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Abstract: An understanding of domestic tourists’ motivation and its relationship between perceived
value and revisit intention is important for prediction of future travel demand. This study aims to
examine domestic tourists’ motivation on revisit intention mediated by perceived benefits and perceived
values. The quantitative data was collected through self-administered questionnaires from domestic
tourists who travelled in Mongolia in the summer of 2019. An effect of domestic tourists’ travel
motivation on revisit intentions; and the mediating effect of perceived benefit and perceived value were
analyzed through factor analysis, regression analysis to test the proposed research hypotheses. The
research result indicates that the mean ranking of the constructs of travel motivations for Mongolian
domestic tourists were escape from daily life, relaxation, sightseeing, affordability of services, seeking
variety, and culture were the top reasons to travel to the local destinations. The research findings
contribute to the notion of domestic tourists’ travel motivation, its relationship between perceived
benefit, perceived value of their trip on their willingness to return and recommendations to others.
Furthermore, the research result could be beneficial for destination planners and tourism practitioners
to enhance destination attributes and launch a variety of products, services, affordable pricing and
accessible environment. Overall, the result provides background for an appropriate and effective
marketing strategy to develop domestic tourism in Mongolia; and increase the competitiveness of the
destinations with higher length of stay and more tourist spending.
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