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A B S T R A C T   

COVID-19 has negatively affected the travel and tourism industry and may continue to do so in the future. 
Therefore, hospitality businesses need to pay attention to consumer reactions, concerns, and motives for trav
elling in this era. This study leverages the stimulus-organism-behaviour-consequence (SOBC) model to examine 
psychological factors that influence Japanese travellers’ intention to travel and willingness to pay premiums for 
safe travel by analysing data from 790 respondents. The findings of the study reveal that extraversion positively 
associates with introjected motivation and negatively with amotivation. Neuroticism personality type positively 
associates with amotivation and negatively associates with introjected motivation. Introjected motivation 
positively associates with perception of safe travel during COVID-19, whereas amotivation has a non-significant 
association with perception of safe travel during COVID-19. Perception of safe travel positively associates with 
intention to travel and willingness to pay premiums for safe travel. Finally, intention to travel has no effect on 
willingness to pay premiums for safe travel. These findings provide valuable theoretical and managerial 
implications.   

1. Introduction 

The COVID-19 pandemic resulted in global socio-economic distur
bances (Buheji et al., 2020), and the lockdowns enforced by countries in 
its wake led to severe restrictions on people’s leisure travel movement 
(Snuggs & McGregor, 2021). The travel and leisure industry ranked 
fourth among the most impacted industries during COVID-19 (Kacz
marek, Perez, Demir, & Zaremba, 2021), with an estimated loss of 62 
million jobs worldwide in the tourism industry due to the pandemic as of 
February, 2022 (Statista, 2022). With the pandemic abating and travel 
restrictions being lifted worldwide, it is imperative to explore con
sumers’ perspectives on and concerns about safety while travelling in 
order to boost tourism. Recent studies have shown inconsistent findings 
in consumers’ willingness to pay premiums for safe travel (Awad-Núñez, 

Julio, Gomez, Moya-Gómez, & González, 2021; Gursoy & Chi, 2020). 
For instance, Gursoy and Chi (2020) found that one third of restaurant 
customers and 40% of hotel customers are willing to pay premiums for 
safety. On the other hand, Awad-Núñez et al. (2021) found that most 
customers want safety features in travel but only a small proportion are 
willing to pay a premium for safe travel. Such inconsistencies are a 
significant knowledge gap since implemented safety and hygiene mea
sures to protect travellers, such as sanitization and disinfection of pre
mises, are an additional substantial cost for the organizations in this 
sector (Awad-Núñez et al., 2021) which is already facing significant 
economic losses. Since the demand for leisure travel is likely to be 
impacted in the medium to long term (Bressan, Duarte Alonso, & Kok, 
2021) due to the pandemic, understanding the factors that influence 
consumers’ intent, or the lack thereof, to undertake leisure travel and 
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their behavioural indicators, such as willingness to pay premium prices 
for safe travel, is an important research avenue. The insights drawn from 
such studies can provide significant benefits to practitioners and poli
cymakers in proposing active measures to encourage leisure travel. 

Prior research has provided some insight into aspects related to 
travelling during a pandemic, such as individuals’ unwillingness to 
travel to locations affected by various pandemics such as Ebola, malaria, 
and avian flu (Aro, Vartti, Schreck, Turtiainen, & Uutela, 2009; 
Cahyanto et al., 2016). However, these findings are not directly appli
cable to the COVID-19 context due to the different manner of this pan
demic’s emergence, its high infection rate (Kim, Park, Lee, et al., 2022), 
and global spread that has resulted in multiple countries experiencing 
similar intensities of effect (Islam et al., 2021). As a result, scholars have 
focused their attention on exploring the pandemic’s effect on various 
aspects of travel-related behaviour, such as willingness to travel during 
the pandemic (Nazneen, Hong, & Ud Din, 2020). However, the findings 
so far have been inconsistent, with some scholars finding individuals to 
be unwilling to travel during COVID-19 (Uğur & Akbıyık, 2020), and 
others identifying individuals actively planning to do so (Bae & Chang, 
2021). 

We contend that an individual’s psychographic factors could explain 
these apparently inconsistent findings on consumers’ travel behaviour, 
since prior studies have indicated their influence , particularly person
ality traits, on eliciting different reactions to COVID-19 (Talwar, Sri
vastava, Sakashita, Islam, & Dhir, 2022), perhaps due to perceptual 
variances regarding risks associated with the disease itself (Modersitzki, 
Phan, Kuper, & Rauthmann, 2020; Stadler et al., 2020). We focus on 
personality as a core psychographic factor that can explain individual 
travel behaviour during COVID-19 by applying the Big 5 personality 
model, which consists of openness to experience, conscientiousness, 
extraversion, agreeableness, neuroticism (Costa & McCrae, 1980). The 
model is a well-established theoretical framework that has been previ
ously leveraged, albeit in a limited manner (e.g., Kim et al., 2022). For 
example, Talwar et al. (2022) found that extraversion has the strongest 
influence of all five personality types on travel intentions during COVID- 
19, and Haupt et al. (2020) found that individuals with fun-seeking 
personalities, such as extraversion, were more likely to have travel in
tentions during COVID-19. These studies show that a person’s reaction 
to travel during COVID-19 may differ depending on their personality 
type, as well as how they perceive the risk of travelling for leisure during 
COVID-19 (Wijngaards, De Zilwa, & Burger, 2020). A study on Chinese 
individuals’ engagement with COVID-19 found that extraversion had 
lower scores for social distancing practices, and conscientiousness had 
higher scores for social distancing practices (Carvalho, Pianowski, & 
Gonçalves, 2020). Additionally, Kim et al. (2022) determined that per
sonality traits significantly influenced tourists’ biosecurity behaviour by 
moderating the relationships between personal norms, attitudes, and 
behaviour. Thus, limited prior research has determined that personality 
influences travel behaviour in various capacities, including as anteced
ents and moderators. 

Personality is defined as the features and attributes that influence an 
individual’s behaviour, and it develops via experiences, culture, and 
education (Feist & Feist, 2009; Roy & Goswami, 2007). An individual’s 
behaviour is distinctive and consistent when they have a certain per
sonality (Feist & Feist, 2009), which implies that personality may be a 
viable factor in determining the consistency of individual travel 
behaviour. However, personality traits remain an under-explored area 
in the tourism with respect to the COVID-19 context (Aschwanden et al., 
2021; Talwar et al., 2022). We contend that this is a significant research 
gap, particularly because personality traits can, in high probability, 
explain travel intentions and behaviour; particularly with the pandemic 
still manifesting itself in various forms (Carvalho et al., 2020). 

Additionally, aligning with prior studies (e.g., Sheldon and Prentice, 
2019), this study contends that it is important to understand the psy
chological mechanisms that can explain how personality traits translate 
into specific travel-related perceptions and behaviours. The COVID-19 

pandemic has raised health risks and security concerns regarding lei
sure travel (Humagain & Singleton, 2021). As a result, most scholars 
studying travel behaviour during COVID-19 have concentrated their 
efforts on exploring demotivators or inhibitors, such as safety and health 
risks, and studying ways to overcome them, to travel during COVID-19 
(Aebli, Volgger, & Taplin, 2022). However, leisure constraint theory 
indicates that the removal of inhibitors may not increase travel if in
dividuals are not motivated to travel. In fact, travellers may exhibit 
learned helplessness and may decide not to travel during COVID-19 
(Williams, Armitage, Tampe, & Dienes, 2021). Thereby, motivational 
studies on travel during COVID-19 may help in examining travellers’ 
leisure travel behaviour. To this end, the self-determination of an indi
vidual plays a critical role in determining behaviours such as academic 
performance (Zhou, 2015), learning attitudes (Butz & Stupnisky, 2016), 
pro-environmental (Aitken, Pelletier, & Baxter, 2016), and travel be
haviours (Nabi, O’Cass, & Siahtiri, 2019; Talwar et al., 2022). Addi
tionally, motivations have been previously studied and found to explain 
travel behaviour differences before and during the pandemic. For 
instance, in a study before COVID-19, Chow, Cheng, and Cheung (2019) 
found that intrinsic motivation has the highest influence on individuals’ 
inclination to travel to Chinese wetlands for ecological purposes. Simi
larly, Medeiros, Ozturk, Hancer, Weinland, and Okumus (2022) found 
that intrinsic motivation, i.e., social benefit, and extrinsic motivation, i. 
e. self-image, had a positive impact on tourists’ intention to share travel- 
related information through mobile apps during COVID-19. Thus, 
motivational states may be an important factor that explain how in
dividuals with different dominant personality traits exhibit varied 
behaviour in similar or dissimilar contexts. 

Thus, examining the interplay between personality traits and moti
vational states, as well as their subsequent association with behavioural 
outcomes such as travel intentions, could provide more nuanced insights 
into how the pandemic may have affected long-term travel behaviour. 
Such an examination would contribute to our understanding of the 
psychological processes that a post COVID-19 traveller undergoes and 
raise significant implications for both theory and practice. Thus, 
informed and motivated by the preceding discussions, this study aims to 
answer three research questions: RQ1. How are the personality types of 
extraversion and neuroticism associated with amotivation and intro
jected motivation? RQ2. How are amotivation and introjected motiva
tion associated with perceptions towards travel? RQ3. How is perception 
towards travel associated with travelling intentions and willingness to 
pay premiums for safe travel? 

To answer these questions, the study employs the Stimulus- 
Organism-behaviour-Consequence (SOBC) model and Self- 
determination theory (SDT) for theoretical grounding. Data were 
collected using a cross-sectional survey design from 498 respondents in 
Japan, wherein the travel and tourism sectors have been significantly 
disrupted by the pandemic (Yagasaki, 2021). The findings of this study, 
derived from structural equation modelling (SEM) analysis, provide 
three novel contributions to the literature. First, we utilize the SOBC and 
SDT theories, which have not received much attention in travel and 
tourism research in the COVID-19 context. The application of SOBC may 
result in more nuanced understanding of travelling behaviours as it in
cludes various additional linkages (Kim, Lee, & Jung, 2020). This study, 
to the best of our knowledge, pioneers the concurrent utilization of these 
theories in context of travel and tourism research. 

Second, to the best of our knowledge, no study has examined the 
interplay between personality traits and motives as antecedents to in
dividual travelling behaviour. Our focus on explicating this interplay is a 
significant addition to extant knowledge as we suggest motivational 
state to be a bridging factor that highlights how individual differences 
(e.g., in personality) can influence behaviours and intentions in the 
context of leisure travel. Third, we focus on Japan as our study context 
as it is relatively under-explored in tourism and consumer behaviour 
literature. Our findings add significant value to extant knowledge with 
regard to this economy as a favoured leisure travel destination (Nippon, 
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2020). 
This article presents information in the following seven sections. 

Section 2 presents the theoretical backdrop, and the hypotheses are 
discussed in Section 3. Sections 4 and 5 describe the research method
ology and the results of the data analysis, respectively. The research 
findings are discussed in Section 6, and Section 7 presents the 
concluding remarks, implications, limitations and possible future 
research directions. 

2. Theoretical background 

2.1. Stimulus-organism-behaviour-consequence model 

SOBC is based on the premise of social learning theory (Bandura, 
1977) and is an extension stimuli-organism-response theory, or SOR 
(Mehrabian & Russell, 1974). SOR examines the influence of environ
mental/internal stimuli (S) on organism’s internal states (O), which 
results in a response (R) (Laato, Islam, Farooq, & Dhir, 2020). In 
contrast, SOBC considers associations among an individual’s internal 
state (O), behaviour (B), and consequences (C), thereby extending SOR. 

A stimulus – a trigger that elicits a specific response or action (Talwar, 
Jabeen, Tandon, Sakashita, & Dhir, 2021) – can be either external (i.e., 
originating outside an individual’s body or mind) or internal (i.e., 
originating within) (Kim & Lennon, 2013). While prior research has 
predominantly focused on external stimuli, both in the context of travel 
and tourism (Chang, Shu, & King, 2014; Rajaguru, 2014) and in other 
contexts (Hsiao & Tang, 2021; Sultan, Wong, & Azam, 2021), it has been 
shown that internal stimuli can also exert significant influence on 
buying and use-related behaviours. For instance, Dhir, Talwar, Sadiq, 
Sakashita, and Kaur (2021) found that optimism positively influences 
labelling satisfaction and labelling desire, which then positively influ
ence purchase intentions for buying green apparel. Hence, motivated by 
these findings, we focus on internal stimuli in our study (see Section 2.3 
for details). 

The concept of organism not only represents the physiological being 
as in the SOR model but also the psychological being (Dhir, Talwar, 
et al., 2021). We model motivation and perception of safe travel during 
COVID-19 as the individual or organism’s internal state (O) in our 
framework. Our choice of these variables as the organism is motivated 
by prior literature as discussed in Section 2.3. The SOBC further dis
cusses how individuals’ organismic states influence their behaviour, 
which in turn influences the consequences the organism faces. Behaviour 
includes overt (observable) and covert (mental, or cerebral) forms, and 
consequence represents the results obtained from performing that 
behaviour (Talwar et al., 2021). The present study examines the asso
ciation of leisure travel intentions (B) on willingness to pay premiums 
for safety measures (C). 

Several scholars have applied SOBC in varied contexts in the recent 
past, such as social media overload (Whelan, Islam, & Brooks, 2020) and 
organic product consumption (Talwar et al., 2021). Yet, to the best of the 
authors’ knowledge, the SOBC model has so far not been employed in 
travel and tourism research. However, travel and tourism scholars 
indicate that post-behaviour constructs such as revisit intention and 
loyalty are critical in generating repeat customers (Sreen, Mukherjee, 
Jebarajakirthy, Kumar, & Sharma, 2022). We therefore believe that 
SOBC would provide a deeper understanding of an individual’s psy
chological mechanisms, especially in terms of the associations between 
behaviour and consequence in the context of travel and tourism. 

Moreover, SOBC considers the possible influence of the social/in
ternal environment on individual (O) (Talwar et al., 2021), which is 
important in our study because COVID-19 as an environmental situation 
or context greatly influences an individual’s internal state (e.g., their 
motivations) which can, in turn, have a significant effect on travelling 
perceptions (Bae & Chang, 2021). Thus, we believe that our utilization 
of this framework provides deeper insights into individuals’ decision- 
making processes in the currently cautious approach to leisure travel 

during COVID-19. 

2.2. Self-determination theory 

The SDT posits that there are of three types of human motivation: 
intrinsic motivation, extrinsic motivation, and amotivation (Deci & 
Ryan, 2010). Each motivation type is ranked across a continuum rep
resenting a degree of self-determination contingent on the locus of 
control possessed by an individual (Deci & Ryan, 1985). Intrinsic 
motivation represents the highest form of self-determination (Deci & 
Ryan, 1985), wherein individuals are motivated by internal pleasure and 
the satisfaction of fulfilling personal needs (Deci & Ryan, 2010). On the 
contrary, extrinsic motivation is derived from external sources, such as 
the approval of others (Deci & Ryan, 2010) and is classified into four 
types on the basis of the level of self-determination. Here, integrated 
motivation has the highest degree of self-determination, followed by 
identified, introjected, and external motivation which have decreasing 
levels of self-determination in that order. Lastly, amotivation describes 
the state of an individual who lacks confidence that the action in 
question can provide the desired outcome (Deci & Ryan, 2010). 

Scholars have previously utilized SDT to determine that different 
forms of motivation have varying levels of influence on travel behav
iours in different contexts. For instance, Zheng, Luo, and Ritchie (2021) 
found a stronger impact of intrinsic motives on trip purchase intentions 
than integrated motives for disabled individuals. Additionally, Yu, Wen, 
and Yang (2020) found that both intrinsic motivations, such as the 
desire to relieve pain in the dying process, pursue meaning in life, and 
champion human rights, and extrinsic motivations, such as religious or 
social considerations, influenced suicide travel intentions. Thus, 
following prior literature, we believe SDT to be suited to our study 
context for examining the organismic motivational state (O) of an in
dividual considering leisure travel. 

2.3. Conceptual framework 

This study develops a conceptual model by integrating the SOBC and 
SDT frameworks. Using the SOBC model, this study examines extra
verted and neurotic personality types as stimuli (S); introjected moti
vation, amotivation, and perception of safe travel during COVID-19 as 
facets of individuals’ internal state (O); and intention to travel during 
COVID-19 (B) and willingness to pay premium prices for safe travel (C) 
as behaviour and consequence respectively. Fig. 1 displays the theo
retical framework, and Table 1 presents a brief conceptualization of the 
study variables. 

2.3.1. Stimuli 
We conceptualize stimuli as personality traits as certain prior 

research has indicated their influence to be significant in determining 
travel behaviour (Kim et al., 2020; Talwar et al., 2022). Personality 
traits are individual characteristics that lead to varying affective and 
cognitive responses (Baloglu, Henthorne, & Sahin, 2014; Das, Habib, 
Saha, & Jebarajakirthy, 2021; Gao, Rasouli, Timmermans, & Wang, 
2017) as personality can influence individuals’ ability to cope up with 
stressful situations (Youn, Kim, & Song, 2017), such as considering 
travelling during COVID-19. For instance, Talwar et al. (2022) found 
that of the five primary personality types (Costa & McCrae, 1980), ex
traversion possesses the highest relative importance in determining 
travel intentions during COVID-19, followed by conscientiousness, 
openness to experience, agreeableness, and neuroticism. In our study, 
we consider the personality traits of extraversion and neuroticism to be 
stimuli affecting an individual’s internal state, i.e. motives. Our focus on 
these two traits is inspired by studies (e.g., Shokrkon & Nicoladis, 2021) 
that have posited extraversion and neuroticism to be highly relevant to 
the study of travel during COVID-19 as these personality types tend to 
have distinctive implications for individuals’ social lives. 

Prior research on travel and tourism in the COVID-19 context has 
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also propounded that examining extraversion and neuroticism provides 
a comprehensive understanding of differences in individual reactions to 
the COVID-19 scenario (Talwar et al., 2022). For instance, Nelson, 
Pettitt, Flannery, and Allen (2020) found that individuals with high 
neuroticism have higher scores in anxiety, depression, and concerns 
related to finances and relationships during COVID-19. Therefore, 
neuroticism may lead individuals to follow social distancing practices, 
decline to travel, and generally attempt to avoid risky behaviours 
(Wijngaards et al., 2020). Contrarily, extraverts are more likely to travel 
as they strongly desire to have social interactions and develop social 
relationships (Talwar et al., 2022), and may therefore be disinclined to 
follow social distancing recommendations during COVID-19 (Carvalho 
et al., 2020). Based on these findings, we believe that neuroticism and 
extraversion are suitable stimuli for our study. 

2.3.2. Organism 
We leverage the SDT to propose that personality traits induce specific 

motivational states of the organism’s or individual’s internal state (O). 
Motivations have been found in prior literature to significantly affect 
travelling decisions (Cole, Zhang, Wang, & Hu, 2019; Lee & Ewert, 
2019) and willingness to pay premiums for safe travel (Huang, Wu, & 
Shi, 2018). Scholars have found that certain personality traits may affect 
individual’s cognitive evaluations, such as motives, which may impact 

other behavioural outcomes (Sheldon & Prentice, 2019). In line with 
such findings, we conceptualize that personality traits would influence 
the motivational state, i.e., internal state of an individual. 

The SDT has proposed three major forms of motivation – intrinsic 
motivation, extrinsic motivation, and amotivation as discussed in Sec
tion 2.2. A key difference in intrinsic and extrinsic motivation is that 
while the former is promulgated for one’s own benefit, the latter may 
develop from a sense of duty or obligation to perform a particular 
behaviour (Deci & Ryan, 2010). We posit that such motivations may also 
be influenced by an individual’s contextual factors, such as the culture 
they belong to. For instance, our study focuses on Japan as a context 
whose culture is highly collectivist (Talwar et al., 2021) wherein image 
consciousness (Reiher & Yamaguchi, 2017) and consideration of others 
may significantly influence individual behaviour. Thus, it is possible 
that in such cultures, the feelings and perceived judgements of others 
may affect one’s own behavioural decisions. 

Pursuing this supposition, this study considers two forms of moti
vation as organisms’ state (O) – introjected motivation and amotivation. 
In the present study, introjected motivation refers to the individual’s 
perception that significant others in their life want the individual to 
travel for leisure (Cole et al., 2019). Introjected motivation is closer to 
external motivation and creates internalized feelings such as guilt or 
obligation to perform an action (Zhang, Cole, Hirt, & Bilgihan, 2017). 

Fig. 1. Hypothesized research model.  

Table 1 
Description of study constructs.  

Study constructs Brief description Adapted from 

Extraversion Tendency to enjoy talking to others, being energetic and enthusiastic. Donnellan et al., 2006 
Neuroticism Tendency to feel negative emotions such as jealousy, loneliness, anxiety, and depression. Donnellan et al., 2006 
Introjected Motivation Examines an individual’s belief that significant others would be mad/angry for not 

travelling during COVID-19. 
Ryan & Connell, 1989 

Amotivation Individuals believe that there is no outcome or benefit of travelling. Ryan & Connell, 1989 
Perception of safe travel during 

COVID-19 
Tendency to feel safe while travelling and performing travel-related activities during 
COVID-19 

Khatib et al., 2020; Dong et al., 2021; Wei 
et al., 2021 

Intention to Travel Inclination to approach travel for leisure travel in the ongoing COVID-19 Sánchez-Cañizares et al., 2020 
Willingness to pay premiums for safe 

travel 
Inclination to pay extra to businesses for providing safety during COVID-19 Sánchez-Cañizares et al., 2020  
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Cole et al. (2019) found that individuals were more likely to travel as a 
result of introjected motivations rather than intrinsic motivations. They 
also argued that that items of introjected motivation and extrinsic 
motivation loaded into a single factor, indicating that both introjected 
and extrinsic motivation could be similar in nature. Similarly, in our 
study, we suggest that introjected motivation rests in an individual’s 
belief that family members would experience negative feelings, such as 
anger, if the individual will not travel for leisure during COVID-19, and 
may be an essential lens through which to examine attitudes towards 
travel during COVID-19. 

We believe that introjected motivation is a significant facet in our 
study owing to the context of Japan, wherein family members’ expec
tations have significant influences on an individual’s decisions. For 
instance, a traditional Japanese father may be authoritarian, wield in
fluence over other family members, and command respect (Ang, 2006). 
Extrapolating this supposition further, we argue that Japanese in
dividuals who live with their family members may be driven by intro
jected motivation to make certain travel decisions. Our supposition is 
supported by the findings of Shavanddasht and Schänzel (2017) who 
found that authoritarian parenting style positively impact introjected 
motivation for travelling. 

Amotivation arises when an individual lacks confidence that an ac
tion can provide the desired outcome (Deci & Ryan, 2010). A recent 
study found that psychological needs of autonomy, competence, and 
relatedness decrease the experience of amotivation (Behzadnia & 
FatahModares, 2020). According to Cole, Deci, Zhao, and Wang (2022), 
the COVID-19 scenario may lead an individual to perceive that (a) the 
situation is not under their control, (b) they are not sufficiently 
competent to deal with the situation on their own, and (c) the situational 
restrictions imposed for combating the pandemic may limit their social 
activities, and thus their feelings of relatedness. We align with this point 
to view to posit that in such circumstances (i.e., the pandemic), an in
dividual might feel amotivated or indifferent to the positive outcomes of 
travelling, which may influence their behaviour and consequent actions. 

Perception of safe travel during COVID-19 is an individual’s 
perception that travelling activities, such as transport, hotels, and din
ing, are safe to use during the pandemic. Scholars have determined 
changes in the perception of travelling during various health crises sit
uations like Ebola, and H1N1 influenza (Cahyanto et al., 2016; Lee, 
Song, Bendle, Kim, & Han, 2012). While research on such perceptions in 
the COVID-19 context is limited, prior studies indicate that the will
ingness to travel (Gursoy & Chi, 2020) and perceived risks of travel 
during COVID-19 may vary even after restrictions are fully lifted, ac
cording to individual characteristics such as motives (Liu-Lastres, Mir
ehie, & Cecil, 2021; Neuburger & Egger, 2021). Motives play a key role 
in individuals’ perception of health risk and may act as an essential 
parameter in estimating the risk associated with travelling during 
COVID-19 (Chua, Al-Ansi, Lee, & Han, 2020). Hence, perceptions to
wards travel is also considered an important facet of individual state in 
this study and we study its associations with motives (O) as well as 
behaviour – intent to travel (B). 

2.3.3. Behaviour 
Our framework conceptualizes the intention to travel as a behaviour 

(B) and view it as an individual’s propensity to travel for leisure during 
and after COVID-19. While reported intentions may not be a true 
reflection of actual behaviour, they have been indicated as a close proxy 
(Jin, Bao, & Tang, 2022). Prior scholars have also used consumers’ 
travel intentions during a health crisis (Chien, Sharifpour, Ritchie, & 
Watson, 2017; Schroeder, Pennington-Gray, Kaplanidou, & Zhan, 2013) 
as a reflection of their travel behaviour. 

2.3.4. Consequence 
Lastly, the willingness to pay extra for safety measures when trav

elling is modelled as the consequence (C), as scholars have found that 
travellers adopt non-pharmaceutical measures, such as wearing masks, 

sanitizing hands, and obeying travelling restrictions to improve their 
safety during COVID-19 (Aharon, Jacobi, Cohen, Tzur, & Qadan, 2021; 
Chung, Lee, & Park, 2021). Additionally, travellers are willing to pay 
premiums for additional safety measures (Sánchez-Cañizares, Cabeza- 
Ramírez, Muñoz-Fernández, & Fuentes-García, 2020), but this willing
ness varies across contexts (De Silva, Khan, Vorley, & Zeng, 2020; Qiu 
et al., 2020), and we consider it interesting and practically beneficial to 
explore willingness as a consequence in our study. Furthermore, age, 
gender, personal income, and household income are employed as con
trol variables as they have been previously indicated to influence con
sumer behaviour (Sreen, Dhir, Talwar, Tan, & Alharbi, 2021), especially 
in context of travel and tourism (Khanra, Dhir, Kaur, & Joseph, 2021). 

3. Hypothesis development 

3.1. Stimulus – organism 

3.1.1. Extraversion 
Studies indicate that individuals with high extraversion are prone to 

experiencing positive emotions, activity, assertiveness, need for stimu
lation, and gregariousness (Matzler, Faullant, Renzl, & Leiter, 2005). It 
is possible that extraverts may therefore have greater ability to cope up 
with situational crises like the COVID-19 pandemic. Recent studies lend 
support to this supposition, for example, Shokrkon and Nicoladis 
(2021), who found that extraversion to be positively associated with 
physical, social, and emotional well-being during COVID-19. However, 
an opposing view also exists which suggests that extraverts may feel 
uneasy during COVID-19 as they get energy through social interactions 
and reduce stress by talking to others (Wijngaards et al., 2020). Addi
tionally, considering the connotations of Japan as our study context, we 
posit that extraverts in this geographic context may be driven to talk to 
their family members and attempt to comply to the wishes expressed in 
order to show respect (Ang, 2006). 

This proclivity to seek pleasure (Lyu, Oh, & Lee, 2013) and social 
interactions by travelling (Tran, Nguyen, & Nguyen, 2015) may mean 
that extraverts are more inclined to demonstrate increased mobility 
(Chan et al., 2021), regardless of the state of pandemic-related re
strictions. We believe that these individuals would be introjectedly 
motivated by their families’ and friends’ expectations and reactions in 
order to avoid expressions of anger or displeasure. While, to the best of 
our knowledge, there is no a priori for this association, our supposition is 
based on extant studies which indicate that extraversion is associated 
positively with social approach motives in various contexts (Elliot & 
Thrash, 2002; Zimmerman, Boswell, Shipp, Dunford, & Boudreau, 
2012). Social approach motives predispose individuals towards attain
ing short term positive outcomes (Nikitin & Freund, 2015). Thus, it is 
probable that extraverts may be motivated by the desire to comply with 
the wishes of family and friends regarding leisure travel to avoid 
negative reactions. Hence, we propose: 

H1. Extraversion positively associates with introjected motivation. 

The relationship between extraversion and amotivation has not, to 
the best of our knowledge, been investigated in the context of leisure 
travel, but the association has been examined in other contexts and the 
two have been found to share a negative association. For example, 
Brannon (2010) examined sports motivation and found that amotivation 
and extraversion are negatively correlated. Similarly, Komarraju, Karau, 
and Schmeck (2009) found a negative association between extraversion 
and amotivation for academic performance. We extrapolate these find
ings to propose that a similar negative association also exists in our 
context. Our supposition is further supported by prior literature which 
indicates that extraverts are highly motivated to take part in leisure 
activities (Lin et al., 2007) and travel (Talwar et al., 2022). Conse
quently, we believe that extraverts’ fun-seeking nature (Paris & 
Pietschnig, 2015) likely decreases their amotivation towards leisure 
travel. Hence, the following hypothesis is proposed: 
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H2. Extraversion negatively associates with amotivation. 

3.1.2. Neuroticism 
The positive association of neuroticism and introjected motivation 

has been established in prior studies (e.g., Clark & Schroth, 2010), such as 
in the cases of exercising to improve one’s weight or appearance (Ingle
dew & Markland, 2008) and academic performance (Clark & Schroth, 
2010). Extrapolating from these studies, we expect a similar positive 
association in case of leisure travel as well, which is supported by the 
belief that neurotic individuals struggle to regulate emotions and feelings 
of anxiety, which may cause a them to be positively inclined to defer to 
others for advice (Rhodes, Courneya, & Hayduk, 2002) and thus be 
extrinsically motivated (Yeh, Wang, Hsu, & Lin, 2020). Since introjected 
motivation is closely linked with extrinsic motivation, we expect that 
neurotic individuals are motivated by their social groups’ (friends and 
family) persuasive efforts to undertake travel. Hence, we hypothesize: 

H3. Neuroticism positively associates with introjected motivation. 

Aronson (2008) suggested that individuals with neurotic personality 
type and high anxiety may engage in substance abuse or unsafe sexual 
practices because their anxiety levels above a certain threshold lead 
them to be indifferent to the risks of such behaviours. We believe that 
Aronson’s study (2008) indicates that highly neurotic individuals may 
exhibit amotivation. This is supported by the limited research that has 
examined the relationship between neuroticism and amotivation and 
determined a positive association between the two (David, 2010; 
Komarraju et al., 2009). For instance, West, Rhoden, Robinson, Castle, 
and St Clair Gibson (2016) found significant positive correlation be
tween neuroticism and amotivation for sports participants, and Kha
lilzadeh and Khodi (2021) found the same association in an academic 
context. However, to the best of authors’ knowledge, no prior study has 
examined this association in the context of travel and tourism. We 
therefore extrapolate from existing research to posit that the environ
mental uncertainties created by the pandemic cause neurotic individuals 
to experience anxiety about leisure travelling such that they become 
amotivated. This amotivation or indifference, in our view, would arise 
from these individuals’ perceived lack of control or sense of power
lessness over the outcome (Bratko, Butkovic, Hlupic, & Pocrnic, 2022). 
Thus, we propose: 

H4. Neuroticism positively associates with amotivation. 

3.2. Organism – behaviour 

3.2.1. Introjected motivation 
Individuals with introjected motivation seek to improve their self- 

esteem (Gillison, Osborn, Standage, & Skevington, 2009) and avoid 
unpleasant feelings (Kramer & Petzoldt, 2022) by seeking the approval 
of others for their actions (Shupe & Gagné, 2016). A recent study (Cole 
et al., 2019) found that introjected motivation promoted leisure travel 
among people with disabilities for two possible reasons: (a) perceived 
positive emotional outcomes (e.g., pride) from their families, and (b) 
improved self-worth. We extrapolate from these findings to postulate 
that individuals driven by introjected motives seek to obtain positive 
emotional reactions, and avoid displeasure, from family and friends. An 
individual may also experience introjected motivation in this context 
when members of their social group attempt to persuade them in favour 
of leisure travel and the individual bows to group pressure in order to 
avoid stress or guilt (Ahn & Janke, 2011a; Osei-Frimpong, 2019). 
Moreover, individuals may experience partial introjected motivation 
through external messages (Graves, Sarkis, & Gold, 2019). Since the 
restrictions on travel (domestic and international) are lifting, govern
ments and organizations are actively educating the public about the 
hygiene standards being adopted to ensure a safe travel environment 
and encourage travel to boost the economy. Based on the literature (e.g., 
Graves et al., 2019), we postulate that individuals may be inclined to 

believe such external communication and be introjectedly motivated to 
conclude that travelling during COVID-19 is safe in order to demonstrate 
their self-worth, their ability (Ahn & Janke, 2011b) to comply with 
existing hygiene standards and practices, and their commitment (Lee, 
Bentley, & Hsu, 2017) to undertake leisure travel as a way to support 
this sector’s economic recovery. Hence, we propose: 

H5. Introjected motivation positively associates with perception of 
safe travel during COVID-19. 

3.2.2. Amotivation 
Scholars in travel and tourism research have previously indicated 

that amotivation hampers travel intentions (Allan, Autin, & Duffy, 2016; 
Chow et al., 2019). Recently, Cole et al. (2019) found that an individual 
who believes a travel destination to be inaccessible to them feels amo
tivated, which negatively impacts their intentions to travel (Cole et al., 
2019). Such findings can be attributed to the fact that an amotivated 
individual may start believing that performing a behaviour is of no use 
and questioning the merits of the behaviour itself (Deci & Ryan, 2010). 

We believe that COVID-19 and the various restrictions placed on 
travelling may cause an individual to question whether leisure travel 
during the pandemic yields any positive outcomes and argue that in such 
cases, the individual may feel amotivated to travel, considering it to be 
improbable that they will attain the objective of experiencing leisure. 
We further argue that higher amotivation leads to lower evaluation of 
positive outcomes (perceptions that such travel would be safe) to be 
gained from travelling. Hence, a negative relationship. While to the best 
of our knowledge, there is no a priori support for our argument, our 
supposition is based on recent findings which indicate that COVID-19 
has affected individuals’ travel decisions and perceptions of hygiene 
and safety (Nazneen et al., 2020) with regards to travel duration and use 
of travel-related services like dining (Radic et al., 2021) and transport 
(Khaddar & Fatmi, 2021). Thus, we hypothesize: 

H6. Amotivation negatively associates with perception of safe travel 
during COVID-19. 

3.2.3. Perception of safe travel during COVID-19 
Travelling involves many aspects that individuals may evaluate and 

question with respect to the perceived safety of travelling during the 
pandemic. Several scholars who have studied consumers’ travel be
haviours and intentions during a health crisis suggest that perceived risk 
of contracting COVID-19 decreases the intentions to travel and generally 
has a negative impact on all travel-related activities (Chien et al., 2017; 
Schroeder et al., 2013). For example, Khaddar and Fatmi (2021) sug
gested that individuals may want to avoid public transport or air travel 
because they fear being infected with COVID-19. Besides the mode of 
travel, the style of accommodation, such as hotels or Airbnb, may also 
expose an individual to other travellers and hence increase the risk of 
contracting COVID-19 (Lee & Deale, 2021). Similarly, dining also pre
sents the risk of contracting COVID-19 because individuals sit together 
and remove masks to eat (Radic et al., 2021). 

These perceived risks can induce individuals to avoid travel (Joo, Xu, 
Lee, Lee, & Woosnam, 2021; Neuburger & Egger, 2021), and we argue 
that that perceiving travel as ‘safe’ positively influences individuals’ 
intention to travel as well as their willingness to pay extra for measures 
that they believe to improve safety. Our argument is supported by 
scholars such as Li, Zhong, Zhang, & Hua (2021) who demonstrated that 
safety is the watchword when determining the desirability of service 
industries during and after COVID-19. Thus, leveraging such findings 
and prior literature, we make the following hypotheses: 

H7. Perception of safe travel during COVID-19 positively associates 
with intention to travel. 

H8. Perception of safe travel during COVID-19 positively associates 
with willingness to pay premium for safe travel. 
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3.3. Behaviour – consequence 

Consumers pay not only for the functional benefits of a product or 
service but also for its associated health, societal, and environmental 
benefits (Chatterjee, Chakraborty, Fulk, & Sarker, 2021). Since provi
sion of safety by tourist destinations or hotels during travel includes 
societal and health benefits, it seems salient to measure an individual’s 
willingness to pay premiums for safe travel and associated activities like 
dining out. 

A recent study showed that intention to travel acts as an antecedent 
to a willingness to pay premiums for safe travel (Sánchez-Cañizares 
et al., 2020). Additionally, several scholars (including Zhang et al., 
2017) have determined that intentions can precede consumers’ will
ingness to pay premium prices for a product or a service, for example in 
case of eco-tourism (Hultman, Kazeminia, & Ghasemi, 2015) and other 
allegedly environment-friendly products (Barber, Kuo, Bishop, & 
Goodman, 2012). In case of eco-tourism and environmentally friendly 
products, an individual considers the benefits that future generations 
may obtain by one’s actions to save the environment through eco- 
friendly consumption. We posit that in the COVID-19 context, in
dividuals perceive a great deal of responsibility to protect both current 
and future generations from the effects of the pandemic. Hence, these 
individuals would be willing to sacrifice monetary resources to protect 
their family and loved ones (Smith, 2020). Furthermore, individuals 
who perceive a reduced risk of contracting COVID-19 if leisure travel 
activities follow recommended safety standards and guidelines may be 
more likely to enjoy the personal benefits offered by leisure travel. We 

thus argue that individuals’ concerns for safety during COVID-19 posi
tively incline them to pay a higher price for safe travel environments 
(Joo et al., 2021). Thus, we hypothesize: 

H9. Intention to travel during COVID-19 positively associates with 
willingness to pay premium for safe travel. 

4. Method 

4.1. Instrument development 

Two experts familiar with Japanese culture and markets reviewed 
the pertinent literature to develop the survey instrument. Pre-validated 
scale items anchored on a seven-point Likert scale (strongly disagree – 
‘1’ to strongly agree – ‘7’) were used to collect data on most of the study 
variables (see Table 2 for details). Four items measuring extraversion 
and neuroticism were adopted from Donnellan, Oswald, Baird, and 
Lucas (2006), and the four items measuring introjected motivation were 
adopted from Ryan and Connell (1989). Amotivation was measured 
through three items from Ryan and Connell (1989), and five items were 
taken from Sánchez-Cañizares et al. (2020) to measure travel intent and 
willingness to pay premium prices for safe travel, for a total of ten items. 
Six items measuring perception of safe travel during COVID-19 assessed 
the perceived safety of travelling through plane and public transport, 
staying in a hotel, using recreational facilities in a hotel, and dining in 
and were adapted from established scales to suit the context of this study 
(Dong, Ma, Jia, & Tian, 2021; Khatib, Carvalho, Primavesi, To, & 

Table 2 
Factor loadings for the measurement and structural model.  

Constructs Items CFA SEM 

Extraversion (E) 
(Donnellan et al., 2006) 

I talk to a lot of different people at parties 0.86 0.87 
I feel comfortable around people 0.81 0.81 
I start conversations 0.66 0.66 
I make friends easily 0.81 0.81 

Neuroticism (N) 
(Donnellan et al., 2006) 

I get stressed out easily 0.70 0.72 
I worry about things 0.86 0.86 
I fear the worst 0.85 0.84 
I am filled with doubts 0.71 0.70 

Introjected Motivation (IM) 
(Ryan & Connell, 1989) 

My family would be mad if I didn’t travel for leisure anymore due to the COVID-19 pandemic 0.85 0.85 
My friends would be mad if I didn’t travel for leisure anymore due to the COVID-19 pandemic 0.84 0.84 
My family tell me to keep travelling for leisure despite the COVID-19 pandemic 0.85 0.85 
My friends tell me to keep travelling for leisure despite the COVID-19 pandemic 0.83 0.82 

Amotivation (AM) 
(Ryan & Connell, 1989) 

I don’t really think travel for leisure is my thing due to the COVID-19 pandemic 0.73 0.73 
I used to have good reasons for travelling for leisure, but now I question if I should continue due to the COVID-19 
pandemic 

0.76 0.76 

I’m not sure why I still travel for leisure during the COVID-19 pandemic; I do not seem to be getting any benefits from 
it 

0.74 0.74 

Perception of safe travel during COVID-19 
(PTT) 
(Dong et al., 2021; Khatib et al., 2020;  
Wei et al., 2021) 

It is safe to travel for leisure by aeroplane during the COVID-19 pandemic 0.81 0.80 
It is safe to travel for leisure by public transport (e.g., bus, train) during the COVID-19 pandemic 0.84 0.83 
It is safe to stay in a chain hotel during the COVID-19 pandemic 0.82 0.81 
It is safe to use the hotel’s recreational facilities (e.g., gym, pool) during the COVID-19 pandemic 0.81 0.81 
It is safe to stay in an independent hotel during the COVID-19 pandemic 0.82 0.82 
It is safe to order take out during the COVID-19 pandemic. 0.80 0.79 

Intention to travel during COVID-19 (ITT) 
(Sánchez-Cañizares et al., 2020) 

I hope to travel for leisure during the ongoing COVID-19 pandemic 0.87 0.86 
I intend to travel for leisure during the ongoing COVID-19 pandemic 0.92 0.92 
If everything goes as I think, I plan to travel for leisure during the ongoing COVID-19 pandemic 0.91 0.90 
I predict that I should travel for leisure to a tourist destination during the ongoing COVID-19 pandemic 0.91 0.90 
I am willing to visit a tourist destination during the ongoing COVID-19 pandemic 0.87 0.87 

Willingness to pay premium for safe travel 
(WTP) 
(Sánchez-Cañizares et al., 2020) 

I am willing to pay more for increased safety precautions when I fly to my travel destination for leisure during the 
COVID-19 pandemic 

0.91 0.91 

I am willing to pay more for increased safety precautions when I stay in a hotel at my travel destination for leisure 
during the COVID-19 pandemic. 

0.95 0.95 

I am willing to pay more for increased safety precautions when ordering food via room service at my travel 
destination for leisure during the COVID-19 pandemic. 

0.88 0.88 

I am willing to pay more for increased safety precautions when I dine out at my travel destination for leisure during 
the COVID-19 pandemic. 

0.92 0.92 

I am willing to pay more for increased safety precautions when commuting locally at my travel destination for leisure 
during the COVID-19 pandemic. 

0.90 0.90 

Note: Items are sourced from references mentioned in Table 1. 
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Poirier, 2020; Wei, Chen, & Lee, 2021). The questionnaire details are 
presented in Appendix 1. 

One professional translator was hired to translate the survey from 
English into Japanese to facilitate respondents’ clear understanding of 
the items. Two third-party research professionals helped to review and 
confirm the translation by back-translating the Japanese questionnaire in 
English. These professionals also later translated the responses from 
Japanese into English. The back translation was almost identical to the 
original English version and confirmed that the translation from English 
into Japanese was accurate. Any confusing or unclear statements were re- 
worded to ensure clarity in the final instrument. Since some of the items 
were adapted, we consulted two experts from the fields of consumer 
behaviour and psychology to assess the instrument’s face validity. Sub
sequently, a pilot study with 20 respondents (11 male and 9 female) was 
conducted to test language clarity. Minor changes in the language of the 
items were made based on the expert recommendations and pilot results. 

4.2. Data collection 

Our study focuses on Japan as the context since the leisure travel and 
tourism sector in this country was severely affected by the pandemic. 
Prior to the arrival of COVID-19 in 2019, Japan had a stable domestic 
travel market of ¥20–22 trillion (approximately 170 billion USD) and an 
increase in the number of foreign travellers. However, since COVID-19, 
the travel market value has declined by 69% (Yagasaki, 2021) and Japan 
has seen a marked decrease in tourism. To boost this sector, in July 22, 
2020 the Japanese government initiated “Go-To” campaigns that pro
vided travel discounts and subsidies of up to 50% to domestic and 
foreign travellers. Despite the campaigns, >713 travel- and tourism- 
related companies (restaurants, hotels, and transport companies) 
declared bankruptcy (Teikoku Databank, 2020). Such statistics indicate 
a critical need to examine if and why Japanese consumers intend to 
travel for leisure. 

An online survey was conducted and data was collected through the 
services of Macromill Inc. in Japan during December 2020. Macromill is 
a leading survey data collecting company that has collected data for 
various government bodies, academics institutions, and industries (Dhir, 
Malodia, Awan, Sakashita, & Kaur, 2021) and has network of over 2 
million Japanese users (Kumagai & Nagasawa, 2019). The sampling 
frame included these users and thus the authors believed the frame to be 
expansive and representative of Japan’s population. An online survey 
was used as it saves time and money and improves response rates (Van 
Selm & Jankowski, 2006). Moreover, online surveys often offer re
spondents anonymity, which allows the researchers to reduce the pos
sibility of social desirability and respondent bias and thereby obtain 
more accurate responses from (Jebarajakirthy et al., 2021). 

The data collection was directed at individuals residing in Tokyo, 
and two selection criteria were determined for recruiting respondents 
who were selected randomly through Macromill’s databases. First, stu
dents were excluded; second, an equal proportion of solo and group 
travellers was selected via filter questions asking respondents’ current 
plans to travel solo or in a group. Students were excluded from the 
sample because it has been shown that student responses tend to vary 

significantly from those of the rest of the population and thus may skew 
results (Henry, 2008). We chose to launch the survey in Tokyo as it is the 
most populated city in Japan (Worldometer, 2022) and had the highest 
number of tourists in Japan pre-COVID (10.44 million in 2019, per Arba, 
2021). 

The Japan Marketing Research Association (JMRA)’s ethical guide
lines were followed during the survey. Each respondent was informed 
that answering the survey was voluntary and that responses were ano
nymized, and was instructed to read the questionnaire carefully before 
responding. Respondents were also requested to think of specific busi
nesses allied with the travel industry, e.g., hotels, restaurants, or travel 
operators while answering the survey questions. This was done to ensure 
that the respondents considered various aspects and modes of travel and 
travel-related activities before answering the questions. 980 responses 
to the survey were received, from which 190 responses with missing 
values and incomplete data were eliminated, resulting in a final 
response rate of 80.61%. The final sample of 790 respondents comprised 
50.20% males and 49.80% females, and the average age of respondents 
was 50.02 years. 50.60% of respondents were married, and 57.40% of 
had children. The sample characteristics align with broader Japanese 
population statistics, which show roughly equal proportions of gender, 
low birth rates of around 1.4 children per woman, and a median age of 
around 49 years (Worldometer, 2022). 

5. Data analysis 

Before conducting the main analysis, we checked the Kurtosis and 
skewness values and found that both values fell within the acceptable 
range (skewness values ranged between − 0.5 and + 0.5), indicating that 
the data was normally distributed and viable for further testing. The 
statistical software used in this analysis was SPSS 26.0 and AMOS. 
Structural equation modelling (SEM) was conducted for evaluating the 
proposed research model and underlying hypotheses using the two-step 
procedure (Anderson & Gerbing, 1988). The measurement model’s 
reliability and validity were assessed in the first step while the structural 
model was then put to the test in the second. 

5.1. Measurement model: reliability and validity 

Confirmatory factor analysis (CFA) was used to test the measurement 
model, which showed a good fit: χ2/df = 2.44, CFI = 0.95, TLI = 0.95, 
and RMSEA = 0.05. Composite reliability (CR) values ranged between 
0.79 and 0.96 and were above the threshold value of 0.70 (Fornell & 
Larcker, 1981). Each item factor loading score was >0.50, and all items 
were retained for further analysis. The average variance extracted (AVE) 
for each construct was greater than the threshold value of 0.50, indi
cating suitable convergent validity for the model (Fornell & Larcker, 
1981) (Tables 3 and 4). Heterotrait-Monotrait ratio (HTMT) values were 
calculated to establish discriminant validity and since all of the HTMT 
values were less than the recommended threshold of 0.85 (Henseler, 
Ringle, & Sarstedt, 2015), discriminant validity was established. (See 
Table 5.) 

Table 3 
Convergent and discriminant validity.  

Measures CR AVE E N AM IM PTT WTP PTT 

E 0.86 0.62 0.78       
N 0.86 0.61 − 0.17 0.78      
AM 0.78 0.55 0.16 0.20 0.74     
IM 0.90 0.70 0.37 − 0.17 0.13 0.84    
PTT 0.95 0.79 0.21 − 0.12 − 0.06 0.59 0.89   
WTP 0.96 0.83 0.20 − 0.03 0.27 0.29 0.36 0.91  
PTT 0.92 0.66 0.21 − 0.11 0.01 0.59 0.73 0.59 0.82 

Note: E: Extraversion; N: Neuroticism; AM: Amotivation; IM: Introjected motivation; PTT: Perception to travel during COVID-19; ITT: Intention to travel during COVID- 
19; WTP: Willing to pay for safe travel. 
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5.2. Common method bias 

Harman’s one-factor test was used to check for common method bias 
(Harman, 1967). A single unrotated factor with all items was generated 
which accounted for 27.17% of the variance in the data, which is less 
than the recommended threshold of 50% (Jebarajakirthy et al., 2021). 
Thus, we determined that common method bias was not present in the 
data. 

5.3. Structural model and hypotheses testing 

The structural model was also found to possess a good model fit: χ2/ 
df = 2.27, CFI = 0.94, TLI = 0.93, and RMSEA = 0.05. Six out of nine 
hypotheses were supported (H3, H6, and H9 were not supported). Ex
traversion positively impacts introjected motivation (H1: β = 0.36, p <
0.001) and negatively impacts amotivation (H2: β = − 0.21, p < 0.001). 
Neuroticism does not have a significant association with introjected 
motivation (H3: β = − 0.11, p > 0.05), whereas it has a significant 
positive association with amotivation (H4: β = 0.24, p < 0.001). 
Introjected motivation has a significant positive association with 
perception of safe travel during COVID-19 (H5: β = 0.58, p < 0.001), 
whereas amotivation has a non-significant negative association with 
perception of safe travel during COVID-19 (H6: β = − 0.06, p > 0.05). 
Perception of safe travel during COVID-19 has a significant positive 
association with intention to travel (H7: β = 0.68, p < 0.001) and 
willingness to pay premiums for safe travel (H8: β = 0.69, p < 0.001). 
Intention to travel has a non-significant negative association with will
ingness to pay premium for safe travel (H9: β = − 0.12, p > 0.05). Among 
the control variables, both gender and age have a significant positive 
association with intention to travel (Gender: β = 0.34, p < 0.001; Age: β 
= 0.04, p < 0.05), whereas gender and marital status both have a sig
nificant negative association with willingness to pay premiums for safe 
travel (Gender: β = − 0.36, p < 0.001; Marital Status: β = − 0.33, p < 
0.001). The R2 values (extracted variance) for intentions to travel and 
willingness to pay are 56.60% and 38.90% respectively (See Fig. 2) and 
indicate that the model adequately explains variance in both constructs. 

6. Discussion 

Extraversion was positively related to introjected motivation, 
lending support to H1. The study’s findings suggest that extraverts 
believe their family and friends want them to undertake leisure travel, 
which may be attributed to their recognition of the stress that extraverts 
experienced during COVID-19 (Wijngaards et al., 2020), and the fact 
that extraverts crave social acknowledgement (Paris & Pietschnig, 
2015). The finding aligns with our understanding of Japanese culture as 
collectivist (Takano & Osaka, 2018), wherein the expectations and 
advice of others, especially family members, is given great importance in 
order to adhere to cultural norms and maintain social relationships. 

H2 was also supported, as extraversion was negatively associated 
with amotivation. Prior studies support this finding: some have found 
that extraverts may feel uneasy during COVID-19 if they are confined to 
a particular place (Landmann & Rohmann, 2022) owing to their 
perceived decline in social connections during the pandemic (Folk, 
Okabe-Miyamoto, Dunn, & Lyubomirsky, 2020). Additionally, the 
isolating measures taken in response to COVID-19 may have increased 
stress and worry for extraverts, as they desire social connections way 
more than other personality types (Wijngaards et al., 2020). It is plau
sible that individuals high in extraversion may experience low amoti
vation since extraverts are fun-loving (Paris & Pietschnig, 2015), 
talkative, assertive, vigorous, sociable, and adventuresome (Tran et al., 
2015; Fayombo, 2010). Consequently, it is plausible to posit that these 
individuals usually possess positive inclinations towards travel (Mei, 
Tang, & Lam, 2017) as they may find leisure travel to be beneficial in 
terms of gaining energy through social interactions and relieving stress 
by talking to others (Wijngaards et al., 2020). Thus, extraverts may be 
less likely believe that there are no benefits of leisure travelling during 
COVID-19 and hence, feel low amotivation. 

The analysis showed that neurotic personality type was insignifi
cantly associated with introjected motivation, and so H3 was not sup
ported. In other contexts, individuals with neurotic personality types 
seek others advise for exercising (Rhodes et al., 2002), and were 
extrinsically motivated to digital entrenuership (Yeh et al., 2020). The 
probable explanation for no relationship between neurotic personality 
type and introjected motivation could be that travel is not a necessary 
step in obtaining counsel or seeking external motivation. We believe that 
due to their concern of contracting COVID-19, neurotics may wish to 
adopt social distancing measures which could explain the non- 
significant connection (Abdelrahman, Li, & Wang, 2020). Talwar et al. 
(2022) also found that neuroticism has the least relative importance of 
all five personality traits in predicting travel intentions during 
COVID-19. As a result, even if friends and family members advise them 
to travel, neurotics are unlikely to listen since they may be afraid of 
contracting COVID-19 (Nikčević & Spada, 2020). However, we found 
support for H4 as neuroticism positively was associated with amotiva
tion, a finding which is lent credence by prior research as well (e.g., 
Komarraju et al., 2009; West et al., 2016). The high levels of anxiety they 
face during the pandemic (Khosravi, 2020) may make individuals with 
this personality type indifferent to the outcome of leisure travel, as they 
feel powerless in this situation (Anicich, Foulk, Osborne, Gale, & Scha
erer, 2020). The sense of powerlessness or lack of control may therefore 
make them believe that there are no benefits of leisure travelling, and 
hence feel amotivated towards leisure travel. 

The analysis shows that introjected motivation has a strong positive 
association with perceptions of safe travel during COVID-19, and so H5 
is supported. Individuals with primarily introjected motivation seek to 
avoid unpleasant feelings (Kramer & Petzoldt, 2022) and improve their 
self-worth by conforming to others’ expectations and desires (Gillison 
et al., 2009). Japan is a collectivistic culture in which an individual gives 
priority to family goals over individual goals (Sreen, Purbey, & Sadar
angani, 2018). Thus, family members and friends persuading an indi
vidual to leisure travel during COVID-19 in this geographical context 
may induce the individual follow their advice to avoid the negative 

Table 4 
HTMT- discriminant validity.   

E N AM IM ITT WTP PTT 

E 1       
N 0.195 1      
AM 0.170 0.197 1     
IM 0.378 0.155 0.147 1    
ITT 0.207 0.100 0.056 0.588 1   
WTP 0.206 0.015 0.283 0.301 0.367 1  
PTT 0.216 0.098 0.008 0.595 0.733 0.594 1 

Note: E: Extraversion; N: Neuroticism; AM: Amotivation; IM: Introjected moti
vation; PTT: Perception to travel during COVID-19; ITT: Intention to travel 
during COVID-19; WTP: Willing to pay for safe travel. 

Table 5 
Hypotheses results.  

Hypotheses Path Beta p-value Support 

H1 E ➔ IM 0.36 <0.001 Yes 
H2 E ➔ AM − 0.21 <0.001 Yes 
H3 N ➔ IM − 0.11 >0.05 No 
H4 N ➔ AM 0.24 <0.001 Yes 
H5 IM ➔ PTT 0.58 <0.001 Yes 
H6 AM➔ PTT − 0.06 >0.05 No 
H7 PTT ➔ ITT 0.68 <0.001 Yes 
H8 PTT ➔ WTP 0.69 <0.001 Yes 
H9 ITT ➔ WTP − 0.12 >0.05 No 

Note: E: Extraversion; N: Neuroticism; AM: Amotivation; IM: Introjected moti
vation; PTT: Perception to travel during COVID-19; ITT: Intention to travel 
during COVID-19; WTP: Willing to pay for safe travel. 
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feelings that may arise from disagreeing. Additionally, taking leisure 
trips during COVID-19 helps people increase self-worth since they can 
demonstrate their capacity to adhere to safety precautions and 
contribute to economic recovery. Hence, individuals may be introject
edly motivated to undertake leisure travel and have positive perceptions 
of safe travel during COVID-19. 

H6 was not supported as amotivation shared a non-significant as
sociation with perception of safe travel during COVID-19. The re
strictions and limitations placed on travelling may have led individuals 
not to consider leisure travel but undertake only necessary travel related 
to their employment and sustenance. Amotivated individuals may not 
have any intention to travel for leisure (Cole et al., 2019) or believe 
travelling to be sufficiently safe in this scenario, which may be a reason 
for our findings. 

We found support for H7 in that perception of safe travel during 
COVID-19 was positively associated with travel intentions. Perceived 
risk reduces one’s desire to travel and engage in recreational activities 
(Chien et al., 2017; Schroeder et al., 2013). An individual performing a 
leisure travel activity during COVID-19 has to ensure the safety of the 
airplane, the other public transport they may need to take, their ac
commodation, and even dining facilities. As a result, safety has become a 
buzzword in COVID-19 contexts (Li et al., 2021). It is like that people’s 
perceptions of safety when engaging in leisure activities increases their 
desire to travel, which may explain our findings. 

The significant positive association between perception of safe travel 
during COVID-19 and willingness to pay premiums for safe travel (H8) 
indicates that even if individuals consider travel to be safe, they are still 
willing to pay more for purportedly safer travel. This result is unsur
prising as multiple institutions have reported the importance of 

practicing adequate hygiene while travelling to limit exposure to 
COVID-19 (Khaddar & Fatmi, 2021; Machida et al., 2020). Since the 
Japanese culture is collectivist, the consumers in this economy may be 
more inclined to follow recommended hygiene practices and may also 
see significant value addition in purchasing services from travel and 
tourism organizations who claim to provide safe and hygienically- 
produced services, and therefore be willing to pay higher prices for 
these services. Such research would significantly aid practitioners in 
designing products/services and pricing strategies to address consumer 
concerns in a clear and transparent manner. 

Intention to travel has a non-significant association with willingness 
to pay premium for safe travel and, hence, H9 is rejected. The result is 
surprising considering prior literature (Hultman et al., 2015; Zhang 
et al., 2017) which found a positive association between these two 
variables. A possible reason for the result could be that once individuals 
form the intent to travel, they may be indifferent to the prices being 
charged. This is clear from surveys of both domestic and foreign tourists, 
which demonstrate how keen they are to travel to Japan. For instance, 
the Japan Travel Bureau Foundation (JTBF) polled overseas visitors to 
Japan from Asia, Europe, the United States, and Australia and discov
ered that 80% of the respondents wished to travel to Japan after the 
COVID-19 restrictions were lifted (Japan Travel Bureau Federation, 
2021). A survey by Japan Travel Bureau Federation (2021) in January 
2021 that asked domestic tourists if they “wanted to travel more than 
ever” or “wanted to travel as much as they did before” after COVID-19 
restrictions were eased found that 69.40% of them did. Hence, it is 
possible that Japanese residents may have saved money for future travel 
plans as a result of the COVID-19’s impact on service prices and to 
overcome the feeling of ‘being stuck’ at home (Japan Travel Bureau 

Fig. 2. Structural model. 
Note: The beta (path co-efficient) values for control variables are provided under Section 5.3 Structural model and hypotheses testing. 
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Federation, 2021). This could explain the insignificant association be
tween travel intention and willingness to pay premium prices, as 
respondent may have become immune to pricing considerations. How
ever, it is also possible that this is a context specific finding which re
quires further investigations before any generalizations may be made. 

7. Conclusion 

Several academics have advocated for a more thorough examination 
of customers’ travel choices (Kim et al., 2022; Talwar et al., 2022) in 
order to aid the tourism industry’s efforts to recover from COVID-19- 
related losses of around 935 billion USD worldwide (Forbes, 2021). 
This study responds to this call by empirically examining an individual’s 
travel decision-making using novel mechanisms and pathways based on 
the SOBC and SDT theoretical lenses. We raised three RQs and evaluated 
relationships between personality traits, motivational states, safe travel 
perception, travel intentions, and willingness to pay a premium for safe 
travel during COVID-19. The findings supported six of the nine hy
potheses and revealed a previously unknown mechanism via which in
dividual attributes of personality and motives influence leisure travel 
decision-making. Given the possibility that COVID-19 may continue to 
affect individual lives for a long time (Mckinsey, 2022), the findings of 
our study have valuable implications for theory and practice, allowing 
us to develop propositions that may encourage people to travel safely in 
these uncertain times. While our contributions are discussed in the 
following sections, we conclude by emphasizing the need for more 
research into individual’s personal and situational characteristics that 
can encourage their return to leisure travel and social activities as the 
world tries to develop a ‘new normal’ of life in tandem with COVID-19. 

7.1. Theoretical implications 

The present study makes four key theoretical contributions to travel 
and tourism literature. First, several scholars have applied the SOR 
framework to examine affective and behavioural responses for travelling 
behaviours (Chang et al., 2014; Jang & Namkung, 2009; Rajaguru, 
2014) but SOBC is a new theory in this field. Our application of the SOBC 
framework in the context of travel and tourism contributed to existing 
literature by exploring its applicability and validating its effectiveness to 
explain travel-related behaviour in a new context. We urge scholars to 
further leverage SOBC to explore other travel-related behaviours, such 
as eco-friendly travel, and food wastage during travel. 

Second, we focused on understanding new pathways and previously 
less studied variables to investigate the influence of individual motives 
and traits on travel intent during COVID-19. To the best of our under
standing, only one recent study included personality traits in the COVID- 
19 context (Talwar et al., 2022), and the interplay between personality 
traits and motives to examine consumers’ perceptions towards travel 
during COVID-19 has not been previously investigated. Moreover, 
scholars have long argued about moving beyond static personality traits 
in order to explore more dynamic perspectives, such as motives, to 
define personalities (Sheldon & Prentice, 2019; Koole, Schlinkert, Mal
dei, & Baumann, 2019). Our study thus expands existing literature and 
adds valuable insights into travelling during the pandemic by inte
grating the static personality traits theory with a more dynamic view
point of SDT (Cole et al., 2019). 

Third, the unsupported correlation of travel intentions and willing
ness to pay premium for safe travel is a rather surprising result that 
warrants further examination in our view. We attribute this result to the 
sample and our inclusion of the select motives and personality traits we 
focused on. It would be interesting to examine if testing this association 
in future yields similar results once restrictions are fully lifted since it 
could have implications for researching the role of pricing (and related 
factors, such as the perceived severity of COVID-19 and consumers’ 
psychological well-being) in travel-related decision-making. We believe 
that this finding also provides an opportunity for scholars to investigate 

impact of specific hygiene practices on travel intentions and willingness 
to pay premium prices for safe travel. 

Finally, most studies investigating consumers’ psychological pre
dispositions towards travelling during COVID-19 have examined 
culturally western nations like the Netherlands, Norway, and Australia 
(Isaac & Keijzer, 2021; Jacobsen, Farstad, Higham, Hopkins, & 
Landa-Mata, 2021; Butler, Szili, Cutler, Hay, & Saikia, 2021). Contrary 
to prior research, the findings of this study offer valuable knowledge 
about the relatively under-studied economy and culture of Japan, 
wherein individual behaviour may differ significantly from that of Ja
pan’s western counterparts. For example, the Japanese give much 
consideration to complying with social regulations and norms, as well as 
to saving face, which leads to them ensure that others are not embar
rassed or perceivably offended in any way (Tashiro & Shaw, 2020). 
Thus, understanding the travel behaviour of the Japanese adds signifi
cant value to current literature. 

7.2. Practical implications 

7.2.1. Implications for policy makers 
Our findings about the associations between personality and motives 

can assist government and incumbent policymakers to redesign old 
programs and launch new campaigns that can draw the attention of 
individuals with these personality traits and motivational sources. For 
example, raising awareness about job losses in the travel industry and 
the drastic effects on travel industry employees may catch the attention 
of individuals high on introjected motivation and extraversion since 
they may be inclined to actively pursue leisure travel and assist this 
industry’s recovery owing to their propensity for seeking social recog
nition and positive emotional reactions. The policy makers may create 
campaigns and commercials that showcase travellers as heroes of the 
tourism industry and economy. 

Additionally, the belief that travel is safe during COVID-19 favour
ably influences travel intentions, showing that if people believe that 
leisure travel is safe, they will be more likely to take flights and public 
transportation, stay in hotels, and eat at restaurants. In light of this 
conclusion, regulators might collaborate with lodging establishments 
and travel agencies to develop safety-related criteria and certifications 
that these businesses could display, perhaps fostering positive attitudes 
about how the safety of travel is improving. A star rating system for 
safety may be created by policymakers, wherein a 5-star rating denotes 
the presence of the finest safety practises and a 1-star rating denotes the 
presence of the bare minimum. 

7.2.2. Implications for hotel managers 
Findings showcase that extraverts have introjected motivation to 

travel during COVID-19. Extraverts look for social relationships and feel 
energised from interacting with others (Lyu et al., 2013; Tran et al., 
2015). Following this finding, we posit that hotel managers can design 
private dining areas that let patrons converse with one another (their 
travel group and others) while limiting their exposure to other diners. 
For example, open private cabins that are six feet away from the next 
cabin but allows the travellers to talk to each other. Furthermore, 
managers can fulfil the desire of extraverted individuals to mingle and 
converse with others by organising theme and activity related events, 
such as karaoke night. Due to their propensity for introjection, extra
verts may be motivated to travel for leisure if family members suggest it. 
In order to advertise and promote leisure travel in collectivistic com
munities like Japan, hotel management might also get in touch with 
formal or informal opinion leaders, such as local celebrities and social 
media influencers. These influencers and celebrities may help start a 
conversation between family members and friends to undertake leisure 
travel. 

Additionally, the hotel managers should concentrate on improving 
travellers’ (and potential travellers’) knowledge about the safety of their 
facilities to promote leisure travel during COVID-19. Hotels should make 
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sure, for instance, that information on hygiene standards, such as clean 
rooms and dining areas, is available on their website along with pho
tographs from the property to back these claims. Such actions might 
persuade those who may otherwise decide not to use the hotels’ ame
nities. Booking confirmations may also include information on any 
safety measures being taken, like the use of masks or hand sanitizers in 
dining areas. The hospitality sector might run programmes to educate 
and inform guests about travel safety. It might also post all the safety 
precautions it is taking on screens located around its facilities. It may 
also be beneficial for hotels to create campaigns that emphasize appre
ciation towards visitors who travel and thus contribute to the recovery of 
the hotel as a business. 

7.2.3. Implications for travel agencies 
Introjected motivation positively influences perception of safe travel 

during COVID-19, which then influences travel intentions and willing
ness to pay premiums for safe travel. Because introjected motivation 
arises from the desire to increase one’s self-worth, travel agencies may 
provide recognition certificates to leisure travellers that thank them for 
their contribution in helping the Japanese leisure travel industry and 
economy recover. Such certificates may increase introjected motivation 
by offering external validation from which one may gain a greater sense 
of self-worth. These certifications may be posted in social media that 
further enhances individual’s self-worth in the community. 

Furthermore, it is crucial to cultivate a sense of security when trav
elling in the era of COVID-19, according to our findings regarding per
ceptions towards travel during COVID-19 and travel intentions. A 
number of parameters, including vehicle transportation, hotel stay, 
dining, and ordering food, are considered as potential safety risks by 
leisure travellers and any weak links may make them apprehensive of 
travelling during COVID-19. Travel agencies may mitigate these con
cerns by creating a travel package plan that pick people up from their 
homes in completely secure and hygienic vehicles, transport them to the 
airport, obtain flight tickets with little contact from others, and guar
antee transportation to the hotel once at the destination. 

7.3. Limitations and future research 

When considering the results of this report, researchers should keep 
the following five limitations in mind and develop future research 
strategies to address these limitations. First, common method bias and 
social desirability biases can be present in surveys. We tested for com
mon method bias using Harman’s one-factor test. To minimize biases in 
social desirability, we have also ensured the privacy of respondents by 
keeping them anonymous. However, these strategies may not ensure the 
elimination of such biases. Scholars may conduct a field experiment or a 
mixed-method research that would ensure both internal and external 
validity. 

Second, we considered select personality and motivational forms in 
line with the study objective and this could have limited our findings. 
Third, this study is a cross-sectional study conducted at a singular point 
in time. A longitudinal study after the restrictions are lifted or concern 
about COVID-19 declines may reveal interesting findings. Fourth, the 
current study looked at safety procedures for all aspects of travel, 
including transportation, hotel stays, and dining. Individuals may have 
differing reactions to each travel-related activity, and may regard any of 
them as posing challenges that significantly influence their travel in
tentions. For instance, an individual may believe that transport has the 
highest associated risk of contracting COVID-19 or that dining has the 
least risk. The present study does not consider the varying reaction to 
each activity of leisure travel but considers all of them in single construct 
of perception of safe travel during COVID-19. Future researchers may 
investigate the impact of individual travel-related activities on travel 
inclinations. 

Last, defining the boundary conditions by including moderators, 
such as fear of COVID-19, social norms, and mortality salience, may 

provide interesting insights for the current theoretical model. Addi
tionally, future scholars may include the effects of other variables that 
may directly or indirectly affect tested associations – including social 
demographics – which we included as control variables. 
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Appendix A. Questionnaire 

Instruction to participants 

This survey is aimed to understand peoples’ opinion towards trav
elling, exclusively for academic purpose. Travelling means travels for 
leisure purposes only (no business travels). Travelling can be abroad or 
domestic; it can also be alone or group travels. 

Screening question one 

How many times were you travelling (abroad or domestic; alone or 
group) on average per one year before COVID19? 

(answers: 1 = 0 times, 2 = 1times, 3 = 2times, 4 = 3times, 5 =
4times, 6 = 5times, 7 = 6times, 8 = 7times, 9 = 8times, 10 = 9times, 11 
= 10 + times) – > pick 3(2 times per year on average) or more. 

Screening question two 

As for the travels you answered in the previous question, mostly do 
you travel alone, or with someone before COVID-19 pandemic? (1 =
Alone, 2 = with friend(s), 3 = with partner (girlfreind/boyfriend), 4 =
with family member (spouse only), 5 = with family members (spouse, 
children, and/or parents, etc.), 6 = with other people (colleagues or 
business partners, classmates, etc.) – > We need 50% solo travellers, and 
50% group travellers). 

Scale items anchored on a seven-point Likert scale (strongly disagree – ‘1’ 
to strongly agree – ‘7’). 

Extraversion  

1. I talk to a lot of different people at parties  
2. I feel comfortable around people  
3. I start conversations  
4. I make friends easily 

Neuroticism  

1. I get stressed out easily  
2. I worry about things  
3. I fear the worst  
4. I am filled with doubts 
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Introjected/External motivation  

1. My family would be mad if I didn’t travel for leisure anymore due to 
COVID-19 pandemic  

2. My friends would be mad if I didn’t travel for leisure anymore due to 
COVID-19 pandemic  

3. My family tell me to keep travelling for leisure despite COVID-19 
pandemic  

4. My friends tell me to keep travelling for leisure despite COVID-19 
pandemic 

Amotivation  

1. I’m not sure why I still travel for leisure during COVID-19 pandemic; 
I do not seem to be getting any benefits from it  

2. I used to have good reasons for travelling for leisure, but now I 
question if I should continue due to COVID-19 pandemic  

3. It is not clear to me anymore; I don’t really think travel for leisure is 
my thing due to COVID-19 pandemic 

Perception towards travel during COVID-19 pandemic  

1. It is safe to travel for leisure by airplane during the COVID-19 
pandemic  

2. It is safe to travel for leisure by public transport (e.g., bus, train) 
during the COVID-19 pandemic  

3. It is safe to stay in a chain hotel during the COVID-19 pandemic  
4. It is safe to use the hotel’s recreational facilities (e.g., gym, pool) 

during the COVID-19 pandemic  
5. It is safe to stay in an independent hotel during the COVID-19 

pandemic  
6. It is safe to order take out during the COVID-19 pandemic 

Willingness to pay for safe travel during COVID-19 pandemic  

1. I am willing to pay more for increased safety precautions when I fly 
to my travel destination for leisure during the COVID-19 pandemic  

2. I am willing to pay more for increased safety precautions when I stay 
in a hotel at my travel destination for leisure during the COVID-19 
pandemic.  

3. I am willing to pay more for increased safety precautions when 
ordering food via room service at my travel destination for leisure 
during the COVID-19 pandemic.  

4. I am willing to pay more for increased safety precautions when I dine 
out at my travel destination for leisure during the COVID-19 
pandemic.  

5. I am willing to pay more for increased safety precautions when 
commuting locally at my travel destination for leisure during the 
COVID-19 pandemic. 

Intention to travel (during pandemic)  

1. I hope to travel for leisure during the ongoing COVID-19 pandemic  
2. I intend to travel for leisure during the ongoing COVID-19 pandemic  
3. If everything goes as I think, I plan to travel for leisure during the 

ongoing COVID-19 pandemic  
4. I predict that I should travel for leisure to a tourist destination during 

the ongoing COVID-19 pandemic  
5. I am willing to visit a tourist destination during the ongoing COVID- 

19 pandemic 

Demographic profile 

Please mention your age? ____. 
Gender  

1. Male  
2. Female  
3. Other 

Marital Status  

1. Married  
2. Single  
3. Divorce 

Do you have children  

1. Yes  
2. No 
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