
 

Business Sciences International Research Journal Volume 7 Issue 1                                              ISSN 2321 - 3191 

 

 
Journal Published by IMRF Journals  | June 2019                                                                   |    24 
 

STUDY ON DOMESTIC TOURIST SATISFACTION 

WITH MULTIPLE DESTINATION ATTRIBUTES 

STRATEGIC STUDY WITH REFERENCE TO  

TOURIST DESTINATIONS IN KERALA 
 

Dr. Hari Sundar.G 
Associate Professor, Chinmaya Vishwavidyapeeth, Kochi, Kerala 

Sandhya S 
Research Scholar, VTU 

 

Received: Apr. 2019 Accepted: May 2019 Published: Jun. 2019 

 

Abstract: As the growth and sustainability of a destination mainly depends on the satisfaction of 

tourist, all efforts are directed towards the tourist in order to meet the expectation of tourist 

visiting a destination. The satisfied tourist helps to spread the positive images of the destination to 

others (Kozak & Rimmington, 2000), and thus it helps in the survival, development and success of 

tourism industry. Understanding the importance of measuring tourist satisfaction, the present 

study tries to measure the domestic tourist satisfaction on different destination attributes of Kerala. 

The satisfaction of tourist visiting at a destination is a mix of satisfaction on different destination 

attributes including both tangible and intangible products (Qu & Li, 1997; Ryan, 1999). So in order 

to measure the satisfaction of tourists visiting in a destination, the experience on all the activities 

that tourist participates during their whole trip should be included (Augustyn & Ho, 1998).  The 

present study has measured the tourist satisfaction under five major travel attributes, viz. 

“Attractions”, “Accommodation”, “Accessibility”, “Amenities”, “Attitude of the service providers”. 
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1. Introduction: Tourism is one of the most important industries in the modern world. As any 

other industry, customer satisfaction is one of the most important objectives of modern tourism 

business. Tourists coming from different parts of the world have different preferences and it is 

really difficult to make them satisfied. But the success of the destination depends on the 

satisfaction of tourists and this can be achieved by providing services as per their expectation.  

 

Among the different states in India, Kerala is a well-known destination for domestic as well as 

foreign tourists. Kerala government started its tourism development programmes by establishing 

an international beach resort at Kovalam in 1976 and it was with the support of central 

government. The government of Kerala declared tourism as an industry in 1986 and within a short 

span of two and half decades, Kerala succeeded in establishing its tourism brand in the 

international market. In 2012, the industry contributed a total revenue of ` 20,430 crore from direct 

and indirect sources. Between 1997 and 2012, it almost doubled from 51 lakhs to 108 lakhs, 

registering an annual growth rate of 9.5 per cent. While the number of domestic tourists increased 



 

Business Sciences International Research Journal Volume 7 Issue 1                                              ISSN 2321 - 3191 

 

 
IMRF Biannual Peer Reviewed (Refereed) International Journal | SE Impact Factor 2.75             |    25 
 

from 49.5 lakhs to over 100.76 lakhs that of foreign tourists increased several times from 1.8 lakhs to 

7.93 lakhs over the same period. Domestic Tourist arrival to Kerala during the year 2012-13 was 

10,076,854. It shows an increase of 7.41 per cent over the previous year. These figures show the 

significance of tourism industry in Kerala. As it is one of the major sectors of development it is 

necessary for the government to plan for the sustainability of the destination. The sustainability of 

a destination depends upon the number of tourist arrivals. In order to attract more tourists it is 

necessary to provide them services as per their expectations. Thus understanding the satisfaction of 

tourists with the facilities available at the destination is important while planning for the 

sustainability of the destination. 

 

2. Research Questions:  

In this research work, the key questions to be answered as as follows 

Research Question No.1: What are the different destinations attributes which determine the tourist 

satisfaction visiting a destination? 

Research Question No.2: Whether the tourist satisfaction significantly varies with their gender, age, 

marital status and place of origin? 

 

3. Objectives of the Study: 

1. To assess the satisfaction of tourists visiting Kerala on different travel attributes. 

2. To study whether tourist satisfaction differs significantly according to their demographic 

variables like gender, age, marital status and educational level attained. 

 

4. Research Hypothesis: 

H1: Tourist satisfaction differs significantly according to their demographic variables like gender, 

age, marital status and place of origin. 

 

5. Literature Review: The success of any business mainly depends on the customer satisfaction 

and in tourism, tourists are the customers. Zeithaml et al (2009), defined Customer satisfaction as 

“the customer’s evaluation of a product or service in terms of whether that product or service has 

met the customer needs and expectations”. Pizam, Neumann, and Reichel (2016) defined “tourist 

satisfaction as a result of comparing tourists’ experience at destination visited and expectations 

about the destination”. Unlike other products, tourism is an amalgam of different sectors like 

accommodation, transportation, other amenities, communication facilities etc. So in order to 

measure the tourist satisfaction it is necessary to understand the different elements which 

determine the overall tourist satisfaction on a destination. Many scholars have used different 

attributes to measure the tourist satisfaction. The study of Tribe and Snaith(1998) used the 

attributes 1) the physical resort and facilities;2) ambiance;3) restaurants, bars, shops and nightlife; 

4) transfers;5) heritage and culture and 6) accommodation etc to measure the tourist satisfaction 

visiting Varadero, Cuba.  Kozak And Rimmington (2000) in their study determines whether the 

destination attributes are critical to the overall satisfaction levels of tourists visiting Mallorca, 

Spain, during the winter season and their future holiday intentions also are investigated. The study 

uses the factors destination attractiveness, tourist attractions and facilities, availability of English 

language, and facilities and services at the destination airport to assess the tourist satisfaction. 

Larry Yu and Munhtuya Golden (2016) in their study analysed the international tourists’ 

satisfaction with tourist attractions, facilities, services and prices in Mongolia. They have used 37 
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attributes of attractions, activities, facilities, services, transportation and prices for the 

measurement of tourist satisfaction in Mongolia. Truong and Foster (2006) in their study 

specifically examine how Australian pleasure travellers perceive Vietnam as a holiday destination 

using positive and negative attributes of the destination. In their study, the key attributes chosen 

were classified under the major headings of the classic ‘‘Five As’’ that constitute a holiday 

destination’s overall appeal, viz. ‘‘Attractions’’, ‘‘Activities’’, ‘‘Amenities’’, ‘‘Accommodation’’ and 

‘‘Accessibility’’. The present study tries to measure the tourist satisfaction on different travel 

attributes under five major headings, viz ”Attractions”, “Accommodation”, “Accessibility”, 

“Amenities” and “Attitude of service providers”. 

 

6. Research Methodology: The universe of the study consists of the domestic tourists visiting at 

the destinations in Kerala. The sampling method adopted for the study was multistage sampling 

method. The present study mainly depends on the primary data. The tool used to collect primary 

data is questionnaires. During the first stage of sampling, districts which contributes at least 5% to 

the total tourist flow (source: Kerala tourist statistics 2018) were selected and accordingly 5 districts 

were selected. This includes Trivandrum, Alappuzha, Kottayam, Ernakulam and Idukki.  At the 

second stage, from each district destinations which contributes more than 20% to the total district 

tourist flow (source: Kerala tourist statistics 2017) were selected. Total 8 destinations were selected 

on basis of tourist inflow and the selected destinations were Thiruvananthapuram, Kovalam, 

Alappuzha, Kumarakom, Munnar, Thekkady, Fortkochi and Kochi city. A total of 200 samples were 

collected. From each destination sample units were taken based on the proportion of tourist inflow. 

From each destination samples were drawn using convenience sampling method.  

 

7. Analysis and Result: Data was collected during Nov13-Jan 14 from the selected tourist 

destinations in Kerala. A total of 200 samples units were collected. The analyses were done using 

SPSS (ver21). The first part of the questionnaire seeks the information about the socio-

demographics of the respondents and the second part measures the tourist satisfaction on a five 

point scale ranging from 1 (very dissatisfied) to 5 (very satisfied). Following table 1 gives the 

demographics details of the domestic tourists.  

 

Table 1: Demographic Details 

 

 Groups Percent 

Gender 
Male 63.0 

Female 37.0 

Age Groups 

below 20 8.0 

20-30 23.5 

30-40 38.5 

40-50 10.0 

50-60 12 

60 above 8 

Marital Status 
Married 82.0 

Unmarried 18.0 

Mode of Travel Hired tourist vehicle 43.0 
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Hired tourist vehicle & Public 

transport(KSRTC& Railways) 
12.0 

Public transport(KSRTC& 

Railways) 
10.0 

Own vehicle 35.0 

Accommodation 

Type 

Star hotels 19.5 

Star hotels & Resorts 6.0 

Resorts 38.5 

Resorts & Home Stays 2.0 

Tourist lodges 20.0 

Tourist lodges& Home Stays 4.0 

With friends & relatives 6.0 

Home stays 4.0 

 

The 63% of the sample units are male and majority of the sample units are included in 30-40 age 

groups. 82% of the sample units were married. 43% of them preferred hired tourist vehicle for their 

trip followed by travelling in their own vehicle. 38.5% of the sample units preferred to stay at 

resorts, which is followed by tourist lodges and star hotels. The following table2 gives the details of 

place of origin of the domestic tourist sample taken. 

 

Table 2: Place of Origin 

 

Place of Origin Percentage% 

Andhra Pradesh 12.0 

Bihar 3.5 

Delhi 6.0 

Hyderabad 6.0 

Karnataka 17.5 

Kerala 11.5 

Mumbai 10.0 

Orissa 5.5 

Tamil Nadu 20.0 

UP 8.0 

Total 100 

 

From the table it is clear that the larger portions of the respondents were from Tamil Nadu (20%), 

followed by Karnataka (18%), Andra Pradesh (16.5%), Kerala (12.5%) and the rest were from 

Mumbai, Delhi, Orissa and UP. 

 

In order to test the hypothesis, whether any significant differences exist among demographic 

variables and satisfaction of tourist on different travel attributes, the variables were tested by 

independent samples test and analysis of variance (anova) of the following demographic groupings:  

1. Gender: Male, Female; 

2. Age Group:       a) Below 20, b) 20–30, c) 30–40, d) 40–50, e) 50–60, f) 60 above 
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3. Marital status:  a) Married, b) Unmarried,  c) Separated, d) Widow, e) Divorced 

4. Place of origin 

H1ao: The gender difference has got no significance in satisfaction of tourist on different travel 

attributes. 

The hypothesis is tested using independent sample t-test and the result is presented in table3 

 

Table 3: Independent Sample t-Test Travel Attributes and Gender 

 

 Sex N Mean Std.Deviation F P value 

Accommodation 
Male 125 3.2540 .74662 

13.378 .000 
Female 75 3.2767 .49928 

Attraction 
Male 125 3.7349 .52291 

1.876 .172 
Female 75 3.7962 .39241 

Accessibility 
Male 125 2.8740 .47266 

.199 .656 
Female 75 2.6700 .52659 

Amenities 
Male 125 3.4573 .47420 

.065 .799 
Female 75 3.5489 .47912 

Attitude of service 

providers 

Male 125 3.6000 .88673 
.026 .871 

Female 75 3.6733 .87955 

 

From the table it is clear that the p-value shows that gender difference has got significance in 

satisfaction of tourist on accommodation facilities only. 

H1bo: The marital status has got no significance in satisfaction of tourist on different travel 

attributes. 

The hypothesis is tested using independent sample t-test and the result is presented in table4 

 

Table 4: Independent Sample t-Test Travel Attributes and Marital Status 

 

 Sex N Mean Std.Deviation F P value 

Accommodation 
Married 164 3.1677 .68008 

15.684 .000 

Unmarried 36 3.6944 .33865 

Attraction 
Married 164 3.7587 .49678 

.462 .497 

Unmarried 36 3.7540 .38728 

Accessibility 
Married 164 2.7957 .52707 

3.160 .077 
Unmarried 36 2.8056 .37374 

Amenities 
Married 164 3.4654 .47661 

.177 .674 
Unmarried 36 3.6111 .46633 

Attitude of  

service providers 

Married 164 3.5640 .90864 

4.492 .035 
Unmarried 36 3.9167 .69179 

 

From the table it is clear that the p-value shows that marital status has got significance in 

satisfaction of tourist on accommodation facilities and on attitude of service providers. 
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H1co: The age of the tourists has got no significance in satisfaction of tourist on different travel 

attributes. 

To test this hypothesis, Anova test was used and the result is given in Table5 

 

Table 5: Anova Result Travel Attributes and Age Groups 

 

 
Sum of 

Squares 
df 

Mean 

Square 
F Sig. 

Accommodation  

Attributes 

Between Groups 25.312 3 8.437 

26.552 .000 Within Groups 62.282 196 .318 

Total 87.594 199  

Attraction  

Attributes 

Between Groups 18.039 3 6.013 

42.952 .000 Within Groups 27.439 196 .140 

Total 45.477 199  

Accessibility  

Attributes 

Between Groups 3.555 3 1.185 

4.982 .002 Within Groups 46.619 196 .238 

Total 50.174 199  

Amenities  

Attributes 

Between Groups 1.869 3 .623 

2.814 .040 Within Groups 43.395 196 .221 

Total 45.264 199  

Attitude  

Attributes 

Between Groups 18.815 3 6.272 

9.026 .000 Within Groups 136.184 196 .695 

Total 154.999 199  

 

The table shows that age of the tourists has got significance in determining the satisfaction of 

tourist on different travel attributes. Thus the null hypothesis is rejected and the alternative 

hypothesis is accepted. To determine specifically which groups are different from each other, the 

Post Hoc test was used. The result of the post Hoc test shows that the satisfaction of the age group 

40-50 on the accommodation attributes, on attraction attributes and on Attitude attributes shows 

significant result from that of other age groups. The satisfaction of the age group (30-40) and below 

20 shows significant result on the amenity attribute. 

In order to assess the satisfaction of tourists visiting Kerala on different travel attributes, the mean 

score of different travel attribute were calculated and the result is presented in table 6 

 

Table 6: The Mean Score of Different Travel Attribute 

 

Variables Mean Standard deviation Description 

Accommodation  

Attributes 
3.2625 .66345 

Moderate 

Attraction  Attributes 3.7579 .47805 High 

Accessibility  Attributes 2.7975 1.18 Moderate 

Amenities  Attributes 3.4917 .47692 Moderate 

Attitude  Attributes 3.6275 .88255 High 
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Here the mean score value of below 2.5 is taken as low, between 2.5 to 3.5 is taken as moderate and 

above 3.5 is considered as high. The result shows that the tourists show high satisfaction on the 

attraction attributes and attitude of service providers. The satisfaction on accommodation, 

accessibility and amenities are only moderate.  

 

8. Discussion and Conclusion: The main aim of the study was to assess the satisfaction of 

domestic tourists on different travel attributes of Kerala. The result shows that the tourists are 

highly satisfied with the attractions in Kerala as well as the attitude of various service providers. 

The attractions in Kerala includes natural attractions like waterfalls, hill stations, back waters etc 

and the man-made attractions like temples, palaces, churches, mosques etc .The mean score value 

(3.7579) shows that the tourists are highly satisfied with the attractions in Kerala. The other 

infrastructure facilities like accessibility, accommodation and amenities are to be developed further 

to meet the satisfaction level of the tourists. The study found that gender difference has got 

significance in satisfaction of tourist on accommodation facilities only and marital status has got 

significance in satisfaction of tourist on accommodation facilities and on attitude of service 

providers. The age of the tourists has got significance in determining the satisfaction of tourist on 

different travel attributes. The result of the Post Hoc test shows that the satisfaction of the age 

group 40-50 on the accommodation attributes, on attraction attributes and on Attitude attributes 

shows significant result from that of other age groups. The satisfaction of the age group (30-40) and 

below 20 shows significant result on the amenities. Thus the different demographic variables have 

got significance in determining the satisfaction of tourists on different travel attributes. The 

destination planners can use these information while planning for the industry. The result shows 

that Kerala is blessed with attractions and the service providers are also shows positive attitude 

towards tourists. But we are lacking behind in infrastructure facilities. So the concerned authorities 

have to do the needful to yield the maximum benefits from tourism. 

 

Thus the study throws useful insight on the satisfaction of domestic tourists on different travel 

attributes of Kerala. As understanding tourist satisfaction is necessary for the proper planning of 

the industry, the result can be taken as a guiding light. The small sample size of the study should be 

mentioned as a limitation of the research and it is limited to information provided both by primary 

and secondary data. 
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