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Abstract

:

Recently, foreign tourists have revealed a growing interest for natural environment enjoyment. This study aimed to: (a) identify the service satisfaction factors and (b) analyze the influence that satisfaction factors exert on the loyalty of ecotourists. The empirical analysis was carried out in Arenal National Park and Caño Negro Wildlife Refuge in Costa Rica, a country with international prominence in ecotourism due to the wealth of resources in its protected areas. A factorial analysis and the stepwise multiple regression method were performed for the data analysis of 246 surveys made in situ. Results show three satisfaction factors in ecotourism: “nature and culture”, “infrastructure”, and “service”, where “nature and culture” was the most influential predictor of tourists’ loyalty. The study also found a positive correlation between satisfaction and loyalty in ecotourism. This research will provide relevant insights to public institutions and private companies efficient planning and benefit the community and protected areas.
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1. Introduction


Visitor satisfaction is a vital aspect of national park marketing and management practice [1,2]. Therefore, understanding the importance of satisfaction allows managers to provide facilities and services according to the expectations of visitors [3,4,5]. In this sense, ecotourists tend to show significant levels of perceived satisfaction with the experiences lived during an ecotourism visit [6,7,8,9]. In addition, marketing approaches, which consider tourism satisfaction and behavioral intentions, remain an essential area for research in tourism studies [10].



Ecotourism includes contact with nature, culture, agriculture, wildlife, and adventure activities [11]. Ecotourism areas have become important destinations due to their efficiency in protecting the environment and supporting education, recreation, and job creation [12]. The growing popularity of ecotourism around the world has encouraged tourist destinations to receive more and more tourists who like contact with nature and are willing to comply with the protection regulations of the chosen natural space [13]. Ecotourists search for nature and culture in a national park with their family and friends [14]. Managers must realize the economic importance of meeting the needs of visitors and providing them with memorable experiences [15]. Hence, satisfaction is often an important goal that park managers seek to achieve [5]. Likewise, mega faunas and impressive ecosystems are attributes of satisfaction in ecotourism [16,17,18]. Most protected area studies evaluate the essential attributes of a site, such as boats or trails, and identify high levels of visitor satisfaction [15]. Despite the referred context, research on destinations related to nature has been neglected in the literature [19]. For Rahman et al. [20], community participation explains a significant amount of variation in the development of ecotourism. The findings reveal that the development of ecotourism contributes to economic, social, and environmental sustainability directly and indirectly.



Inbound tourism encompasses the activities carried out by a non-resident visitor in the country of reference as part of an inbound tourist trip World Tourism Organization UNWTO [21]. In this sense, foreign tourists play an important role in national economies [22]. Therefore, the entry of foreign tourists to countries can play an effective role in increasing income exchange, creating new and more employment opportunities and fertilizing the tourism industry, and consequently, can promote quality of life and accelerate the country’s development process [23].



Satisfaction factors are vital studies around the world, because the study of satisfaction in foreign tourists is an important indicator to analyze the return of foreign tourists, an important indicator in national economies. This study will contribute to the literature by finding the satisfaction factors that most influence the loyalty variables, results that are not found in the academic literature.



Within this framework, Costa Rica is an ecotourism country of international relevance and abundant protected natural areas. Arenal Volcano National Park is an icon of the nature of this country. This protected area is an important living laboratory for its geological and geomorphological richness and its great complexity in the development of biological processes. Another protected area is Caño Negro National Wildlife Refuge, a wetland where a large number of endangered species, migratory birds, mammals, and endemic freshwater fish can be observed.



This article aims to: (a) identify service satisfaction factors and (b) analyze the influence that satisfaction factors have on tourists’ loyalty. The theoretical relevance of this study relies on the analysis of the different relationships between service features and tourist loyalty. For this, the present study asks the following research questions:



RQ1: What is the service satisfaction factors in ecotourism?



RQ2: What are the service factors that predict loyalty in ecotourism?



Then, the study raises the following hypothesis:



Hypothesis 1 (H1).

There is a positive correlation between general satisfaction and the loyalty variables formed by the intentions to return, recommend, and say positive things in ecotourism.





Likewise, the study has a practical application, because it provides information on the satisfaction factors that positively influence the loyalty of visitors to tourism-related companies.




2. Literature Review


For López-Sanz et al. [24], tourism is an activity that contributes directly and indirectly to the development of rural areas, but it is relevant that it be sustainable, which requires implementing adequate policies that positively affect these areas from an economic, social, and cultural point of view, since the above influences the behavior of the tourist, the motivation, the image of the destination, and the satisfaction that it has. For example, Henche et al. [25] have proposed novel management models for tourist cities based on creative tourism that involves the role of small business associations and collaboration networks between various actors to develop a historical cultural tourism ecosystem, in such a way that the support of the public and private sectors and models of sustainable governance is fostered.



Delving into loyalty and the sectors of the tourism ecosystem, López-Sanz et al. [26], in a recent study, demonstrate how loyalty, translated into repeated visits to a tourist area and the recommendation to third parties, promotes and encourages the sustainable development of rural areas, generating several benefits for the tourist destination. It should be emphasized that tourism in rural areas largely depends on the successful promotion of both its beautiful landscapes and its cultural heritage, as well as the development and improvement of the areas, factors that even raise the level of employment in the tourist destination [27].



Satisfaction refers to the positive feeling or pleasure obtained after experiencing or consuming a tourist product [28]. It is a psychological aspect and state of mind that arises after the tourist exposure to an environment [29]. Furthermore, satisfaction has been described as the cognitive-affective state resulting from a positive consumer experience [30]. Researchers have recognized that satisfaction depends on the products and prices offered, the quality of the services provided, and the friendly attitude of the local inhabitants [31]. In this regard, the levels of satisfaction experienced by visitors of a national park or a protected area can be indirectly measured through the stimuli they receive in that area and their contact with the natural characteristics of the protected area [32].



For tourism, the strong relationship between satisfaction and the behavior of future customers is essential. This means that a satisfied consumer will repeat the visit and communicate the positive aspects of the visit with other people [33,34]. In addition, satisfaction is the result of a general evaluation carried out by the vacationer after the purchase [35,36,37]. In this sense, satisfaction increases the probability that visitors will make a stopover at the destination again and recommend it to their friends and family [38,39]. Therefore, satisfaction is related to the choice of destination, the consumption of products and services, and the decision to return [29,38,39]. Several studies have shown that repeated visits to tourist destinations are related to higher levels of visitors’ satisfaction, because satisfaction partly motivates them to return and visit the same destination [40,41,42,43]. In fact, satisfaction leads to repeat visits [44,45], to achieve visitor loyalty [46], and it is a powerful marketing tool that helps promote the tourist site and increase the frequency of visits [47,48]. According to several studies, satisfaction has a positive influence on post-purchase behavior [49,50,51,52,53,54]. In addition, several researchers have found a relationship between general satisfaction and satisfaction by attributes or aspects that provoke a return and recommendation of the site [55,56,57,58,59,60,61,62]. From the perspective of perceived value for Carvache-Franco et al. [63], all dimensions positively influence satisfaction and loyalty. The economic–functional dimension is the one that most influences satisfaction, while the emotional–social dimension is the most influential on loyalty.



Regarding the studies on ecotourism satisfaction, Tsiotsou and Vasioti [64] conducted research on tourist services in Greece and identified satisfaction factors that included “staff satisfaction”, “satisfaction with food”, “satisfaction with the excursion”, “satisfaction with socialization”, and “satisfaction with the landscape”. In contrast, Meng et al. [65], in their study of satisfaction from nature-based resorts in southwestern Virginia, identified “quality/friendly services”, “outdoor activities”, “accommodation”, and “natural landscapes” satisfaction factors. Lee [66] found the following satisfaction factors: “information services”, “recreational facilities”, and “safety and sustainability”. Instead, Adam et al. [67] studied ecotourists’ satisfaction in Kakum National Park using the following factors: “educational satisfaction”, “social satisfaction”, “satisfaction with sanitation”, and “satisfaction with relaxation”.



In a study carried out in the Gili Matra Marine Park (West Nusa Tenggara Province - Indonesia), academics Chen et al. [68] argued that value orientation is a direct predictor of ecotourism satisfaction. Xu et al. [69], in a study carried out in Zhalong National Nature Reserve located in the west of Heilongjiang province (China), identified a high degree of satisfaction with the natural environment of the study area but a relatively low satisfaction with the biodiversity, facilities, and services of the scenic place. In a study of ecotourism in Malaysia, scholars Chan et al. [70] found that service quality has a significant and positive impact on satisfaction, while satisfaction was found to drive review intentions. Additionally, that the image of the destination has a significant positive impact on tourist satisfaction. Scholars Hwang and Lee [71] found significant relationships between ecological belief and willingness to pay for ecotourism services that influenced ecotourism behavior, and between ecological belief and ecotourism behavior that affected ecotourism behavior. Concerning satisfaction with life, Lee et al. [72] proposes that wildlife ecotourism programs should improve the quality of their interpretation services to increase thoughtful participation, thereby improving wildlife ecotourism behavior during wildlife tours and assisting in sustainable development. of wildlife ecotourism.



From another perspective, scholars Li et al. [73], in a study of Chinese ecotourists in Australia, identified that acting, fun learning, and emotional experiences influenced both the attribute-based and holistic image of the destination. Additionally, the tourism experience had an indirect effect on loyalty (including destination loyalty and ecotourism loyalty) through the mediating effects of destination image and satisfaction. Along the same lines, scholars Quynh et al. [74] analyzed Vietnamese tourists who had visited ecological destinations, and identified that the positive image of the destination and the different experiences are considered the main elements that promote positive emotions and satisfaction in tourists, leading to greater eagerness for spreading WOM recommendations and revisiting a destination.



In summary, there are several factors found in the different studies with a certain degree of similarity between them. The majority of these factors must be compared, especially those that are most similar in the different studies, in order to be able to compare and discuss them. These factors are related to nature, because they were found in studies carried out in natural sites or protected areas. The factors with the greatest similarity between the studies will be considered to compare them with the findings of this study.




3. Study Area


The researchers selected Arenal Volcano National Park and the Caño Negro National Wildlife Refuge protected areas in Costa Rica, whose biodiversity makes them important destinations for Ecotourism. In particular, the Arenal National Park is selected, because it is one of the parks with the most visits nationwide and it is considered a natural laboratory and the Caño Negro National Wildlife Refuge in Costa Rica, since its characteristics make it a wetland of international importance (Figure 1).



3.1. Arenal National Volcano Park


The park’s extension is 12,124 hectares, and it is located in the Northern Region of Costa Rica, in the Guanacaste Volcanic Mountain Range, north of the Sierra de Tilarán and part of the San Carlos plains. The surface is irregular, from deep valleys with great slopes, cut by mighty rivers, to flat and undulating forms. It is considered an aquifer recharge zone, whose waters drain into the Arenal Reservoir for the production of hydroelectric energy and agricultural projects in the Moracia Irrigation District. The Chiquito, Peñas Blancas, and Frío Rivers are born in the site. The park protects relevant species of flora and fauna of premontane pluvial and cloud forests that have great scientific and tourist value.




3.2. Caño Negro Natural Wildlife Refuge


The refuge is located in the lower part of Frío River basin, in the Northern Plains, 21 km southwest of the community of Los Chiles and 36 km southeast of the community of Upala, whose cantons belong to Alajuela province. The reserve area transportation is by canoe or boat, depending on the weather. The refuge comprises 10,171 hectares, and it preserves one of the most important samples of humid areas in Costa Rica. The site has international relevance, because it is a shelter for many migratory, in danger of extinction, and commercial species.





4. Methodology


The sample consisted of foreign tourists visiting Arenal National Park and Caño Negro Wildlife Refuge. The questionnaire for this study was divided into two parts. The first part of the questionnaire measured the sociodemographic and visiting characteristics of the respondents. The second part of the questionnaire measured motivations, satisfaction variables by aspects, general satisfaction, and loyalty variables (intention to return, recommend, and to say positive things about the destination). Regarding motivations, a five-point Likert-type scale was used, where 1 was not important at all, and 5 was very important. In the case of satisfaction, a five-point Likert-type scale was used, where 1 was not at all satisfied, and 5 was very satisfied. Concerning return intentions, recommendation and providing positive feedback about the destination, a five-point Likert-type scale was used, where 1 was strongly disagree, and 5 was strongly agree. The measurement elements of the present study were based on ecotourism studies [75,76,77,78,79,80]. Cronbach’s Alpha of satisfaction reached the value of 0.88, which indicates a robust index for the scale.



The surveys were applied to foreign tourists who were within the protected area in March and April of 2019. The steps carried out in the fieldwork for this research are considered in the first instance surveying foreign tourists who are in the tourist destinations understudy with an age of 18 years or more. Convenience sampling was used according to the availability of tourists to answer the questionnaires. To confirm that the sample was similar to the population, the representativeness of the tourist population was taken into account. Thus, the surveys were carried out, in a considerable proportion, with the groups of tourists with the greatest presence in the destination.



The surveys were conducted while tourists were engaged in recreational, guided, or rest activities. The surveys were taken by students from the Tecnológico de Costa Rica, who were trained by the authors of this study to do fieldwork. The variability of the population was estimated at 50% (p = q = 0.5). The sample size was 246 surveys, with a margin of error of 6.7 +/−% and a confidence level of 95%, an appropriate sample size for causal studies. For the first stage of the data evaluation, the researchers applied a factor analysis to identify the constructs that underlie the variables and provide a global vision of the satisfaction factors. Factor analysis has been widely used in tourism research [81,82,83].



Specifically, in factor analysis, a Varimax rotation was used to facilitate the interpretation of the data. Moreover, the Kaiser criterion was used to find the number of factors, where only the factors with eigenvalues greater than 1 were used [84].



The Kaiser–Meyer–Olkin (KMO) index and the Bartlett sphericity test were used to determine if it was appropriate perform factor analysis [85].



In the second stage of the data analysis, the stepwise multiple regression method was implemented to find the most important predictors (satisfaction factors) in the loyalty variables: return intentions, intentions to recommend, and saying positive things about the protected areas. The collected data were organized, tabulated, and statistically analyzed using the SPSS 22.0 program for Windows.




5. Results


5.1. Sociodemographic Profile of the Study Sample


The sample of this study was composed of foreign tourists, to a sample that was representative of the study population, carrying out the study in the different sites within the protected areas, and at different dates and times. Of this sample, 43.5% were male, and 56.5% were female. Regarding its origin by continent, it was mainly European (46.3%), followed by the North American group (40.7%). Overall, 54.1% were single, 33.3% were married, and 12.6% had another type of relationship. The majority group was in the range between 21 and 30 years (39.8%), followed by the group between 31 and 40 years (21.1%). Regarding their level of studies, the vast majority had university degrees (42.7%), followed by the group with postgraduate degrees (33.3%). The tourists were mainly private employees (26.4%), followed by students (21.5%). The majority of foreign tourists were in Costa Rica for the first time (88.2%). Tourists traveled mostly in pairs (33.7%) and with relatives (30.5%).




5.2. Factor Analysis


A factor analysis was used to find the satisfaction factors and their relationships with the loyalty variables. The factor analysis improved the interpretation of the results of satisfaction by aspect in the service. For data extraction, principal component analysis was used. Then, the Varimax rotation method ordered the factors, with high or low factor loads. To find the number of factors, the researchers applied the Kaiser criterion, where factors with eigenvalues greater than 1 were taken into account. Thus, four factors were identified, and they represented 62.21% of the total variance. The Cronbach’s Alpha of the factors ranged from 0.83 to 0.75 that confirmed the consistency for the factor analysis. The factor loadings ranged from 0.50 to 0.83, and all of them were within the critical value of 0.50 suggested by Hair [86]. The KMO index was 0.87, indicating a significant relationship between the variables. In addition, the Barlett sphericity test was significant (χ² = 1380.969, p = 0.000). Hence, it was appropriate to perform the factor analysis. The results are shown in Table 1.



According to the results presented in Table 1, the “Infrastructure” satisfaction factor was related to aspects of the service such as signage, infrastructure, and accessibility. This factor included 42.77% of the total variance, making it the most outstanding factor. The “Nature and culture” satisfaction factor was related to aspects of the service such as the conservation of nature and culture, tranquility and locals’ behavior with tourists. This factor represented 11.73% of the total variance. The “Services” satisfaction factor was related to aspects such as gastronomy services, guided tours, and other complementary leisure activities. This factor represented 7.71% of the total variance. The results answer our first research question:



RQ1: What is the service satisfaction factors in ecotourism?



The ecotourism satisfaction factors were infrastructure, nature and culture, and services.




5.3. Relationship of Satisfaction Factors with Return Intentions


To analyze the most important predictors in return intentions, the authors used a stepwise multiple regression, which included the satisfaction factors that were significant for the model. The results are presented in Table 2.



According to Table 2, the three satisfaction factors seemed to predict return intentions. The F test was significant (p < 0.05), indicating a real relationship between significant predictors and return intentions. Furthermore, the tolerance values indicated that there was no multicollinearity between the independent variables. Likewise, the Durbin–Watson statistic reached a value of 1.43, which suggests the absence of auto-correlation in the errors and confirms the suitability of the model. The satisfaction factor “Nature and culture” was the most significant predictor in return intentions (Beta = 0.227, p < 0.05), followed by the satisfaction factor “Infrastructure” (Beta = 0.171, p < 0.05).




5.4. Relationship of Satisfaction Factors with the Intentions to Recommend the Destination


To analyze the most relevant predictors in the intentions of recommending the site, a stepwise multiple regression, which included the satisfaction factors that were significant for the model, was used. Table 3 summarizes the results.



Table 3 presents the three satisfaction factors that predict intentions to recommend the destination. The F test was significant (p < 0.05), and it indicated a real relationship between the significant predictors and the intentions to recommend. The tolerance values showed that there was no multicollinearity between the independent variables. In addition, the Durbin–Watson statistic reached a value of 1.59, so it could be assumed that there was no auto-correlation in the errors and the appropriateness of the model. The factor “Nature and culture” was the most significant predictor in the intentions to recommend (Beta = 0.367, p < 0.05), followed by the factor “Services” (Beta = 0.341, p < 0.05).




5.5. Relationship of Satisfaction Factors with Saying Positive Things about the Destination


To analyze the most important predictors in saying positive things about the destination, a multiple stepwise regression, which included the satisfaction factors that were significant for the model, was used. The results are presented in Table 4.



Regarding Table 4, the three satisfaction factors seemed to predict saying positive things about the destination. The F test was significant (p < 0.05), and it indicated a real relationship between significant predictors and saying positive things about the destination. The tolerance values indicated that there was no multicollinearity between the independent variables. In addition, the Durbin–Watson statistic reached a value of 1.67, so it could be assumed that there was no auto-correlation in the errors, so the model was adequate. The factor “Nature and culture” was the most significant predictor in saying positive things about the destination (Beta = 0.358, p < 0.05), followed by the factor “Services” (Beta = 0.352, p < 0.05).



These results answer our second research question:



RQ2: What are the service factors that predict loyalty in ecotourism?



The satisfaction factors “nature and culture” and “infrastructure” influenced return intentions, while the satisfaction factors “nature and culture” and “services” were those that influenced the intentions to recommend and say positive things.




5.6. Relationship of General Satisfaction with the Loyalty Variables


A multiple stepwise regression was used to analyze the relationship of general satisfaction with the loyalty variables. The results are presented in Table 5.



Table 5 shows that the F test was significant (p < 0.05) in the three models of general satisfaction with the variables of loyalty. Furthermore, the tolerance values in the three models indicated that there was no multicollinearity between the independent variables. Likewise, the Durbin–Watson statistic in the three models reached a value between 1.5 and 2.5, which suggests no identifiable relationship in the errors. Therefore, the three models were adequate. The general satisfaction variable presented a positive correlation with the intentions to return, intentions to recommend, and saying positive things about the destination.



Results that affirmatively verify our research hypothesis:



Hypothesis 1 (H1).

There is a positive correlation between general satisfaction and the loyalty variables formed by the intentions to return, recommend, and say positive things in ecotourism.





The findings showing that there is a positive correlation between satisfaction and loyalty in ecotourism.





6. Discussion


The objectives of this study were related to finding service satisfaction and its influence on tourist loyalty. Among the findings of this study, three satisfaction factors were found. The first satisfaction factor was “Nature and Culture”, whose results were similar to the study by Tsiotsou and Va-sioti [64], who found the factor “satisfaction with the landscape”. Another result related to nature was found in the study by Meng et al. [65], who found the satisfaction factor in “natural landscapes”. Another study related to nature was that of Xu et al. [69], who identified “satisfaction with the natural environment”. The second factor found in this study was “infrastructure.” Infrastructure-related results were found in the study by Lee [66], who called it “recreational facilities”, while “Service” was the third satisfaction factor in the present study, finding similar results with the service in the study by Tsiotsou and Vasioti [64], who found the factors “satisfaction with food” and “satisfaction with food excursion”. Furthermore, similar results were found with the service in the study by Meng et al. [65], who called the factor “friendly services/quality”. Another study related to service was that of Chan et al. [70], who found that the quality of the service has a significant and positive impact on satisfaction.



Furthermore, general satisfaction influenced the intentions to return to the destination; similar results arose in several studies [29,38,39,44,45,87]. In addition, general satisfaction affected the intentions to recommend the destination. These findings coincide with studies [38,39]. Likewise, satisfaction also influenced the intentions to say positive things about the destination, and analogous results were identified by scholars [33,34,88]. However, the satisfaction factors that influenced loyalty in ecotourism have not been addressed in the literature. Thus, the contributions of this study to the literature are the satisfaction factors “nature and culture” and “services”, as these highly influenced the intentions to recommend and say positive things about the destination, whereas the satisfaction factor that highly influenced the return intentions were “nature and culture” and “infrastructure”. These dimensions of service are important for tourists, and they should be maintained and improved to please tourists and encourage their return to a destination. Consequently, the destination will benefit from income and employment increase.



Among the theoretical implications, we have that there are three satisfaction factors: one of them is “nature and culture”, similar to other authors [64,65,69]; one is “infrastructure”, similar to other authors [66]; and a third factor is “service”, similar to the findings of other authors [64,65,70]. On the other hand, there is a significant correlation between satisfaction and loyalty [33,34,39,45,70]. Among the contributions of this study are that the satisfaction factor “nature and culture” is the most influential in the loyalty of tourists in protected areas. The satisfaction factor “nature and culture” and the satisfaction factor “services” are the ones that greatly influence the intentions to recommend and the intentions to say positive things about the destination, while the satisfaction factors “nature and culture” and “infrastructure” are the ones that considerably influence the return of tourists.




7. Conclusions


In ecotourism, the study of satisfaction is essential for identifying the factors that deeply influence the loyalty of tourists. Hence, with proper planning, the service can be improved to achieve greater satisfaction and return of tourists. As a result, the destination and its community will benefit, with higher income and employment.



“Nature and culture”, “infrastructure”, and “service” are the three satisfaction factors found in ecotourism. The satisfaction factor “nature and culture” and the satisfaction factor “services” are the ones that greatly influence the intentions to recommend and the intentions to say positive things about the destination, while the satisfaction factors “nature and culture” and “infrastructure” are the ones that considerably influence the return of tourists. Moreover, the satisfaction factor “nature and culture” is the main predictor in the loyalty of tourists; this means that the natural and cultural heritage of the protected areas should be preserved to increase the level of tourists’ loyalty to the destination. Moreover, general satisfaction influences return and recommendation intentions and saying positive things about the destination.



Regarding the practical implications, ecotourism companies must plan strategies to improve the conservation and care of the natural and cultural heritage of protected areas. For this, activities that improve the conservation of natural and cultural heritage must be organized. It is necessary to counteract the effects on the natural heritage, take care of natural species, improve compliance with environmental regulations, and reduce pollution and the misuse of natural resources. Likewise, companies must conserve cultural heritage, with an emphasis on maintaining and restoring cultural wealth. In addition, traffic signs, parking lots, infrastructure, and accommodation should be improved; in this way, the level of satisfaction of foreign tourists will be improved. For this, strategies can be implemented that improve the facilities of the accommodation in terms of furnishings and decoration that can give a better comfort to foreign tourists. On the other hand, the service and gastronomy of restaurants, guided tours, and complementary leisure activities can be promoted. For this, the quality of food, furniture, and equipment in restaurants can be improved, which can provide a better experience for tourists through better quality food and a more comfortable and pleasant establishment, notably improving the service and consequently the satisfaction of foreign tourists. Likewise, service trainings can be implemented for guides, which improve the expectations of tourists in relation to environmental and cultural information and education.



Finally, a limitation of this work is the timing of the information gathering, because the demand may vary. Further research should focus on the relationship between satisfaction and the sustainable economic impact in protected areas.
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Figure 1. The geographic location of protected areas: Arenal Volcano National Park and Caño Negro Mixed National Wildlife Refuge (Costa Rica). 
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Table 1. Factor analysis of service aspects.
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	Variable
	Factor 1. Satisfaction with the Infrastructure
	Factor 2.

Satisfaction with Nature and Culture
	Factor 3. Satisfaction with Services





	Road signs
	0.831
	
	



	Parking
	0.808
	
	



	Accessibility and infrastructure
	0.703
	
	



	Tourist information and signs
	0.568
	
	



	Accommodation
	0.500
	
	



	Conservation of natural and cultural heritage
	
	0.828
	



	Calmness
	
	0.810
	



	Locals’ behavior with tourists
	
	0.771
	



	Restaurant facilities/equipment
	
	
	0.694



	Guided tours
	
	
	0.692



	Gastronomy
	
	
	0.618



	Complimentary leisure activities
	
	
	0.556



	Prices
	
	
	0.554



	Cronbach’s α
	0.829
	0.813
	0.752



	Eigenvalue
	5.560
	1.525
	1.002



	Variance explained (%)
	42.768
	11.734
	7.707



	Cumulative variance explained (%)
	42.768
	54.502
	62.208
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Table 2. Relationship of satisfaction factors with return intentions (Multiple regression).
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	Satisfaction Factors
	Beta
	t
	Sig.
	Tolerance





	Nature and culture
	0.227
	3.716
	0.000
	1.000



	Infrastructure
	0.171
	2.807
	0.005
	1.000



	Services
	0.165
	2.703
	0.007
	1.000



	(Constant)
	
	43.846
	0.000
	



	Adj. R²
	0.096
	
	
	



	F statistic
	9.637
	
	
	



	Sig.
	0.000
	
	
	



	Durbin–Watson
	1.428
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Table 3. Relationship of satisfaction factors with the intentions to recommend the destination (Multiple regression).
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	Satisfaction Factors
	Beta
	t
	Sig.
	Tolerance





	Nature and culture
	0.367
	6.782
	0.000
	1.000



	Services
	0.341
	6.303
	0.000
	1.000



	Infrastructure
	0.209
	3.863
	0.000
	1.000



	(Constant)
	
	83.295
	0.000
	



	Adj. R²
	0.286
	
	
	



	F statistic
	33.552
	
	
	



	Sig.
	0.000
	
	
	



	Durbin–Watson
	1.585
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Table 4. Relationship of satisfaction factors and saying positive things about the destination.
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	Satisfaction Factors
	Beta
	T
	Sig.
	Tolerance





	Nature and culture
	0.358
	6.605
	0.000
	1.000



	Services
	0.352
	6.481
	0.000
	1.000



	Infrastructure
	0.195
	3.602
	0.000
	1.000



	(Constant)
	
	95.264
	0.000
	



	Adj. R²
	0.282
	
	
	



	F statistic
	32.869
	
	
	



	Sig.
	0.000
	
	
	



	Durbin–Watson
	1.649
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Table 5. Relationship of general satisfaction with the loyalty variables.
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Variable

	
Return Intentions

	
Recommendation Intentions

	
Say Positive Things about Destination




	
Beta

	
T

	
Sig.

	
Beta

	
t

	
Sig.

	
Beta

	
t

	
Sig.






	
Overall satisfaction

	
0.513

	
9.317

	
0.000

	
0.732

	
16.763

	
0.000

	
0.709

	
15.696

	
0.000




	
(Constant)

	

	
−0.197

	
0.844

	

	
2.487

	
0.014

	

	
5.681

	
0.000




	
Adj. R²

	
0.260

	

	

	
Adj. R2

	
0.533

	

	
Adj. R2

	
0.500

	




	
F statistic

	
86.799

	

	

	
F statistic

	
281.004

	

	
F statistic

	
246.379

	




	
Sig.

	
0.000

	

	

	
Sig.

	
0.000

	

	
Sig.

	
0.000

	




	
Durbin–Watson

	
86.799

	

	

	
Durbin–Watson

	
1.858

	

	
Durbin–Watson

	
2.024

	




	
Tolerance

	
1.000

	

	

	
Tolerance

	
1.000

	

	
Tolerance

	
1.000
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