk management (Bonaiuto, Alves, De Dominicis & Petruccelli, 2016) which 

nowadays are the among the main challenges faced by many ecotourism 

destinations all over the world including Malaysia. Thus, the concept of place 

attachment can be a significant approach in segmenting visitors in the 

ecotourism destination for that matter. 
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1.2 Problem statement 

Since its establishment in 2003, PNP has become one of the prominent 

ecotourism destinations in Malaysia with the exponential growth for the number 

of visitors (Kaffashi, Radam, Shamsudin, Yacob, & Nordin,2015) as shown in the 

Table 1.2 due to its beauty, features and diversity of flora and fauna.  

Table 1.2 Tourist arrivals in Penang National Park 

Year Total 
2005 12547 
2006 27484 
2007 31300 
2008 55762 
2009 69667 
2010 86664 
2011 88443 
2012 108278 
2013 115915 

Source: Penang National Park Administration (2013) 

As a national park, PNP is established for the purpose of preservation, hence 

allowing and encouraging education, recreation and tourism purposes especially 

as ecotourism destination (Kaffashiet al., 2015; Kamri, 2011). However upon its 

establishment, PNP had faced several challenges in maintaining the 

sustainability of its development as reported in several previous studies (Wern & 

Weng, 2010; Hong & Chan, 2011; 2010; Hafizal, 2008; Chan, Zakaria & Ab 

Ghani, 2004)concerning the area of environmental degradation that occurred 
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due to the increase number of visitation. These environmental degradations are 

also the result of visitors’ depreciative behaviors such as vandalism, short-

cutting, established undesignated trails, wood burning, trampling on natural 

trails, and vegetative clearing.In addition, Fallah, Makmom & Aziz (2014)found 

that the challenges that needed to be prioritized in its management actions are 

on the managing of visitor safety, enhancing public education for conservation 

values and visitor satisfaction to ensure the sustainability of ecotourism in PNP 

in future.  

Furthermore, Kaffasi et al., (2015) stated that the current management of PNP 

should focus more on understanding of visitors’ preference for nature 

appreciation and infrastructure that is suitable with the conservation values in 

PNP. Thus, with the demand for ecotourism activities at PNP that grew 

exponentially over the year, threats from visitors’ depreciative behaviours and 

the need to maintain the sustainability of ecotourism development in PNP, 

Kaffasi et al., (2015) stressed that it is crucial to understand  the nature of 

visitors and their background in PNP.  Thus, understanding the nature of visitors 

and their background can be an added value in the management actions that 

can strive towards the relevancy and continuity of the ecotourism experience in 

PNP. 
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Since it has been suggested by several previous studies that visitor 

segmentation is an important tool in minimizing the impacts of park visitation 

(Collum & Daigle, 2015), development of the effective public relation (Morrison, 

2013), education program (Anda & Temmen, 2014), implementation of viable 

park marketing and planning program (Morrison, 2013), and effective risk 

management (Jones & Yamamoto, 2016), visitor segmentation can be 

considered as important management tools that can address the challenges that 

currently faced by PNP (environmental degradation, visitor depreciative 

behaviours, visitor safety, enhancing public education for conservation values, 

visitor safety and visitor satisfaction) and met the suggestions that has been 

made previously by Kaffasi et al., (2015).  

Furthermore, as discussed earlier, place attachment is seen as the significant 

segementation approach where it has been found to provide information and 

understanding on pro-environmental behaviour, motivation to travel, leisure 

satisfaction, activity preferences, and risk behaviour which are among the 

challenges that needed to prioritize in the management actions of PNP. With 

that in mind, this study was designed to segment the visitors at PNP based on 

the concept of place attachmet which can address the challenges faced by PNP 

and enhace the sustainability of the ecotourism management in PNP in future. 
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1.3 Justification of the study 

Development of ecotourism destination requires planners and managers to 

identify the needs and wants of the market segment since it provide invaluable 

information especially in identifying visitors’ motivational patterns, their 

expected benefits, values and behaviors.  In addition, information that is 

gathered through segmentation of the visitors can be beneficial in designing 

persuasive communication signage, development of the activities and facilities, 

enhance safety, provide sustainability of destination usage, improve 

satisfactions and destination loyalty (Kozak & Kozak, 2015; Budeanu, 2007; 

Galloway, 1998).  

Therefore, visitor segmentation is seen as one of the effective management 

tools that can be adopted to be used to ensure the continuity and the relevancy 

of the ecotourism development all over the world.As stated before, the current 

states of PNP are challenged by the increasing number of visitors that have 

unfastened the safety belt of the sustainability of ecotourism experience in the 

park. With the needs to balance the conservation values and marketability of 

visitors’ experience, this study looked for a marketing approach that can be 

used as one of the options in maintaining ecotourism management in PNP. The 

use of place attachment as the segmentation basis in this study as discussed 

before wasbecause it providessignificant understandings in visitors’ information 
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that could has the potential to alleviate the challenges that is currently faced by 

PNP. Moreover, the concept of place attachment has been used widely in park 

and recreation continuum where it has been used to explain pro-environmental 

behavior, environmental concern and conservation awareness (Chen & Wu, 

2014; Wilson, Szolosi, Martin & Scanlan, 2014; Ramkisson & Mavondo, 2014). 

Furthermore, attachment of the visitors’ attachment toward a park also can be 

used as the basis in understanding in the choice of recreation activities 

involvement (Chen, Hung & Chen, 2015; Ramkisson, Smith & Kneebone, 2014), 

preferences for nature based recreation activities (Marques, Reis, Menezes & 

Salgueiro, 2015; Kyle, Graefe, Manning & Bacon, 2004) and motivation 

(Ramkisson, 2015;Kyle, Mowen & Tarrant, 2004).  

However, despite all the positives insight on the visitor segmentation for the 

ecotourism destination, there are challenges in conceptualizing visitor 

segmentation since it has been stated to remain unclear concerning on the 

value practitioners gain from applying marketing approaches in practice (Venter, 

Wright & Dibb, 2015; Yankelovich & Meer, 2006). Grapentine & Boomgarden 

(2003) stressed that despite the incitement in term of the information it 

generates, market segmentation often fail to conceptualize the needs of the 

practitioners in the industry. Moreover, Quinn & Dibb (2010) stated that despite 

its long heritage, segmentation may be failing to achieve its original objectives. 
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Such criticisms result in calls to rethink how research into the practices of 

marketing is accomplished (Andersson, Aspenberg, & Kjellberg, 2008; Bailey, 

Baines, Wilson, & Clark, 2009; Dibb & Simkin, 2009; Foedermayr & 

Diamantopoulos, 2008; Harrison & Kjellberg, 2010; Steenkamp & Ter Hofstede, 

2002). Therefore, in order to ensure the effectiveness of the segmentation that 

has been conducted, Katsoni et al., (2013) suggested that employing multiple 

variables to the segmentation tools or means will result in greater explanatory 

power than single variable. The use of multi-stage segmentation or a 

combination of multiple variables is highly recommended for market 

segmentation (Katsoni et al., 2013; Morrison, 1996; Middleton, 1994; Havitz and 

Diamanche, 1990).  

 

Therefore, it could be said that the impact of market segmentation can be 

enhanced if it is designed with a combination of multi stage and multiple 

segmentation variables. Thus, with the intention to provide a deeper 

understanding on the visitors’ information in PNP and comply with those 

upbringing, this study was not only objectify at segmenting the visitors at PNP 

based on place attachment but also was intended to provide informations on 

visitors’ motivation to visit PNP, their socio-demographic background and 

behavoural characteristics (trip characteristic and type of activities that each of 

the group participated into).  



© C
O

UPM

 
 

11 
 

Motivation (setting and visit motivation has longed be considered as the 

importance variables in understanding the visitors’ needs, preferences, 

expectations, and/or desired outcomes (Rid, Ezeuduji &Pröbstl-Haider, 

2014).Motivation is considered as an important construct to examine visitors’ 

motivation as it provides the basic principle in understanding why they travel 

and whether destination can fulfilled their desired needs (Park & Yoon, 2009; 

Park, Resinger & Park, 2009). Therefore, with the adoption of motivation it can 

further provides deeper understanding on the characteristics of each place 

attachment’s segment in term of comprehending the needs, desired, 

preferences and motivation for each place attachment’s segment to visit PNP.   

Moreover, this study also looked to behavioural segment of each place 

attachment in term of each segment’s choices towards the main destination and 

activity preferences in PNP. Consequently, information that is gathered from 

each segments can provide an importance insight for the park management in 

minimizing the impacts of the depreciative behaviors, planning and development 

of the activities that can detain the needs of the segments, improve public 

relations and effective educational programs and visitor risk management. As 

examples, encouraging pro-environmental behaviour in the park through 

environmental interpretation (interpretation centre, guided tours and panels) 

and conservation awareness program can be improved if the required 

knowledge on the specific segment is available.  
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1.4 Research question 

In order to segment the visitors at PNP based on place attachment and identify 

each segment’s characteristics based on their socio demographic, bahavioural 

variables and motivation, several research questions are outlined:  

1. What are the socio-demographic characteristics of the place attachment 

segments at PNP? 

2. What are the behavioural characteristics are as measured through trip 

characterisitics, main activitity and main destination of the place 

attachment segments at PNP? 

3. What are the motivations of the place attachment segments to visit PNP? 
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1.5 Research objective 

The main objective of this study is to segment the visitors at Penang National 

Park according to place attachment. The specific objectives are: 

1. To determine the characteristic of place attachment segment based on 

socio-demographic background in PNP. 

2. To determine the characteristic of place attachment segment based on 

behavioural variables as measured through trip characteristics, main 

activity and main destination in PNP. 

3. To determine the characteristic of place attachment segment motivation 

(visit and setting motivation)to visit the park. 
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1.6 Definition and Measurement of Key Terms 

A. Visitor: A visitor is a traveler taking a trip to a main destination outside 

his/her usual environment, for less than a year, for any main purpose 

(business, leisure or other personal purpose) other than to be employed 

by a resident entity in the country or place visited. A visitor (domestic, 

inbound or outbound) is classified as a tourist (or overnight visitor) if his/ 

her trip includes an overnight stay, or as a same-day visitor (or 

excursionist) otherwise (UNWTO, 2014). In this study, visitor is defined 

as any person who visited and participating in any ecotourism activities in 

PNP.  Term visitor also is used interchangeably with ecotourist. 

B. Place attachment: Place attachment is the emotional link formed by an 

individual to a physical site that has been given meaning through 

interaction (Miligan, 1998). In this study, place attachment refers to 

emotional linked formed by the visitors towards Penang National Park. It 

was measured by using two dimensions; place identity and place 

dependence.  
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C. Place identity: Place identity refers to the emotional and affective bond 

between an individual towards a setting (Kyle et al., 2004). In this study, 

place identity refers to the emotional and affective bonds between 

visitors and setting (PNP).  

D. Place dependence: Place dependence refers to the positive evaluation of 

a place on the basis that it meets and individual’s need and allow them to 

achieve their goal (Anton & Lawrence, 2014; Shumaker & Taylor, 1983). 

In this study, place dependence refers to the visitors’ setting attachments 

that are goal related particularly on the setting’s ability to facilitate 

visitors’ desired leisure experience.  

E. Visitor segmentation: Visitor segmentation has been used as a method in 

understanding market (buyer or customer) into different groups to 

achieve organizational goals (Pesonen, 2015). That is, in this study, 

visitors segmentation refers to the segmentation of visitors at PNP based 

on their place attachment.  

F. Socio-demographic segmentation: Segmentation of the market based on 

socio-demographic background. In this study, socio-demographic 

segmentation refers to the segmentation of the visitors at PNP based on 

their socio-demographic variables.  
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G. Behavioral segmentation: A type of market segmentation based on 

differences in the consumption behavior of different groups of 

consumers, taking into account their lifestyles, patterns of buying and 

using, patterns of spending money and time, and similar factors. In this 

study, behavioural  segmentation also known as behavioral variables 

refer to the segmentation of visitors as according to their trip 

characteristics (travel party, first or repeat visitors and information about 

PNP).  

H. Psychographic segmentation: Psychographic segmentation involves 

dividing the market into segments based upon different personality traits, 

values, attitudes, interests, and lifestyles of consumers. In this study, 

psychographic segmentation or also known as psychographic variables 

refers to the segmentation of the visitors at PNP based on their travel 

motivation (setting and visit motivation).  

I. Motivation: Motivation refers to the underlying forces that arouse and 

direct an individual’s behaviour (Iso-Ahola, 1999). In this study, 

motivation refers to the combination of visit and setting motivation that 

arouse visitors to visit PNP.  
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J. Visit motivation: Visit motivation or also known as push motivation refers 

to the desire to escape, rest and relaxation, prestige, health and fitness, 

adventure and social interaction, family togetherness, and excitement 

(Yoon & Uysal, 2005). In this study, visit motivation refer to the visitors’ 

desire to escape, rest and relaxation, prestige, health and fitness, 

adventure and social interaction, family togetherness, and excitement. It 

was measured by using Recreation Experience Preferences (REP) scale as 

adopted from Driver, Nash and Haas (1987) and Budruk and Stanis 

(2013). 

K. Setting motivation: Setting motivation or also known as pull motivations 

are those that are inspired by a destination's attractiveness, such as 

beaches, recreation facilities, cultural attractions, entertainment, natural 

scenery, shopping, and parks (Yoon &Uysal, 2005). In this study, setting 

motivation refer to the attractiveness attributes that is pulling visitors to 

visit PNP. it was measured by adopting setting motivation’s items from 

Kyle et al., (2004).  
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