1. Introduction
Rural tourism has emerged over the past two decades as a strategic pathway for rural development, poverty alleviation and cultural preservation while offering tourists distinctive experiential products that differ from mass urban tourism. According to (Wei and Liu, 2023), rural tourism - broadly understood as travel to non-urban places where visitors seek nature, culture, local livelihoods and community-based experiences has become a central strategy for rural development, diversification of livelihoods and cultural preservation in many parts of the world. In parallel, the tourism sector has experienced rapid digitalisation: information and communication technologies (ICTs) such as search engines, social media, mobile apps, online booking platforms, digital payments and location-based services now shape tourists’ information search, decision-making, in-trip behaviour and post post-trip evaluation (Lee et al., 2021; Molina-Collado et al., 2022). The combined growth of rural tourism and tourism digitalisation raises urgent research and policy questions about how and why tourists choose rural experiences, how ICTs mediate those choices and experiences, and how rural hosts can harness digital tools to capture economic benefits while managing socio-cultural and environmental trade-offs (Lee et al., 2021; Torabi, Pourtaheri, et al., 2023).
Nepal has long been a tourism-dependent economy in certain regions (trekking, cultural tourism and wildlife), but in recent years attention has broadened toward rural, community and homestay initiatives that distribute benefits beyond established hubs. (Kaski District is the core case area where rural homestays, village circuits and community-based tourism are increasingly promoted as instruments of local development, cultural preservation and diversification of tourist products. Multiple field studies and recent local reviews show that homestay schemes and community tourism projects in Kaski have strengthened household incomes, encouraged heritage maintenance, and stimulated micro-entrepreneurship — while raising concerns about carrying capacity, socio-cultural change and equitable benefit sharing. Nepal is an illustrative and timely case. Long known for mountain trekking and cultural tourism, Nepal has actively promoted community-based and homestay tourism to broaden the geographic and socio-economic distribution of tourism benefits beyond traditional corridors (Annapurna, Everest and Chitwan) and to leverage the country’s rich rural landscapes and cultural diversity (Global College International and Kharel, 2024). At the same time, different access to ICT infrastructure, variable digital literacy, and complex governance arrangements shape how local actors-households, homestay operators, community organizations and micro-enterprises-adopt and use digital tools to market, sell and manage rural tourism experiences (Kharel, 2024; Tiwari, Devkota and Lawaju, 2025). Kaski District, home to Pokhara and the Annapurna gateway, presents a particularly useful empirical setting because it contains a mix of well-known tourism hubs and nearby less-visited rural communities actively developing homestays and community tourism initiatives. Studying tourist motivations and ICT usage in Kaski helps illuminate patterns relevant across Nepal and similar developing-countries’ rural tourism context.
The push-pull motivation framework is the academic foundation for comprehending why people travel: pull factors (destination attributes like natural scenery, cultural authenticity, safety, or affordability)  draw travellers to particular locations, while push factors (internal psychological drivers like escape, novelty, relaxation, and social motives) generate the desire to travel (Dann, 1977; Crompton, 1979; Pearce, 1982). Over time the push–pull dichotomy has been refined to account for complex interactions, situational moderators (age, trip length, market origin) and overlapping constructs; contemporary empirical work continues to use push–pull as a practical and theoretically grounded approach to measure tourist motivation (Joseph and Gillariose, 2025). Given the particular character of rural tourism - strong appeal to nature immersion, cultural authenticity, and escape from urban routines, the push–pull model remains germane for the Kaski context, but it demands local validation and integration with technology usage variables to capture contemporary behaviour. 
This study therefore integrates three strands: (1) measurement of push and pull motivation factors for rural tourism visitors; (2) measurement of ICT adoption and usage across pre-trip and in-trip phases; and (3) assessment of tourist satisfaction as an outcome informed by motivations and ICT usage. Methodologically, the study builds on validated survey instruments commonly used in motivation and ICT adoption research, and tests mediating and moderating relationships among these constructs in Kaski District (questionnaire instrument provided). The contribution is two fold: empirically, the study supplies context-sensitive evidence from a developing-country rural tourism setting; theoretically, it integrates motivation theory with ICT adoption frameworks to better explain contemporary rural tourist behaviour and satisfaction; and practically, it identifies leverage points for local stakeholders seeking to strengthen inclusive, sustainable rural tourism in Kaski and similar destinations.
The remainder of this document reviews the literature on rural tourism and tourist motivation, summarizes contemporary findings about ICT adoption in tourism (with emphasis on rural contexts), and identifies empirical gaps that motivate the present research in Kaski District.
1.1 Aims of the Research
The primary goal of this study is to examine the dynamics of rural tourism with a focus on motivational factors, ICT adoption, and tourist satisfaction in Kaski District, Nepal. Specifically, the research seeks to:
1. Identify and analyse push and pull motivational factors that drive tourists to engage in rural tourism in Kaski District.
2. Assess the role of ICT adoption in shaping tourist experiences, including trip planning, communication, and on-site engagement.
3. Evaluate tourist satisfaction levels with rural tourism services, facilities, and experiences in the study area.
4. Examine the influence of demographic and travel-related variables (e.g., gender, age, place of origin, occupation, marital status, vacation frequency, duration of stay) on motivation, ICT adoption, and satisfaction.
5. Provide recommendations for stakeholders (tourism planners, local communities, and policymakers) to enhance the appeal, competitiveness, and sustainability of rural tourism in Nepal.
1.2 Research Questions
The research questions associated with this study are mentioned below:
1. What are the main push factors (personal motivations) influencing tourists to engage in rural tourism experiences and their impact on the satisfaction level of rural tourists?
2. What are the key pull factors (destination characteristics) that attract tourists to rural tourism destinations and their impact on the satisfaction of rural tourist on tourism experiences?
3. How do tourists adopt ICT tools (e.g., smartphones, internet, debit/credit cards, cameras) in planning, experiencing, and remembering their rural tourism trips and its impact on the satisfaction of the tourists?
4. What is the level of satisfaction among tourists with rural tourism services (e.g., accommodation, food, activities, safety, interaction with locals) and the impact on satisfaction due to push factors, pull factors and the adoption of ICT?
5. How do demographic factors (age, gender, origin, occupation, education, etc.) influence motivations, ICT use, and satisfaction in rural tourism?
1.3 Significance of the Research
This study is significant for both theoretical and practical reasons.
Theoretical Contribution:
The research enriches the literature on rural tourism by addressing motivational factors and ICT adoption in the context of Nepal, a developing country with unique socio-cultural and environmental characteristics. While much of the existing literature emphasizes urban and mass tourism, this study highlights rural destinations, contributing to the broader understanding of sustainable and alternative tourism models. Furthermore, by integrating motivation theories with ICT adoption frameworks, the study provides a multidimensional perspective on tourist behavior.
Practical Contribution:
The findings provide valuable insights for rural tourism stakeholders in Kaski District and beyond. By identifying the most influential push and pull factors, tourism planners and service providers can design experiences that align with tourists’ intrinsic and extrinsic motivations. The analysis of ICT adoption underscores the importance of digital connectivity and financial technologies in enhancing tourist convenience and engagement. Evaluating satisfaction levels offers a foundation for improving service quality, thereby encouraging repeat visits and positive word-of-mouth promotion.
Socio-Economic Significance:
At a broader level, the study supports the development of rural tourism as a tool for community empowerment and economic diversification in Nepal. By promoting culturally rich, environmentally sustainable, and technologically facilitated tourism experiences, the research contributes to local livelihoods while preserving cultural heritage and natural landscapes.
In sum, this study not only advances academic understanding of rural tourism but also provides actionable insights to strengthen Nepal’s tourism sector, positioning Kaski District as a competitive rural tourism destination.
1.4 Research Objectives
The objectives of the study are listed below:
1. To examine the motivational push factors that influence tourists to choose rural tourism in Kaski District, Nepal and their impact on the satisfaction of rural tourists’ experiences.
2. To analyze the pull factors (destination attributes) that attract tourists to rural tourism sites and their impact on satisfaction or tourists.
3. To explore the extent of ICT adoption among tourists during their rural tourism experiences and its impact on satisfaction.
4. To assess the level of tourist satisfaction with rural tourism services and experiences.
5. To study the relationship between demographics, motivations, ICT adoption, and satisfaction in shaping tourists’ attitudes toward rural tourism.



2. Literature Review
2.1 Defining rural tourism and its development trajectories
Rural tourism is increasingly defined in literature as a subset of tourism in which visitors experience rural settings, lifestyles, culture, and natural environments, often seeking authenticity, escape from urban life, and slower-paced experiences (Nieves-Pavón, López-Mosquera and Sánchez González, 2025). The evolution has been from agritourism and village stays toward more integrated community-based and sustainable models that address environmental, economic, and socio-cultural dimensions (Giotis & Papadionysiou, 2022). Mapping studies of community-based rural tourism from 2005 to 2023 show a shift in emphasis: from economic impacts toward governance, local empowerment, resilience, environmental stewardship, and well-being of rural communities (Tiwari et al., 2024);Cordova-Buiza, Medina-Viruel & Perez-Galvez, 2025). 
Rural tourism is a heterogeneous field: definitions range from agritourism and farm-based visitor activities to community-based homestays, ecotourism and experience-based village tourism. Recent syntheses highlight three clusters of rural tourism research: (a) economic development and livelihood diversification, (b) socio-cultural impacts and governance of community tourism, and (c) environmental impacts and sustainable management (Molina-Collado et al., 2022; Liu, Chiang and Ko, 2023). The Covid-19 pandemic and subsequent recovery have brought rural tourism into sharper focus because domestic and nature-based tourism demand increased, and many communities looked to homestays and community-based tourism (CBT) as more resilient, lower-density alternatives to mass tourism (Humagain and Singleton, 2021; Pasanchay and Schott, 2021; Dai, Chen and Zheng, 2025). These trends make rural tourism both a development opportunity and a management challenge: balancing economic benefits, cultural integrity and environmental carrying capacity. 
2.2 Push - Pull motivation theory
For rural tourism specifically, empirical studies consistently identify nature and landscape, cultural authenticity, tranquillity, and opportunities for learning as dominant pull factors; push motives commonly include escape from routine, relaxation, family bonding and novelty seeking (Humagain and Singleton, 2021; Tang et al., 2022; Xu et al., 2025). The push-pull framework remains a dominant theoretical lens for understanding why tourists travel and pick certain destinations. Classic scholarship (Nieves-Pavón, López-Mosquera and Sánchez González, 2025)(Dann, 1977; Crompton, 1979; Pearce, 1982) established the push–pull distinction: push motives (e.g., escape, rest, socialization, ego enhancement) create an internal desire to travel; pull motives (e.g., natural scenery, cultural attractions, infrastructure) attract travellers to particular destinations. These constructs have been empirically operationalized across settings and remain central in contemporary motivation research(Joseph and Gillariose, 2025; Crompton, 1979). Recent empirical work continues to support the two-factor model while also demonstrating nuanced interactions — for example, pull factors often exert stronger direct influences on destination choice and satisfaction, whereas push motives shape the desire to travel and the type of experience sought (Tang et al., 2022; Ayoub and Mohamed, 2024). 
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Figure 2.1: Push and Pull Theory
2.3 Tourist satisfaction and the motivation–experience link
Satisfaction is a key outcome variable in tourism studies, linked to post-trip behaviours such as positive word-of-mouth (WOM), destination loyalty, and revisitation. Research shows that both push and pull motives can influence satisfaction, though often indirectly via destination image and the actual experience (Tang et al., 2022; Jameel et al., 2025). In rural homestay settings, satisfaction is multi-dimensional — encompassing service quality, cultural interactions, natural environment quality, food and accommodation, and perceived value — and it drives loyalty and economic benefits for hosts (Tiwari, Devkota and Lawaju, 2025). Therefore, combining motivation measures with satisfaction indicators allows the present study to map how initial motives translate into evaluative outcomes in Kaski’s rural experiences. 
2.4 ICT adoption in tourism: conceptual models and tourism-specific findings
ICT (Information and Communication Technology) in tourism encompasses a broad set of tools: internet access, mobile apps, social media, online booking platforms, digital content (user reviews, blogs), maps, digital payment, etc. It is used across the travel cycle: information search, pre-trip planning, in-trip navigation and experience, post-trip evaluation. Recent literature also emphasizes “smart tourism technologies” (STTs) including interactivity, accessibility, informativeness, and user competence. ICTs transform the tourism value chain by: (a) expanding information access (user-generated content, official information), (b) enabling distribution (OTAs, direct booking), (c) supporting in-trip services (maps, navigation, digital guides), and (d) enabling post-trip evaluation and marketing (reviews, social media) (Lee et al., 2021; Molina-Collado et al., 2022). Empirical tourism studies using UTAUT variants find that perceived usefulness (performance expectancy), ease of use (effort expectancy) and facilitating conditions (infrastructure, training) are consistently strong predictors of intention to use tourism ICTs, while social influence and the habit play context-dependent roles (Chang et al., 2022; Ali et al., 2024). In rural contexts, facilitating conditions often act as binding constraints: inadequate internet coverage, power outages, and limited digital payments infrastructure reduce the likelihood that small homestays or community enterprises will meaningfully use digital channels (Global College International and Kharel, 2024; Ledesma-Chaves et al., 2024). 

Technology shapes each stage of the travel cycle. In the pre-trip phase, tourists rely heavily on search engines, travel platforms, and social media content to identify rural experiences and to assess authenticity and safety (Molina-Collado et al., 2022). During in-trip phases, mobile phones, navigation apps, and messaging tools fulfil communication and safety needs, and enhance experience through on-site information (Augmented Reality, AR), location-based suggestions and in-trip bookings (Torabi, Rezvani, et al., 2023; Yap et al., 2025). In the post-trip phase, reviews and user-generated content contribute to destination image formation for other potential visitors (Lee et al., 2021; Bilynets, Trkman and Knežević Cvelbar, 2024). Studies show that tourists’ ICT use enhances perceived convenience and information access, often increasing satisfaction when the technology works seamlessly; conversely, poor connectivity or complicated digital processes reduce satisfaction and can harm WOM. 
Studies from China, Southeast Asia and parts of South Asia indicate that ICT adoption in rural tourism grows rapidly when government policy supports digital inclusion, and when private actors (platforms, intermediaries, NGOs) invest in training and infrastructure (Zhu, Ma and Leng, 2022; Bilynets, Trkman and Knežević Cvelbar, 2024). Comparative research suggests that push–pull motivations in developing countries often include livelihood-oriented pull (affordability, local experiences) and pandemic-era health and safety concerns as new pull dimensions (Humagain and Singleton, 2021; Robina-Ramírez, Ravina-Ripoll and Castellano-Álvarez, 2023). These regional patterns are important comparators for Nepal’s Kaski District, where both domestic and international visitors coexist and where policy support (e.g., Digital Nepal Framework) signals a government intent to raise digital capacities, though rollout remains uneven (Global College International and Kharel, 2024). 
2.5 Homestays, community Tourism and Sustainability in Nepal
The potential of homestays and CBT to disperse the advantages of tourism, conserve culture, and give rural households more stable sources of income is highlighted in Nepalese literature (post-2015 literature; new empirical Nepalese homestay studies). However, studies also caution about risks: commodification of culture, unequal benefit sharing, poor sanitation and service quality, and environmental stresses close to sensitive ecosystems (Annapurna area studies; Nepal homestay reviews). Empirical research from Nepal’s homestay communities shows tourists rate cultural authenticity and natural experiences highly, but they also expect basic standards of cleanliness, safety and communications- areas where ICTs (information provision, booking clarity, emergency contacts) can make a difference (Tiwari, 2025; Tiwari, Devkota and Lawaju, 2025). Research in Kaski therefore needs to measure both motivation and ICT expectations to identify where investments in digital capacity would most improve satisfaction and equitable benefits.
2.6 Gaps and directions: what a Kaski study can add
The literature review highlights several gaps that the proposed study addresses: 
1. Integrated measurement: While separate literatures examine tourist motivation and tourism ICT adoption, fewer studies integrate both constructs with satisfaction outcomes in the same empirical setting, especially in developing-country rural contexts (Molina-Collado et al., 2022; Ali et al., 2024). Destination attribute (pull) versus traveller attribute (push) relative strength specifically in rural Nepal-what draws tourists to rural Nepal, and how ICTs influence or mediate those pull factors. Demographic and socio-economic moderators (age, gender, education, income) in the interplay between motivation, ICT adoption and tourist satisfaction are under-explored in Nepal. 
2. Phase-specific ICT use: Many studies aggregate ICT adoption. Distinguishing pre-trip, in-trip and post-trip ICT use (as the questionnaire does) can reveal differential effects on decision-making and satisfaction (Torabi, Pourtaheri, et al., 2023; Yap et al., 2025). Measurement of ICT use at different stages (pre-trip, in-trip, post-trip) is less common; many studies aggregate ICT adoption, not distinguishing how usage in different phases might influence satisfaction or motivation.
3. Contextual evidence for Nepal: Nepalese studies are growing but often focus on policy frameworks or single community case studies. Kaski, with both well-developed hubs and peripheral rural communities, is a valuable site to study cross-cutting patterns and heterogeneity among tourists and hosts (Global College International and Kharel, 2024). Localized empirical studies in Nepal on the combination of tourist motivation (especially push vs pull), ICT adoption/use, and satisfaction in rural contexts are still few. Many Nepal studies focus on tourism broadly or digital policy frameworks rather than linking all three in specific rural districts like Kaski.
4. Equity and capacity: How ICT adoption affects which households benefit, gendered access to digital tools, and community governance remain under-examined in many studies; Kaski’s diversity allows examination of these distributional outcomes (CBT literature cautions). Role of new or emerging technologies (digital twins, AI, etc.) in rural Nepal tourism motivation & experience has hardly been studied. 
2.7 Conceptual framework and hypotheses
Drawing on push–pull motivation theory (Dann, 1977; Crompton, 1979), UTAUT-style ICT adoption models (Chang et al., 2022; Ali et al., 2024), and empirical findings on ICT-mediated tourist satisfaction (Lee et al., 2021; Torabi, Pourtaheri, et al., 2023), the study tests relationships in which (a) push and pull motivations predict destination choice and satisfaction, (b) ICT adoption/use (pre-trip and in-trip) moderates or mediates the link between motivations and satisfaction, and (c) demographic and trip-related variables (origin, age, trip duration) further moderate these effects. This integrated approach aims to produce actionable insights for community tourism managers, local governments and development agencies operating in Kaski and comparable rural destinations. 
Based on this review, the following conceptual relationships / hypotheses are suggested (which likely align with your questionnaire):
· H1: Push motivations positively influence tourists’ intention to visit rural areas in Kaski.
· H2: Pull motivations positively influence tourists’ intention to visit rural areas in Kaski.
· H3: ICT adoption (pre-trip & in-trip) mediates/moderates the relationship between motivation (push & pull) and tourist satisfaction.
· H4: Demographic variables (age, gender, education, income) moderate the effect of motivation and ICT adoption on satisfaction.
· H5: Pull motivations have stronger influence on satisfaction than push in rural tourism context of Kaski.
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Figure 2.2: Conceptual Framework



3. Research Design and Methodology
The methodology or approach used by this study to accomplish the objective of this research, which empirically tests the proposed rural tourism satisfaction model. This proposed rural tourism satisfaction model was empirically tested using a survey of rural tourists who visited Kaski district of Nepal and it is this survey that is described in this chapter in terms of its population and sampling, and in terms of its data collection and analysis methods.
3.1 Research Population
Tourists who visited and stayed at different homestays, hotels, and, lodges of Kaski district are the research population for this survey. One of the most visited tourist destination in the western region and Gandaki Province of Nepal is the Kaski district. There is much to discover, and each season has its own special attractions, such touring villages, cultures and customs, mountains, valleys, lakes, rivers, forests, flora and fauna, and more. This district has high popularity for trekking and other adventure tourism.
3.2 Sampling
Using a random sampling method, 386 samples were selected for the opinion survey of 500 questionnaires distributed to all respondents in order to collect data from foreign visitors to Nepal’s Kaski district, even though statistically the sample size (n) is 385 using the equation of 3% overall.
The size of survey is determined using Cohen's formula:
Sample size (S) = Z2:           = (1.96)2     = 384.16
3.3 Data collection Procedure
The data for the survey conducted by this study was collected using a five variables structured Questionnaire with ten statements in each section distributed to the selected population. The demographics of rural tourists, their push and pull motivations, their ICT adoption rates, and their levels of satisfaction make up the five distinct sections or variables. Apart from the demographic variables, a five-point Likert scale will be used to record the level of agreement with each statement in the other four variables or sections. The goes from strongly disagree to disagree to neutral to agree to strongly agree.

3.4 Data Analysis Method
The perceptions of the rural tourists that were surveyed by this study were analyzed using Statistical Package for Social Sciences (SPSS). Data validity and reliability test was done using Cronbach alpha for all the Likert Scale variables of this study.  Some descriptive and inferential tests were then performed on this data. The same descriptive statistics were also analyzed for the demographics of the surveyed tourists mainly in terms of frequencies and mean analysis. Inferential analysis was performed in the form of Pearson’s correlation tests between Likert-scale variables, and linear regression equations were calculated for the variables with positive Pearson’s correlation tests. The impact of the demographics of tourists on their satisfaction was tested using ANOVA. The confidence level of 95% is applicable to all the tests conducted by this study with a significance p-value between 0.00 and 0.05. 
4.   Result and Discussion
The findings of the data analysis on the variables influencing rural tourists’ perceived satisfaction in achieving the study’s objective are presented in this section. Based on the statistical techniques discussed in the third section namely inferential statistics, descriptive statistics, and reliability and validity tests, three primary results/findings are presented below along with the discussion and implications.

4.1 Reliability and Validity
The reliability of the questionnaire used to collect the survey data for this study is attested by table 4.1, which shows Cronbach’s alpha (α) is greater than 0.70 for two variables: Traveller’s push factors and  Satisfaction of the Tourist, with the exception of the variables on the Pulling attributes of the destination and adoption of ICT by rural tourists. For the two variables, the Cronbach alpha coefficient variables are 0.649 and 0.633, respectively. According to Darren and Mallery (2003) referenced by Belaja et al. (2012), Cronbach alpha coefficients between 0.6 and 0.7 are acceptable despite they are questionable. Therefore, the coefficient value is acceptable. For each of the four variables, all ten items were used.
Table 4.1: Reliability results for the survey’s variables
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4.2 Descriptive Statistics
The frequency statistics for the demographics of the survey participants, their push and pull motivators, their opinion on the value of ICT during their rural tourism experience are shown in this section. This section also includes frequency statistics on the perceived subjective level of these respondents’ satisfaction.

4.2.1 Demographics
The demographic profiles of the respondents of this study can be found in Table 4.2. Those demographic profiles are presented in the Figure 4.1 to Figure 4.10. The demographic profile shows a fairly balanced gender distribution with more males (56%) than females (44%). The majority of respondents are between 25–30 years (27.5%), followed by those below 24 (21.5%) and 31–40 years (20.5%), while older age groups make up smaller shares. Most participants come from Europe (62.2%), with smaller proportions from SAARC countries (15.3%) and North America (8.8%). In terms of education, a large share are graduates (32.3%) or postgraduates (29.2%), with fewer holding diplomas (26.6%) or pre-university qualifications (12%). Over half occupy middle management positions (50.8%), while 25.4% hold no managerial role. Occupation-wise, the majority are employed (57%), while students and others each account for 18.7%. More than half are single (51.8%), with 32.9% married. In terms of lifestyle, most travel more than once a year (68.4%) and intend longer stays, with 54.4% planning over 8 days. However, many had only spent 2 days or less at the destination so far (40.9%), suggesting either short visits or that data was collected early in their stay.

Table 4.2 Demographic profiles
	A
	Demographics
	Categories
	Percentage

	A1
	Gender
	Male 
	56

	
	
	Female
	44

	

	A2
	Age Group
	Below 24
	21.5

	
	
	25 – 30
	27.5

	
	
	31 – 40
	20.5

	
	
	41 – 50
	14.8

	
	
	Over 50
	15.8

	

	A3
	Place of Origin
	SAARC Countries
	15.3

	
	
	Europe
	62.2

	
	
	North America
	8.8

	
	
	China
	1.3

	
	
	Other Asian Countries
	2.8

	
	
	Other
	9.6

	

	A4
	Highest Academic Qualification
	Pre-University
	12

	
	
	Diploma/Certificate
	26.6

	
	
	Graduates
	32.3

	
	
	Post Graduate
	29.2

	

	A5
	Management Position
	None
	25.4

	
	
	Low
	13.1

	
	
	Middle
	50.8

	
	
	Top
	10.7

	

	A6
	Occupation
	Student
	18.7

	
	
	Employed
	57

	
	
	Pensioner
	5.7

	
	
	Other
	18.7

	

	A7
	Marital Status
	Single
	51.8

	
	
	Married
	32.9

	
	
	Divorced
	2.8

	
	
	Other
	12.4

	

	A8
	Frequency of Vacations
	Once a year
	31.6

	
	
	More than once a year
	68.4

	

	A9
	Intended Duration of the Stay
	2 days or less
	11.7

	
	
	3 - 5 days
	23.1

	
	
	6 - 8 days
	10.9

	
	
	More than 8 days
	54.4

	

	A10
	Days already spent at the destination
	2 days or less
	40.9

	
	
	3 – 5 days
	24.4

	
	
	6 – 8 days
	11.1

	
	
	More than 8 days
	23.6



[image: ][image: ]Presentation of Demographic Profiles in Chart






[image: ][image: ]Figure 4.1: Gender					Figure 4.2: Age Group	

[image: ][image: ]Figure 4.3: Place of Origin				Figure 4.4: Academic Qualification	
Figure 4.5: Management Position			Figure 4.6: Occupation
[image: ][image: ]Figure 4.7: Marital Status				Figure 4.8: Frequency of Vacation
[image: ]



	


[image: ]Figure 4.9: Intended Duration of the Stay







	Figure 4. 10: Days already spent on the destination
PUSH FACTORS
The results of the push motivation factors indicate that most respondents are strongly motivated by the desire to discover new cultures (B4, mean = 4.43), create new happy memories (B7, mean = 4.30), and seek relaxation (B3, mean = 4.15). Learning about nature (B5, mean = 4.16) and escaping daily routines (B1, mean = 4.05) also scored high. In contrast, spending quality time with family (B6, mean = 3.30) was rated the lowest, suggesting that rural tourism is seen more as an individual or experiential pursuit rather than a family-oriented activity. Other factors such as doing something different from urban tourism (B10, mean = 3.85), emptying one’s system (B8, mean = 3.70), and repeating past happy experiences (B9, mean = 3.65) scored moderately. Overall, the findings highlight that self-enrichment, cultural discovery, and emotional fulfillment are the strongest motivational drivers for rural tourism, while family bonding plays a comparatively smaller role.
Table 4.3 Push Factors
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PULL FACTORS
The pull factors results show that respondents are most strongly attracted to beautiful landscapes (C6, mean = 4.58), followed by new cultural experiences (C9, mean = 4.28) and exciting adventures (C2, mean = 4.19). A clean, pollution-free environment (C5, mean = 4.15) and peaceful, hassle-free surroundings (C4, mean = 4.03) also scored high, underlining the importance of natural beauty, cultural exposure, and relaxation in rural tourism. Memorable souvenirs (C1, mean = 3.95) and affordability (C8, mean = 3.72) were moderately important, while safety (C3, mean = 3.39) and animal attractions (C10, mean = 3.50) received comparatively lower ratings. The least influential factor was a social agenda like adoption of children (C7, mean = 2.74), which indicates that tourists are generally motivated more by personal enrichment and natural experiences than by social or humanitarian causes.
Overall, the findings highlight that the strongest pull motivations in rural tourism are natural beauty, cultural immersion, and adventure, while cost and safety play secondary roles, and social agendas are the least attractive.
Table 4.3 Push Factors
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Figure 4.12: Pull Factors
ICT Adoption
The results of ICT adoption show that tourists consider some technologies far more useful than others during rural tourism. Internet use (D7, mean = 4.22) emerged as the most important, followed closely by credit/debit cards for expenses (D6, mean = 3.90) and cell phones for communication (D2, mean = 3.89). ICT tools for planning trips (D10, mean = 3.79) and video cameras for keeping memories (D1, mean = 3.37) were moderately valued. On the other hand, devices like iPads (D3, mean = 2.32), laptops (D4, mean = 2.35), radios (D5, mean = 2.20), and television (D8, mean = 2.11) were rated much lower, suggesting they are not considered essential. Emergency-only ICT use (D9, mean = 3.13) also scored modestly.
In short, tourists in rural settings prioritize connectivity (internet, phones), financial convenience (cards), and trip preparation tools, while traditional media and bulky devices are seen as less relevant
Table 4.4: ICT Adoption
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Figure 4.13: ICT Adoption
TOURIST SATISFACTION
The results of tourist satisfaction indicate that visitors were most satisfied with discovering new places and cultures (E2, mean = 4.38) and interactions with local people (E9, mean = 4.35), highlighting the cultural and social appeal of rural tourism. High satisfaction was also seen in food (E3, mean = 4.03), weather (E4, mean = 4.03), hotel services (E1, mean = 3.93), affordability (E7, mean = 3.92), and safety (E10, mean = 3.99). However, satisfaction was moderate regarding leisure activities (E5, mean = 3.54), nature exploration opportunities (E6, mean = 3.61), and especially the low level of noise and pollution (E8, mean = 3.38), which scored the lowest.
Overall, the findings show that tourists are highly satisfied with cultural discovery, social interaction, and basic services, but see room for improvement in recreational activities, environmental quality, and nature-based offerings.
Table 4.5: Tourist Satisfaction
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[image: ]Figure 4.14: Tourist Satisfaction
4.3 Inferential Statistics
The results of the inferential statistics tests performed by this study are presented in this section along with the results of the Pearson’s correlation test and followed by the results of the ANOVA test and regression test.

Pearson Correlation Test
Table 4.6: Correlation
	Correlations

	
	Push Factors Mean Score
	Pull Factors Mean Score
	ICT Adoption Mean Score
	Tourist Satisfaction Mean Score

	Push Factors 
Mean Score
	Pearson Correlation
	1
	.537**
	.046
	.448**

	
	Sig. (2-tailed)
	
	<.001
	.365
	<.001

	
	Sum of Squares and Cross-products
	70.153
	35.649
	3.862
	32.150

	
	Covariance
	.182
	.093
	.010
	.084

	
	N
	386
	386
	385
	385

	Pull Factors 
Mean Score
	Pearson Correlation
	.537**
	1
	.202**
	.443**

	
	Sig. (2-tailed)
	<.001
	
	<.001
	<.001

	
	Sum of Squares and Cross-products
	35.649
	62.810
	15.968
	30.055

	
	Covariance
	.093
	.163
	.042
	.078

	
	N
	386
	386
	385
	385

	ICT Adoption 
Mean Score
	Pearson Correlation
	.046
	.202**
	1
	.034

	
	Sig. (2-tailed)
	.365
	<.001
	
	.502

	
	Sum of Squares and Cross-products
	3.862
	15.968
	99.234
	2.933

	
	Covariance
	.010
	.042
	.258
	.008

	
	N
	385
	385
	385
	385

	Tourist Satisfaction 
Mean Score
	Pearson Correlation
	.448**
	.443**
	.034
	1

	
	Sig. (2-tailed)
	<.001
	<.001
	.502
	

	
	Sum of Squares and Cross-products
	32.150
	30.055
	2.933
	73.476

	
	Covariance
	.084
	.078
	.008
	.191

	
	N
	385
	385
	385
	385

	**. Correlation is significant at the 0.01 level (2-tailed).



The results of Pearson’s correlation tests performed by this study which appear in above mentioned Table no 4.17 and can be summarized as follows in terms of their confirmation or disconfirmation of the hypotheses of this study.
H1: There is direct relationship between the motivating factors pushing a rural tourist towards rural tourism, and his or her satisfaction with his or her rural tourism experience.
H2: There is direct relationship between the tourism destination motivation factors that are pulling a rural tourist into a rural tourism, and his or her satisfaction with his or her rural tourism experiences.
H3: There is no direct relationship between the perceptions of a rural tourist on the usefulness of ICT during his or her rural tourism experiences, and his or her satisfaction with his or her rural tourism experiences.
H4: There is a direct relationship between the tourism destination motivation factors that are pushing a rural tourist into rural tourism and the tourism destination motivation factors that are pulling a rural tourist into a rural tourism.

ANOVA Test Results
The findings of ANOVA tests performed in this study are displayed in following tables. Regarding the confirmation or disconfirmation of the study’s ideas, theories or hypothesis, the ANOVA test results might be summed up as follows. The ANOVA tests looked at whether push factors, pull factors, ICT adoption, and tourist satisfaction are significantly influenced by demographic and travel related parameters.
1. Gender – Shows significant differences across all four dimensions (push, pull, ICT adoption, and satisfaction), confirming that gender influences tourist motivations, technology use, and satisfaction levels.
2. Age Group – Significant effects were observed for push factors and tourist satisfaction, but not for pull factors or ICT adoption. This partially confirms the hypothesis that age influences motivation and satisfaction but not equally across all areas.
3. Place/Country of Origin – Highly significant effects were found for all four dimensions, confirming that tourists’ origin strongly influences their motivation, technology use, and satisfaction.
4. Highest Academic Qualification – No significant effects were found for any factor, disconfirming the hypothesis that education level influences motivations, ICT adoption, or satisfaction.
5. Management Position – No significant effects were detected across all dimensions, indicating that management level has no role in shaping motivation, ICT adoption, or satisfaction.
6. Occupation – Significant effects were found for push factors and satisfaction, but not for pull factors or ICT adoption. This partially confirms the hypothesis, suggesting occupation matters for certain dimensions only.
7. Marital Status – Significant effects were found for push factors and ICT adoption, but not for pull factors or satisfaction. Thus, marital status has selective influence.
8. Frequency of Vacation – Significant effects were observed only for ICT adoption and satisfaction, not for push or pull factors. This indicates that vacation frequency influences technology reliance and satisfaction more than motivations.
9. Intended Duration of Stay – Significant effects were found only for ICT adoption, showing that length of stay affects technology usage but not motivation or satisfaction.
Overall, the results confirm that at least one aspect of tourist behavior and satisfaction is influenced by gender, age, place of origin, occupation, marital status, vacation frequency, and duration of stay, while education and management position do not. Place of origin stands as the strongest differentiating factor by significantly affecting all dimensions.
Table 4.7: Gender of the Respondent
	ANOVA

	
	Sum of Squares
	df
	Mean Square
	F
	Sig.

	Push Factors Mean
	Between Groups
	2.870
	1
	2.870
	16.380
	<.001

	
	Within Groups
	67.283
	384
	.175
	
	

	
	Total
	70.153
	385
	
	
	

	Pull Factors Mean Score
	Between Groups
	.936
	1
	.936
	5.810
	.016

	
	Within Groups
	61.873
	384
	.161
	
	

	
	Total
	62.810
	385
	
	
	

	ICT Adoption Mean Score
	Between Groups
	2.330
	1
	2.330
	9.209
	.003

	
	Within Groups
	96.904
	383
	.253
	
	

	
	Total
	99.234
	384
	
	
	

	Tourist Satisfaction Mean Score
	Between Groups
	1.815
	1
	1.815
	9.700
	.002

	
	Within Groups
	71.661
	383
	.187
	
	

	
	Total
	73.476
	384
	
	
	



Table 4.8: Age Group of the Respondent
	ANOVA

	
	Sum of Squares
	df
	Mean Square
	F
	Sig.

	Push Factors Mean Score
	Between Groups
	2.159
	4
	.540
	3.025
	.018

	
	Within Groups
	67.994
	381
	.178
	
	

	
	Total
	70.153
	385
	
	
	

	Pull Factors Mean Score
	Between Groups
	.712
	4
	.178
	1.092
	.360

	
	Within Groups
	62.097
	381
	.163
	
	

	
	Total
	62.810
	385
	
	
	

	ICT Adoption Mean Score
	Between Groups
	1.787
	4
	.447
	1.742
	.140

	
	Within Groups
	97.447
	380
	.256
	
	

	
	Total
	99.234
	384
	
	
	

	Tourist Satisfaction Mean Score
	Between Groups
	1.926
	4
	.481
	2.557
	.038

	
	Within Groups
	71.551
	380
	.188
	
	

	
	Total
	73.476
	384
	
	
	



Table 4.9: Place/Country of Origin
	ANOVA

	
	Sum of Squares
	df
	Mean Square
	F
	Sig.

	Push Factors Mean Score
	Between Groups
	4.892
	5
	.978
	5.697
	<.001

	
	Within Groups
	65.261
	380
	.172
	
	

	
	Total
	70.153
	385
	
	
	

	Pull Factors Mean Score
	Between Groups
	4.009
	5
	.802
	5.181
	<.001

	
	Within Groups
	58.801
	380
	.155
	
	

	
	Total
	62.810
	385
	
	
	

	ICT Adoption Mean Score
	Between Groups
	12.911
	5
	2.582
	11.337
	<.001

	
	Within Groups
	86.323
	379
	.228
	
	

	
	Total
	99.234
	384
	
	
	

	Tourist Satisfaction Mean Score
	Between Groups
	5.108
	5
	1.022
	5.663
	<.001

	
	Within Groups
	68.369
	379
	.180
	
	

	
	Total
	73.476
	384
	
	
	



Table 4.10: Highest Academic Qualification
	ANOVA

	
	Sum of Squares
	df
	Mean Square
	F
	Sig.

	Push Factors Mean Score
	Between Groups
	.435
	3
	.145
	.790
	.500

	
	Within Groups
	69.711
	380
	.183
	
	

	
	Total
	70.146
	383
	
	
	

	Pull Factors Mean Score
	Between Groups
	.902
	3
	.301
	1.848
	.138

	
	Within Groups
	61.818
	380
	.163
	
	

	
	Total
	62.720
	383
	
	
	

	ICT Adoption Mean Score
	Between Groups
	1.524
	3
	.508
	1.972
	.118

	
	Within Groups
	97.640
	379
	.258
	
	

	
	Total
	99.165
	382
	
	
	

	Tourist Satisfaction Mean Score
	Between Groups
	1.048
	3
	.349
	1.829
	.141

	
	Within Groups
	72.401
	379
	.191
	
	

	
	Total
	73.449
	382
	
	
	






Table 4.11: Management Position
	ANOVA

	
	Sum of Squares
	df
	Mean Square
	F
	Sig.

	Push Factors Mean Score
	Between Groups
	.265
	3
	.088
	.488
	.691

	
	Within Groups
	68.441
	378
	.181
	
	

	
	Total
	68.706
	381
	
	
	

	Pull Factors Mean Score
	Between Groups
	.847
	3
	.282
	1.740
	.158

	
	Within Groups
	61.365
	378
	.162
	
	

	
	Total
	62.212
	381
	
	
	

	ICT Adoption Mean Score
	Between Groups
	1.267
	3
	.422
	1.677
	.171

	
	Within Groups
	94.904
	377
	.252
	
	

	
	Total
	96.170
	380
	
	
	

	Tourist Satisfaction Mean Score
	Between Groups
	.766
	3
	.255
	1.328
	.265

	
	Within Groups
	72.435
	377
	.192
	
	

	
	Total
	73.200
	380
	
	
	



Table 4.12: Occupation
	ANOVA

	
	Sum of Squares
	df
	Mean Square
	F
	Sig.

	Push Factors Mean Score
	Between Groups
	4.380
	3
	1.460
	8.479
	<.001

	
	Within Groups
	65.773
	382
	.172
	
	

	
	Total
	70.153
	385
	
	
	

	Pull Factors Mean Score
	Between Groups
	1.171
	3
	.390
	2.419
	.066

	
	Within Groups
	61.639
	382
	.161
	
	

	
	Total
	62.810
	385
	
	
	

	ICT Adoption Mean Score
	Between Groups
	1.883
	3
	.628
	2.457
	.063

	
	Within Groups
	97.350
	381
	.256
	
	

	
	Total
	99.234
	384
	
	
	

	Tourist Satisfaction Mean Score
	Between Groups
	2.900
	3
	.967
	5.218
	.002

	
	Within Groups
	70.576
	381
	.185
	
	

	
	Total
	73.476
	384
	
	
	






Table 4.13: Marital Status
	ANOVA

	
	Sum of Squares
	df
	Mean Square
	F
	Sig.

	Push Factors Mean Score
	Between Groups
	1.734
	3
	.578
	3.227
	.023

	
	Within Groups
	68.419
	382
	.179
	
	

	
	Total
	70.153
	385
	
	
	

	Pull Factors Mean Score
	Between Groups
	.858
	3
	.286
	1.764
	.154

	
	Within Groups
	61.952
	382
	.162
	
	

	
	Total
	62.810
	385
	
	
	

	ICT Adoption Mean Score
	Between Groups
	4.695
	3
	1.565
	6.306
	<.001

	
	Within Groups
	94.539
	381
	.248
	
	

	
	Total
	99.234
	384
	
	
	

	Tourist Satisfaction Mean Score
	Between Groups
	1.238
	3
	.413
	2.177
	.090

	
	Within Groups
	72.238
	381
	.190
	
	

	
	Total
	73.476
	384
	
	
	



Table 4.14: Frequency of Vacation
	ANOVA

	
	Sum of Squares
	df
	Mean Square
	F
	Sig.

	Push Factors Mean Score
	Between Groups
	.018
	1
	.018
	.100
	.752

	
	Within Groups
	70.135
	384
	.183
	
	

	
	Total
	70.153
	385
	
	
	

	Pull Factors Mean Score
	Between Groups
	.029
	1
	.029
	.175
	.676

	
	Within Groups
	62.781
	384
	.163
	
	

	
	Total
	62.810
	385
	
	
	

	ICT Adoption Mean Score
	Between Groups
	1.593
	1
	1.593
	6.248
	.013

	
	Within Groups
	97.641
	383
	.255
	
	

	
	Total
	99.234
	384
	
	
	

	Tourist Satisfaction Mean Score
	Between Groups
	1.539
	1
	1.539
	8.191
	.004

	
	Within Groups
	71.938
	383
	.188
	
	

	
	Total
	73.476
	384
	
	
	






Table 4.15: Intended duration of the stay
	ANOVA

	
	Sum of Squares
	df
	Mean Square
	F
	Sig.

	Push Factors Mean Score
	Between Groups
	.944
	3
	.315
	1.737
	.159

	
	Within Groups
	69.209
	382
	.181
	
	

	
	Total
	70.153
	385
	
	
	

	Pull Factors Mean Score
	Between Groups
	.143
	3
	.048
	.291
	.832

	
	Within Groups
	62.666
	382
	.164
	
	

	
	Total
	62.810
	385
	
	
	

	ICT Adoption Mean Score
	Between Groups
	3.080
	3
	1.027
	4.068
	.007

	
	Within Groups
	96.154
	381
	.252
	
	

	
	Total
	99.234
	384
	
	
	

	Tourist Satisfaction Mean Score
	Between Groups
	1.080
	3
	.360
	1.894
	.130

	
	Within Groups
	72.396
	381
	.190
	
	

	
	Total
	73.476
	384
	
	
	



Regression Analysis
The results of the linear regression test conducted for this study are shown in the tables 4.16 and 4.17 and the following equation relates rural tourists’ push and pull motivation to tourism satisfaction.

Table 4.16: Regression Analysis Test Result (Push Factors and Tourist Satisfaction)
	Coefficientsa

	Model
	Unstandardized Coefficients
	Standardized Coefficients
	t
	Sig.

	
	B
	Std. Error
	Beta
	
	

	1
	(Constant)
	2.100
	.186
	
	11.259
	<.001

	
	Push Factors Mean Score
	.458
	.047
	.448
	9.803
	<.001

	a. Dependent Variable: Tourist Satisfaction Mean Score



		Tourism Satisfaction = 2.100 + (0.458* Push Motivation)
The result from above regression analysis portrays that push motivational factors have a significant positive effect on tourist satisfaction. The unstandardized coefficient (B = 0.458, p < .001) indicates that the tourist satisfaction score rises by 0.458 units for every unit increase in the push factors mean score, holding other factors constant. The standardized coefficient (Beta = 0.448) suggests a moderately strong relationship, meaning push factors explain a meaningful proportion of variation in satisfaction. The high t-value (9.803) and the extremely low significance level (p < .001) confirm the robustness of this relationship.
In summary, the result supports the theory that tourists/travellers who are more strongly driven by push factors (e.g., relaxation, cultural enrichment, escape from routine) tend to report higher satisfaction with their rural tourism experiences.
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Table 4.17: Regression Analysis Test Result (Pull Factors and Tourist Satisfaction)
	Coefficientsa

	Model
	Unstandardized Coefficients
	Standardized Coefficients
	t
	Sig.

	
	B
	Std. Error
	Beta
	
	

	1
	(Constant)
	2.073
	.192
	
	10.799
	<.001

	
	Pull Factors Mean Score
	.479
	.050
	.443
	9.661
	<.001

	a. Dependent Variable: Tourist Satisfaction Mean Score



		Tourism Satisfaction = 2.073 + (0.479* Pull Motivation)
The regression analysis indicates that pull variables have a significant positive influence on tourist satisfaction. According to the unstandardized coefficient (B = 0.479, p < .001), the tourist satisfaction score rises by 0.479 units for every unit increase in the mean score of the pull variables. The standardized coefficient (Beta = 0.443) demonstrates a moderately strong relationship between pull factors and satisfaction. The t-value (9.661) with a significance level below 0.001 confirms that this effect is both statistically significant and reliable.
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Discussion
The findings of this study highlight the central role of tourist motivations - both push and pull factors - in determining how satisfied (level of satisfaction) with rural tourism in Kaski District of Nepal. Push factors like cultural enrichment, relaxation, and the search for memorable experiences scored highest, while pull elements such as beautiful landscapes, cultural immersion, and adventure were most influential. The result from the regression analysis further confirmed that both motivational factors significantly and positively predict tourist satisfaction i.e. push (β = 0.448, p < .001) and pull (β = 0.443, p < .001). This reinforces established literature (e.g., Lee, 2021; Torabi et al., 2023) which emphasizes that motivation factors (visitors internal psychological drivers and destination attributes) jointly determine satisfaction and revisit intentions.
In contrast, ICT adoption showed a mixed pattern. While internet access, mobile phones, and digital payments were rated highly useful, devices like radios, TVs, laptops, and tablets were considered largely irrelevant to rural tourism experiences. Correlation analysis confirmed that ICT adoption had only a weak association with pull factors and no direct relationship with satisfaction. This suggests that ICT serves primarily as a supporting tool, enabling access to destination information and convenience, rather than directly driving satisfaction. This finding contrasts with some smart tourism literature but aligns with rural tourism studies noting that infrastructure constraints (poor connectivity, limited training) restrict ICT’s impact (Kharel, 2024).
The ANOVA results revealed that tourist demographics significantly influence motivations and satisfaction. Gender, age, place of origin, occupation, marital status, vacation frequency, and intended duration of stay were all significant determinants of at least one factor, whereas education level and management position had no significant effect. Importantly, place of origin emerged as the strongest differentiator across all dimensions, underlining the importance of tailoring rural tourism strategies to specific market segments.
Overall, the study confirms that rural tourism in Kaski is shaped primarily by tourists’ intrinsic motivations and destination attributes, while ICT adoption plays an indirect and secondary role.
Implications of the Study
1. For Tourism Planners and Policymakers: 
Investors should make investments prioritizing preservation of natural beauty, promoting cultural authenticity, and creating peaceful environments, as these are the strongest pull factors linked to satisfaction. Digital infrastructure development (reliable internet, mobile payments) to enhance ICT adoption, especially in remote rural areas should be focused while drafting the policies.
2. For Local Communities and Service Providers
Tourism Experiences should be designed around push motivations, such as opportunities for cultural exchange, relaxation, and memory-making. Enhancing affordability and safety, while offering small-scale adventure and nature-based activities, can further boost satisfaction. Training programs in digital marketing and ICT use will help rural hosts leverage online platforms without overdependence on intermediaries.
3. For Researchers
The results highlight the need to integrate motivation theories with technology adoption frameworks in rural tourism research. Future work could explore mediating roles (e.g., ICT → service convenience → satisfaction) rather than expecting direct effects of ICT adoption on satisfaction.


Conclusion
This study examined the relationship between push and pull motivational factors, ICT adoption, and tourist satisfaction in the rural tourism context of Kaski District, Nepal. The results show that push and pull motivations are the strongest predictors of satisfaction, with tourists most motivated by cultural enrichment, relaxation, natural landscapes, and authentic rural experiences. ICT adoption, while useful for communication and convenience, does not directly predict satisfaction, reflecting infrastructural challenges and the experiential nature of rural tourism. Demographic characteristics, especially gender, age, place of origin, and occupation, significantly influence motivations and satisfaction, underscoring the need for targeted strategies.
In conclusion, the study demonstrates that rural tourism success in Kaski depends on aligning destination offerings with tourists’ intrinsic motivations and pull factors, while strengthening ICT infrastructure and local digital capabilities to support accessibility and engagement. By integrating motivation and technology perspectives, this research contributes to both theory and practice, offering insights for sustainable rural tourism development in Nepal.
Reflection: 
Quantitative Research Methods (LCDB 7011) is one of the taught module in Part I of the DBA. It is my favourite module as I love playing with the numbers. Our module leader Dr. Badir Miftah is also very kind, supportive, helpful and flexible person, who had guided all of us and made clear understanding of all the contents as well as using Quantitative data analysis software SPSS. From this module, I gained valuable knowledge and practical skills in quantitative research methods. One of the key areas of learning was the use of surveys as a data collection tool. I learned not only how to design and administer surveys effectively, but also how to ensure that the questions align with research objectives, avoid bias, and capture measurable insights. This provided me with a strong foundation for collecting valid and reliable data in future research projects.
Equally important was developing competence in data analysis using SPSS. Through hands-on practice, I learned how to code, enter, and clean data, as well as apply statistical techniques to make sense of large datasets. This included running descriptive statistics, correlations, and more advanced analyses like ANOVA, Regression, T-test, Chi-square test, etc. These skills are crucial for identifying patterns, testing hypotheses, and drawing evidence-based conclusions. I also explored reliability testing, particularly through Cronbach’s alpha, which highlighted the importance of ensuring that research instruments are consistent and trustworthy. Understanding reliability reinforced the idea that strong research requires rigor and attention to the quality of measurement tools.
In addition, I gained proficiency in both descriptive and inferential statistical analysis, which enhanced my capacity to investigate relationship between the variables, evaluate predictive modules, and provide insights that go beyond simple associations. This analytical approach is particularly helpful for answering complicated research problems in business and management contexts.
To sum up, these skills serve as both technical instruments and stepping stones to developing into a more reflective and rigorous researcher. As I look forward to my DBA journey, these skills/abilities give me confidence and will undoubtedly help me conduct independent research. They will enable me to design robust methodologies, analyse data in systematic manner, and contribute significant findings to academic knowledge and real-world business challenges.
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