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Abstract 

In many countries across the globe, tourism has emerged as an important economic sector that boosts local economies. 

However, numerous new destinations have claimed their place in the tourism market resulting in high competiveness 

among destinations, whether new or established. In this context, the analysis of tourist satisfaction has gained 

significant attention in tourism literature. The objective of this study was to examine tourist satisfaction and the factors 

affecting it and also to recommend activities as an alternative way to increase tourist satisfaction. The survey was 

administered to Bulgarian tourists who were having vacations in the Municipality of Paggaio - a popular Greek 

destination. The analysis of the findings indicated that tourists were mostly satisfied with the hospitality of local people 

and shop owners, the calmness they experienced during their stay, entertainment services, as well as with the quality, 

service and price in food establishments. However, they were not satisfied with medical care and the environment in 

terms of cleanliness, noise, parking spaces and traffic. Moreover, the short distance of the destination to respondents’ 

place of residence, which can be covered by car, had a strong positive effect both on tourists’ decision to visit the 

destination and their overall satisfaction. In addition, the study proposed the provision of activities as an effective means 

of enhancing tourist satisfaction. Finally, the study raised substantial implications for actors involved in tourism at 

holiday destinations both in Greece and elsewhere. 

 

Keywords: tourist satisfaction, factors affecting tourist satisfaction, categorical regression analysis, destination 

marketing, tourist product. 

 

Introduction 

Customer satisfaction is a necessary tool for any business and tourism products are no exception. International tourism 

and travel have been experiencing remarkable development and, at the same time, competitiveness has increased 

sharply among tourist destinations (Kozak & Rimmington, 2000). It is observed that new mass tourism destinations 

emerge; existing ones continue to make progress whereas other destinations fall out of favor. Competitiveness, 
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however, occurs between established destinations rather than countries (Wang and Pizam, 2011). That is because 

destinations have different aspects and characteristics within a country. Meanwhile, tourism agents promote destinations 

rather than countries. Due to the increase in demand for package holidays, destinations are now more significant than 

individual attractions (Wang and Pizam, 2011). For this reason, the satisfaction of tourists with a destination, rather than 

with a country or a facility, is what can lead tourists to visit the same destination again in the future (Kozak & 

Rimmington, 2000). In this respect, destination management can benefit greatly from the systematic analysis of tourist 

satisfaction. 

A large body of literature has concluded that tourist satisfaction is decided by tourists’ evaluation of the destination’s 

attributes. For this reason, many studies have focused on destinations’ performance by analyzing stated tourist 

satisfaction with different attributes of the destination (such as the research works of Baker and Crompton, 2000; Yoon 

and Uysal, 2005; Alegre and Cladera, 2006). A critical factor in a future visit to a destination is tourists’ satisfaction 

with previous stays (Kozak & Rimmington, 2000; Yoon and Uysal, 2005; Alegre and Cladera, 2006; Tsekouropoulos et 

al., 2012; Andreopoulou et al., 2015). Apart from revisit intentions, there is strong evidence that tourist satisfaction can 

indicate whether tourists will recommend a destination to others (Kozak and Remington, 2000; Yoon and Uysal, 2005). 

In specific, tourists have been found to be willing to share their positive experiences with their friends and relatives 

(Yoon and Uysal, 2005) who, in turn, are affected by the personal experiences of the people they trust. Meanwhile, 

tourist satisfaction has an influence on destination choice as well as the selection of products and services at the 

destination (Kozak and Rimmington, 2000). Therefore, the objective of destination managers should be to ensure a high 

level of visitor satisfaction because this is what makes destination competitive (Yoon and Uysal, 2005). 

Many attributes of destinations affect tourists’ satisfaction. The most known attributes include the quality of the 

provided services, infrastructure, accessibility, hospitality, attraction, environment, cost, safety, cleanliness, and so forth 

(Suanmali, 2014). In addition, the performance of the tourist product and psychological products, such as meaningful 

destination are also factors that translate into satisfaction with the destination (Uysal and Noe, 2003).  

Tourist satisfaction should be thoroughly understood by those engaged in tourism and should be used as the criterion for 

evaluating the performance of tourist products (Noe and Uysal, 1997; Schofield, 2000). What is more, an understanding 

of the various needs and expectations of tourists can help destinations offer the most suitable services thereby 

improving tourist satisfaction at all levels of service. In tourist satisfaction literature, tourists are typically asked about 

those attributes that involve a destination’s “pull” features; that is, attributes that are regarded as positive and are often 

related to the reason that tourists choose a destination (Yoon and Uysal, 2005). These attributes generally exclude any 

possible negative features of the experience at the destination. Nevertheless, negative features could have an adverse 

effect on tourists’ satisfaction or even minimize their intention to return. Some examples of negative features include, 

inter alia, crowding and congestion. 

Having a precise picture of tourist satisfaction with a destination should be only the first stage in destination 

management. Understanding what could improve tourist satisfaction should be an integral part of the process which, 

however, has been neglected in tourism literature. Hence, the aim of this study is to examine the factors that affect 

tourist satisfaction and to recommend activities as an alternative way to increase tourist satisfaction. The findings of the 

study can be particularly helpful for decision makers and actors involved in tourism planning as they point to specific 

actions, which if implemented, can not only improve tourist satisfaction but help destinations sustain competitiveness in 

the long run. 

 

Study area 

The Municipality of Paggaio was the study area. It is a remarkably beautiful region located in the Prefecture of Kavala 

and has a population of 32.085 inhabitants according to the last national census in 2011. The Municipality of Paggaio is 

built at the foot of Mount Paggaio and it has been designated as a wildlife refuge while it is included in the European-

wide Natura 2000 network of protected areas. The climate of this region is Mediterranean climate with mild winters and 

hot, dry summers. The local economy is primarily based on agriculture (wheat and corn cultivation), olive oil 

production, viticulture as well as livestock farming. In summer, tourism makes a significant contribution to the local 

economy. The landscape in the region presents a diverse relief that offers visitors the opportunity to enjoy crystal clear 

beaches and traditional mountainous destinations. The study area has a notable potential to develop several forms of 

tourism. On the one hand, visitors who are keen on nature, can enjoy the mountain which is appropriate for hiking and 

involves many paths with beautiful and dense vegetation. Moreover, the area has a great potential for religious tourism 

as there are unique religious monuments such as the historical Holy Monastery of Panagia Eikosifoinissa, Holy 

Monastery of Agios Panteleimon, Holy pilgrimage of Panagia N. Peramou and many more.  

 

Methodology  

The study used structured questionnaires to collect the data. Questionnaires were completed through personal interviews 

with Bulgarian tourists who were visiting the study area from June 2020 to August 2020. Personal interviews are one of 

the best ways to collect statistical data and are widely used in surveys (Babbie 2004) because they help avoid 

misunderstandings and incomplete responses. The collected data were analyzed using the Statistical Package for the 

Social Sciences (SPSS) version 23.0. In particular, descriptive statistics, the non-parametric Friedman test, and 

Categorical regression analysis were carried out to analyze the data. Descriptive statistics can be simply described as the 

numerical procedures or graphical techniques applied to organize and delineate the characteristics or factors of a 

sample. Descriptive statistics is able to describe the midpoint of a spread of scores (Fisher and Marshall, 2009). The 



non-parametric Friedman test makes a comparison between the values of three or more correlated groups of variables. 

The distribution of the Friedman test is Chi-square distribution with degrees of freedom (df) df = k-1, where k 

represents the number of teams or samples. It classifies the values of variables for every subject separately and 

calculates the mean rank of classification values for each variable (Freund and Wilson, 2003). In essence, categorical 

regression extends the principles of classical linear regression and logarithmic analysis. By performing scaling, it gives 

values to every category of variables in such a way that they are appropriate in terms of regression and reflect the 

characteristics of the original variables. Categorical regression scales the nominal, ordinal and numerical variables in an 

optimum manner, quantifying their categories, so that the squared correlation between the quantified dependent variable 

and the linear combination of the quantified independent variables is maximized. The interpretations are related to the 

transformed variables, but they are also related to the original variables, due to the relation that exists between the 

original variables and the transformed ones (Siardos, 2000). 

 

Results 

 
Respondents’ socio-demographic characteristics 

 

Information on respondents’ socio-demographic characteristics was first collected. In terms of gender, male respondents 

(54.2%) outnumbered female respondents (45.8%). As for their age, 41.8% of respondents were aged between 25-49 

and 35.53% between 41-60 years. Significantly fewer respondents were below 24 years (9.9%) and over 60 years 

(13%). In terms of annual income, 6.5% of respondents earned below 8,000 Lev, 15.7% earned between 8,001-20,000 

Lev, 12.1% earned between 20,001-40,000 Lev, 16.9% earned between 40,001-60000 and 31% earned over 60,000 Lev 

a year.  

The reason for travelling to the Municipality of Paggaio was also examined. It was observed that the overwhelming 

majority of respondents (by 97.5%) travelled to Paggaio for vacation whereas only as few as 2.5% travelled for business 

reasons. In addition, the respondents were asked whether they travelled alone or with travel companions. Most tourists 

were travelling with their family (42.9%), partner (32.4%), friends or relatives (22%) whereas only 2.7% were 

travelling alone. Next, respondents’ were asked how much money they would spend at the destination and, it can be 

said, that respondents spent relatively low sums of money. In specific, 30.3% reported spending between 100 to 500 

Euros, 24.9% reported spending 550 to 1.000 Euros, 10.1% reported spending 1.050 to 1.500 Euros and 9.4% reported 

spending 1.600 to 3.000 Euros. Nevertheless, 0.9% spent 3.500 Euros. In addition, respondents were asked what type of 

accommodation they chose for their stay. A high percentage (by 44.7%) chose apartments/studios while considerable 

shares of respondents had chosen hotel rooms (24.7%) and rent rooms (20.2%). Conversely, notably fewer respondents 

chose to rent villas (5.4%) or to stay at a camping (4.9%).  

Respondents’ revisit intentions were then examined. In specific, respondents were asked to state whether they were 

would visit again the study area in the next two years. As it can be seen in Table 1, 73.5% stated that it is likely and 

very likely whereas 24.3% stated that they would certainly visit the destination again in the next two years. Only 2.2% 

stated that they were not likely to revisit the destination.  

 

Table 1. Frequency and percentages regarding respondents’ likelihood to visit the destination again in the next two 

years  

  Frequency Percent 

Certainly  108 24.3 

Very likely 252 56.6 

Likely 75 16.9 

Not so likely 10 2.2 

Total 445 100.0 

 

The respondents in this study were explicitly Bulgarian tourists who were having vacations in the Municipality of 

Paggaio. As the distance between the destination and the southern part of Burgaria is quite short, it is easy for 

Bulgarians to cover this distance by car. For this reason, it was considered appropriate to examine to what degree 

this affected tourists’ decision to have vacations in the study area. As shown in Table 2, a substantial share of 

respondents (by 48.3%) was affected positively by the short distance.  

 

Table 2. Frequency and percentages regarding the level that the short distance of the destination to respondents’ 

country, which can be covered by car, affected their decision to visit the study area 

 Frequency Percentage (%) 

Not at all 10 2.2 

Slightly 48 10.8 

Moderately 172 38.7 

Much 121 27.2 

Very much 94 21.1 

Total 445 100.0 



 

Respondents’ satisfaction with various attributes of the destination was then investigated. As Table 3 presents, 83.4% of 

tourists were much and very much satisfied with the calmness and the relaxation at the destination. In addition, 83.8% 

were satisfied with the quality time they passed with their travel companions on vacations. Moreover, 81.6% expressed 

their satisfaction with the hospitality and the behavior of shop owners, 80.4% were satisfied with the hospitality of local 

people and 80.2% were satisfied with the food. However, significantly lower satisfaction levels were recorded for the 

environment (cleanliness of public areas, noise pollution, roads, parking, traffic) as well as medical care.    

 

Table 3. Percentages of respondents’ satisfaction with the destination’s attributes 

 Not at all Slightly Moderately Much 
Very 

much 

Accommodation (prices, service, 

hygiene)  
1.8 7.4 28.5 467 15.5 

Food (quality, service, price) 0.2 2.5 17.1 54.6 25.6 

Natural beauty  2.0 15.1 32.6 37.3 13.0 

Local architecture 4.7 32.1 34.8 23.8 4.5 

Entertainment 0.7 5.6 19.3 41.3 33.0 

Quality time with travel companions  0.4 3.6 12.1 39.8 44.0 

Calmness – relaxation  0 3.1 13.5 38.2 45.2 

Environment (cleanliness of public areas, 

noise pollution, roads, parking, traffic)  
2.5 22.0 43.1 26.5 5.8 

Hospitality – Behavior of shop owners 0.4 1.8 16.2 55.7 25.8 

Entertainment (variety, entertainment 

spaces) 
1.6 3.6 19.1 51.5 24.3 

Infrastructure  1.1 15.1 39.1 32.6 12.1 

Medical care 2.2 16.4 43.6 33.3 4.5 

Information provision (e.g.  correct 

placement of signs) 
1.3 12.4 36.6 41.8 7.9 

Behavior of shop owners 0.4 2.5 20.2 55.7 21.1 

Hospitality of local people 0.2 1.8 17.5 51.9 28.5 

Safety 1.1 12.4 43.8 33.7 9.0 

 

To obtain a more precise picture of respondents’ satisfaction with the above attributes, responses were ranked using the 

non-parametric Friedman test. As shown in Table 4, calmness-relaxation (mean rank 11.48), quality time with travel 

companions (mean rank 11.31), hospitality of local people (mean rank 10.44), hospitality – behavior of shop owners 

(mean rank 10.32) as well as entertainment (mean rank 10.19) received the highest rankings. However, medical care 

(mean rank 5.97), local architecture (mean rank 4.78) and environment (cleanliness of public areas, noise pollution, 

roads, parking, traffic) (mean rank 5.58) were the lowest ranked attributes of the destination. 

 

Table 4. The application of the non-parametric Friedman test for ranking respondents’ satisfaction with the 

destination’s attributes 

  Mean Rank 

Accommodation (prices, service, hygiene) 8.36 

Food (quality, service, price) 10.06 

Natural beauty 7.21 

Local architecture 4.78 

Entertainment 10.19 

Quality time with travel companions 11.31 

Calmness – relaxation 11.48 

Environment (cleanliness of public areas, noise pollution, roads, 

parking, traffic) 
5.58 

Hospitality – Behavior of shop owners 10.32 

Entertainment (variety, entertainment spaces) 9.82 

Infrastructure 6.99 

Medical care 5.97 

Information provision (e.g.  correct placement of signs) 7.04 

Behavior of shop owners 9.77 

Hospitality of local people 10.44 

Safety 6.68 

N=445 Chi-Square=2235.159 df=15 Asymp. Sig.= 0.000 

 



Factors affecting tourist satisfaction with the destination  

Categorical regression was performed in order to investigate the factors that affect tourist satisfaction. More 

specifically, the cumulative score of factors was used as the dependent variable. For every individual, the cumulative 

score characterizes the individual’s response in an ordinal scale ranging from “Not at all” (1) to “Very much” (5). The 

tested independent variables were the following: “Gender”, “Age”, “Annual family income” (measured in Lev), “Type 

of accommodation”, “Likelihood to visit the destination again in the next two years”, “The short distance of the 

destination to respondents’ country which can be covered by car”, “Respondents’ form of travelling”  (alone or with 

travel companions).  

The application of the test on some categorical regression models showed a multicollinearity problem in Pratt’s relative 

importance measures and tolerance measures. The analysis with these variables gave a coefficient of multiple 

determination R2=0.49 and F= 6.082, and is statistically important. 

The standardized regression coefficients (Betas) of the independent variables showed that “Satisfaction with the 

destination” was mostly affected by the following variables: “Likelihood to visit the destination again in the next two 

years” and “The short distance of the destination to respondents’ country which can be covered by car”. In addition, the 

F value of each independent variable indicated that the removal of variables with high F value makes the model weak. 

However, the removal of the variable “Τype of accommodation” has a negligible effect on the predictive ability of the 

model. 

Moreover, the relative importance measures of the independent variables showed that the variables “Likelihood to visit 

the destination again in the next two years” (57.6 %) followed by “The short distance of the destination to respondents’ 

country which can be covered by car” (22.6%) make the greatest contribution to the dependent variable (Table 5). 

Variables’ transformation plots combined with the signs of the standardized coefficient enable us to infer that:  

 

• Tourists aged over 60 were highly satisfied and tourists aged between 25-60 were moderately satisfied. 

However, tourists aged 18-24 were the least satisfied.  

• The higher the annual income of respondents, the greater their satisfaction; tourists who earned more than 

20,000 Lev a year were moderately satisfied.  

• Tourists who stated that they will not visit the destination again in the next two years were those who were not 

satisfied with the destination.  

• Respondents who were more affected by the short distance of the destination to their place of residence, they 

were more satisfied.  

 

Table 5. Results of categorical analysis regarding the factors affecting tourist satisfaction  

Independent variables β F Sig. 

Pratt index of 

relative 

importance  

Gender 0.068 2.094 0.149 0.011 

Age 0.114 3.753 0.024 0.059 

Annual family income 0.154 2.927 0.045 0.098 

Type of accommodation 0.069 2.973 0.020 0.008 

Likelihood to visit the destination again in 

the next two years 
-0.360 18.665 0.000 0.576 

The short distance of the destination to 

respondents’ country which can be 

covered by car 

0.213 18.673 0.000 0.226 

Respondents’ form of travelling  (alone or 

with travel companions) 
0.058 1.969 0.118 0.022 

 

Alternative ways to enhance tourist satisfaction 

An alternative way to improve tourist satisfaction would be by providing various activities that match tourists’ 

expectations. For this reason, respondents’ interest in carrying out different activities during their stay n the study area 

was examined. As it can be seen in Table 6, thermal baths, spa and hydrotherapy (mean rank 10.00) as well as renting 

speedboats (mean rank 8.60) were the highest ranked activities. Conversely, mountain running (mean rank 4,29) and 

climbing (mean rank 4.48) and mountain bike (mean rank 4,61) received the lowest rankings. 

 

Table 6. The application of the Friedman test for ranking respondents’ interest for carrying out activities during their 

stay at the destination 

Ranks 

  Mean Rank 

Hiking/ Spending time in nature 6.70 

Mountaineering 5.33 

Climbing 4.48 

Rafting – kayak 5.63 



Thermal baths, spa and hydrotherapy 10.00 

Renting speedboat 8.60 

Underwater fishing 5.25 

Mountain bike 4.61 

Horse riding 5.55 

Mountain running 4.29 

Diving 5.56 

N = 445 Chi-Square = 2047.827 df= 10 Asymp. Sig. = 0.000 

 

Categorical regression showed that tourists in the age of 18 to 24 were not satisfied with the destination in contrast to 

older tourists who reported significantly higher satisfaction levels. In order to enhance satisfaction levels in this age 

group, it would be effective to offer activities that appeal to this age group. In specific, these respondents were mostly 

interested in thermal baths, spa and hydrotherapy (mean rank 9.26), renting speedboats (mean rank 7.82), diving (mean 

rank 6.82), underwater fishing (mean rank 6.17) and rafting – kayak (mean rank 5.93) (Table 7). 

 

Table 7. Interest of respondents aged 18-24 in carrying out various activities during the stay at the destination  

 

Ranks  

  Mean Rank 

Hiking/ Spending time in nature 5.63 

Mountaineering 5.08 

Climbing 4.77 

Rafting – kayak 5.93 

Thermal baths, spa and hydrotherapy 9.26 

Renting speedboat 7.82 

Underwater fishing 6.17 

Mountain bike 4.97 

Horse riding 5.31 

Mountain running 4.26 

Diving 6.81 

N= 44 Chi-Square= 138.633 df=10 Asymp. Sig. =0.000 

 

Conclusions 

Tourist satisfaction is a prominent area of research in tourism literature. The present study has been applied to a specific 

category of tourism, sun and sand tourism. However, what differentiates this study from previous works is that the study 

area is visited by Bulgarian tourists who can travel to the destination by car. In addition, although most tourists seek to 

enjoy sun and beach, the study area has remarkable natural beauties that could be utilized in creating a stronger tourist 

product. However, the main contribution of this study is that it has pointed to a new approach to tourist satisfaction; that 

is, it moves beyond the mere examination of tourist satisfaction and the factors affecting it by examining the type of 

activities that tourists would like to carry out during their stay at the destination. This is based on the idea that if tourists 

were provided with the opportunity to carry out activities that match their expectation, they would be more satisfied 

with the destination and would be more likely to revisit it or recommend it to others. In this way, this work proposes a 

more integrated approach to tourist satisfaction research while enabling actors involved in tourism planning to create 

more attractive tourist products. 

On a general note, tourists in this study were found to be satisfied with the destination and in their majority they would 

revisit it in the next two years. A closer analysis revealed that the respondents were satisfied with certain attributes in 

the destination: the relaxation and calmness they experienced during the stay, the behavior of shop owners, the 

hospitality of local people, the quality, service and price in food establishments as well as entertainment. These are thus 

the attributes that make a positive contribution to the destination’s performance and create tourist satisfaction. 

However, the respondents expressed their dissatisfaction with the provided medical care. Decision makers at the 

destination should thus consider improving the existing healthcare services or perhaps establish some healthcare units 

explicitly for tourists during the peak season. Moreover, tourists expressed some level of dissatisfaction with the 

environment in terms of cleanliness in public areas, traffic, noise and parking spaces. Neglecting efforts to address such 

issues could mean losing a valuable opportunity to rectify negative aspects of the tourist experience. From this 

perspective, the findings that emerged from the tourist satisfaction analysis are greatly illustrative. For our respondents, 

negative experiences at the destination were associated with tourism congestion and the environmental degradation. As 

these issues are likely to downgrade the tourist experience and perhaps cause frustration to tourists they should be 

addressed by relevant stakeholders.  

Categorical analysis showed that the short distance of the destination to the Bulgarian border that can be covered by car 

affected tourists’ satisfaction levels. It may be inferred that this attribute was greatly valued by Bulgarian tourists and 

perhaps had a strong effect on choosing this destination. Thus, communication strategies aiming at positioning the study 



area as an attractive destination for foreigners in neighboring countries should emphasize not only the destination’s 

most apparent attributes, such as beaches, but also the short distance of the destination to neighboring countries. 

Another noteworthy finding of this study was that younger tourists aged between 18 and 24 expressed significantly 

lower satisfaction levels in comparison to the other age groups. This indicates that actors involved in tourism need to 

exert more effort in order to improve the tourist experience for younger tourists. To that end, it would be highly 

effective to provide those activities that were found to be more appealing to this age group. In particular, tourists aged 

18-24 were found to be interested in water activities such as diving, underwater fishing, rafting, kayak, thermal baths, 

hydrotherapy, spa as well as renting speedboats. Therefore, providing these activities could enhance the satisfaction of 

young tourists.   

The analysis of tourist satisfaction also showed that tourists who earned high annual incomes were more satisfied 

compared to tourists with lower incomes. In order to enhance the satisfaction of low incomers, it is recommended to 

create attractive yet affordable holiday packages. These packages could perhaps include activities whose appeal has 

been tested by the present study.   

Finally, this study has confirmed previous research works which indicated that high tourist satisfaction has a positive 

effect on revisit intentions. In order to translate intentions into actual visits in the future, however, it is important to 

bring forward the positive attributes and correct the negative ones. Some of the issues stem from the unsustainable 

tourism development and the subsequent deterioration of natural resources. Hence, destination marketing both in the 

study area and elsewhere should support sustainable tourism development to minimize the negative impacts of the over-

development of destinations. 
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