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Abstract 
This study investigates the effects of tourist attractions, facilities, and service 
quality on visitor satisfaction at tourism destinations. A quantitative approach 
was applied using questionnaires distributed to 50 respondents selected through 
purposive sampling. Data were analyzed using validity and reliability tests, 
multiple linear regression, and hypothesis testing with t-tests and F-tests. The 
results show that tourist attractions significantly influence visitor satisfaction, 
while facilities have no significant partial effect. Service quality significantly 
affects visitor satisfaction. Simultaneously, tourist attractions, facilities, and 
service quality significantly influence visitor satisfaction.These findings indicate 
that visitor satisfaction is associated with the attractiveness of experiences and 
the quality of services provided, while the availability of facilities alone does not 
necessarily determine satisfaction. The findings provide implications for 
destination managers to improve visitor experiences and satisfaction.  

Keywords 
Tourist Attractions; Facilities; Service Quality; Visitor Satisfaction; Tourism 
Destinations.  
 
1. Introduction 
Indonesia has great tourism potential through the diversity of natural resources, 
such as mountains, hills, and archipelagos. In the increasingly diverse 
competition among destinations, the success of tourism is not only determined 
by the ability to attract tourists but also by the ability to create experiences that 
meet visitors' expectations (Luekveerawattana, 2025). Satisfaction refers to the 
feeling of pleasure or disappointment resulting from comparing perceived 
performance with expectations (Barusman & Rulian, 2020). Juliana et al. (2023) 
add that tourist satisfaction is an overall assessment of the quality of a destination 
based on treatment, service, and experience during the visit. Satisfaction becomes 
important because it can encourage repeat visits, loyalty, word-of-mouth 
recommendations, and good relationships between managers and visitors 
(Hossain et al., 2024). 

Visitor satisfaction is related to various components of the tourism experience, 
including attractions, facilities, and service quality. Attractions are the main draw 
that encourages tourists to visit (Kleynhans, 2026), while facilities support 
comfort and the fulfillment of needs during their stay at the destination 
(Nopriana et al., 2024). Service quality also plays a role in meeting visitors' 
expectations through the level of service excellence provided (Damanik & Yusuf, 
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2022). Empirically, Nopriana et al. (2024) reported that tourist attractions and 
facilities positively and significantly influence tourist satisfaction, while Singh et 
al. (2023) demonstrated a positive association between service quality and 
customer satisfaction. However, Acharya et al. (2023) found that tourists are not 
fully satisfied with the attractions, facilities, and service quality, indicating that 
the relationship between destination components and satisfaction still needs to 
be examined in different contexts. 

 

Figure 1. Visitor Satisfaction Percentage 

Source: Data Processed, 2026 

The results of the pre-research involving 30 visitors show that 63% of 
respondents are dissatisfied and 37% are satisfied, indicating an issue with 
satisfaction that needs further investigation. This condition reinforces the need 
to identify the contributions of attractions, facilities, and service quality to visitor 
satisfaction. Although previous research has examined the relationship between 
destination components and tourist satisfaction, evidence regarding the 
influence of these three factors both partially and simultaneously still needs to be 
strengthened in different destination contexts. Therefore, this study seeks to 
examine the effects of attractions, facilities, and service quality on visitor 
satisfaction and provide empirical evidence as input for tourism destination 
management. 

2. Literature Review 

2.1 Tourist Attractions 
Tourist attractions constitute a key component of tourism as they encourage 
tourists to visit (Putri et al., 2021). Martaleni et al. (2021) state that attractions 
are the main motivation for tourists, while Manrai et al. (2020) view them as the 
primary factor in attracting tourists and as a tourism resource. Attractions can be 
in the form of natural, cultural, or man-made attractions, such as natural scenery, 
cultural wealth, amusement rides, and other forms of entertainment (Andari et 
al., 2020). 

Attractive and diverse attractions can create a positive experience for tourists. 
Kristinae et al. (2025) found that tourist attractions have a positive impact on 
consumer satisfaction, while Ismadi & Suwitho (2024) showed a positive and 
significant influence of tourist attractions on tourist satisfaction. These findings 
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indicate that the appeal of the experiences offered is one of the important aspects 
in shaping visitor satisfaction. 

2.2 Tourism Facilities 
Facilities are everything that can facilitate and smooth the execution of an activity 
(Xu et al., 2019). In tourism, facilities encompass infrastructure and amenities 
that support the needs of tourists, such as roads, electricity, clean water, 
telecommunications, and various service equipment (Apriyanti et al., 2024). 
Simanihuruk et al. (2019) state that tourist facilities function to meet the needs 
of tourists so they can enjoy tourist activities comfortably, while Achmad et al. 
(2023) categorize them as facilities that support the sustainability of tourism 
activities and services. 

The availability of adequate facilities can support comfort and the tourism 
experience. Bahar et al. (2020) found that facilities have a positive impact on 
consumer satisfaction, while Arevin (2024) showed a significant influence of the 
quality of tourist facilities on visitor satisfaction. Biswas et al. (2020) also found 
that destination components, including amenities or facilities, significantly affect 
visitor satisfaction. 

2.3 Service Quality 
Service quality refers to efforts to fulfill consumer needs and desires while 
ensuring accurate delivery in accordance with their expectations (Barusman et 
al., 2020). Chiang & Trimi (2020)  define quality as product or service 
characteristics that influence its ability to satisfy consumer needs, whereas 
Hasibuan & Setyanugraha (2021)  describe it as the expected level of excellence 
and the ability to maintain it. Setiono & Hidayat (2022), identify five dimensions 
of service quality: tangibles, reliability, responsiveness, assurance, and empathy. 

Service quality forms part of the tourist experience and can shape destination 
evaluations. Singh et al. (2023) found a positive relationship between service 
quality and customer satisfaction. Similarly, Bungatang & Reynel (2021) stated 
that service quality that fulfills customer expectations can generate satisfaction. 

2.4 Visitor Satisfaction 
Satisfaction is an assessment of perceived performance compared to expectations 
(Barusman & Rulian, 2020). Brill et al. (2019) explain that satisfaction is formed 
when performance meets expectations, while Schiebler et al. (2026) view 
satisfaction as a function of the difference between perceived performance and 
expectations. In tourism, Juliana et al. (2023) describe tourist satisfaction as an 
overall evaluation of destination quality based on the treatment, services, and 
experiences encountered during the visit. 

Measuring satisfaction can include the alignment of expectations, interest in 
repeat visits, willingness to recommend, and dissatisfaction (Karagianni et al., 
2025). This study uses repeat visits and willingness to recommend as indicators 
of satisfaction. Satisfaction is important for the sustainability of tourism 
businesses because it can encourage repeat visits, loyalty, and word-of-mouth 
recommendations. 
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2.5 Conceptual Framework and Hypotheses 
Based on theoretical foundations and previous studies, attractions, facilities, and 
service quality are positioned as independent variables that are expected to 
influence visitor satisfaction as the dependent variable. 

 

 

 

 

 

 

 

 

 

Figure 2. Research Framework 
Source: Data Processed, 2026 

The research hypotheses are formulated as follows:  
H1: Attractions have an impact on visitor satisfaction.  
H2: Facilities have an impact on visitor satisfaction.  
H3: Service quality has an impact on visitor satisfaction.  
H4: Attractions, facilities, and service quality simultaneously have an impact on 
        visitor satisfaction. 

3. Method 

3.1 Research Design 
This study adopts a quantitative approach with a descriptive design to examine 
the effects of attractions, facilities, and service quality on visitor satisfaction 
(Stockemer, 2018). The research object is Puncak Mas Sukadanaham, Bandar 
Lampung, a tourist destination that offers natural attractions and various 
recreational facilities. This object was chosen because previous research showed 
that visitors were not fully satisfied with the attractions, facilities, and service 
quality, which was also supported by the results of the preliminary study. These 
conditions serve as the basis for testing the factors that influence visitor 
satisfaction. 

The research includes tourist attractions (X₁), tourist facilities (X₂), service 
quality (X₃), and visitor satisfaction (Y). Attractions are measured through rides, 
natural scenery, children's play areas, tree houses, and photo spots; facilities 
through gazebos, prayer rooms, toilets, parking lots, and food courts; service 
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quality through safety, responsiveness, information, politeness, and cleanliness; 
and satisfaction through return visits and willingness to recommend. 

3.2 Participants / Sample 
The research population is the visitors of Puncak Mas Sukadanaham, Bandar 
Lampung. The sample was determined using purposive sampling with a total of 
50 respondents. The respondents were visitors who were willing to participate 
and fill out the research questionnaire. The selection of the sample was carried 
out to obtain direct data from visitors who have experience with the attractions, 
facilities, and services being studied. 

3.3 Data Collection 
The research uses primary and secondary data. Primary data were collected 
through questionnaires distributed to 50 visitors, while secondary data were 
obtained from relevant research documents. Data collection was supplemented 
by interviews with managers and direct observations of the destination. The 
questionnaire employed a five-point Likert scale, ranging from 1 (strongly 
disagree) to 5 (strongly agree), to assess respondents’ perceptions of each 
research indicator. 

3.4 Data Analysis 
Data were quantitatively analyzed using SPSS version 25.0. The analysis involved 
validity and reliability tests, correlation coefficient analysis, coefficient of 
determination (R²), and multiple linear regression. Validity was assessed based 
on significance values, while reliability was measured using Cronbach’s Alpha 
with a 0.60 threshold. Multiple linear regression was applied to examine the 
effects of attractions, facilities, and service quality on visitor satisfaction. 
Hypothesis testing used the t-test for partial effects and the F-test for 
simultaneous effects at a 5% significance level. 

4. Results 

4.1 Descriptive Results 
Research data were obtained through a questionnaire distributed to 50 
respondents in January 2022 via WhatsApp and Instagram. The instrument 
consists of 20 statements covering five items for each variable, namely attraction, 
facilities, service quality, and visitor satisfaction. Each item is measured using a 
five-point Likert scale. 

Table 1. Questionnaire Scores for Tourist Attractions 

No. Statement 
Strongly 

Agree 
Agree Neutral Disagree 

Strongly 

Disagree 
Total 

1 

The natural scenery is 

beautiful and 

attractive. 

80 84 27 6 1 198 

2 

The hanging bicycle 

ride is good and meets 

visitor expectations. 

50 64 51 14 0 179 
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No. Statement 
Strongly 

Agree 
Agree Neutral Disagree 

Strongly 

Disagree 
Total 

3 
The children's play 

area is good. 
50 64 36 18 1 169 

4 

The treehouse is good 

and meets visitor 

expectations. 

65 44 48 16 2 175 

5 
The available photo 

spots are good. 
60 48 63 12 1 184 

 Total 305 304 225 66 5 905 

Source: Data Processed, 2026 

The questionnaire results for tourist attractions produced a total score of 905 
across five items. The highest individual score was obtained for the statement 
concerning the attractiveness of the natural scenery, with a total score of 198, 
while the lowest score was recorded for the children's play area, with a total score 
of 169. 

Table 2. Questionnaire Scores for Tourism Facilities 

No. Statement 
Strongly 

Agree 
Agree Neutral Disagree 

Strongly 

Disagree 
Total 

1 

The prayer room is 

clean and meets 

health protocols. 

55 68 30 8 1 162 

2 

The toilets are well-

maintained and 

clean. 

45 56 57 14 0 172 

3 
The parking area is 

spacious. 
60 76 42 12 0 190 

4 

The gazebos are 

comfortable for 

relaxation. 

70 64 42 12 1 189 

5 
The food court 

provides good food. 
40 40 48 34 0 162 

 Total 270 304 219 80 2 875 

Source: Data Processed, 2026 

The questionnaire results for tourism facilities produced a total score of 875. The 
highest score was obtained for the statement regarding the spaciousness of the 
parking area, with a total score of 190, while the prayer room and food court each 
obtained the lowest score of 162. 
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Table 3. Questionnaire Scores for Service Quality 

No. Statement 
Strongly 

Agree 
Agree Neutral Disagree 

Strongly 

Disagree 
Total 

1 

The management is 

responsive in 

handling visitor 

problems. 

40 56 63 16 1 176 

2 

The information 

provided is easy to 

understand. 

50 68 54 10 1 183 

3 
Employees provide 

friendly service. 
50 56 75 4 0 185 

4 
Security is 

trustworthy. 
30 68 72 8 0 178 

5 

Entrance procedures 

comply with health 

protocols. 

50 84 45 10 0 189 

 Total 220 332 309 48 2 911 

Source: Data Processed, 2026 

The total score for service quality was 911. The highest score was recorded for the 
statement concerning compliance with health protocols at the entrance, with a 
total score of 189, while the lowest score was obtained for management 
responsiveness in handling visitor problems, with a score of 176. 

Table 4. Questionnaire Scores for Visitor Satisfaction 

No. Statement 
Strongly 

Agree 
Agree Neutral Disagree 

Strongly 

Disagree 
Total 

1 

Tourist attractions 

have a major 

influence on my 

satisfaction. 

75 76 36 10 1 198 

2 

Tourism facilities 

have a major 

influence on my 

satisfaction. 

70 68 42 6 2 188 

3 

Service quality is one 

of the factors 

influencing my 

satisfaction. 

65 76 45 8 1 195 

4 

I am satisfied with my 

visit and intend to 

revisit. 

45 44 69 14 0 172 
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No. Statement 
Strongly 

Agree 
Agree Neutral Disagree 

Strongly 

Disagree 
Total 

5 

I am satisfied with my 

visit and intend to 

recommend it to 

others. 

65 64 54 6 0 189 

 Total 320 328 246 44 4 942 

Source: Data Processed, 2026 

The visitor satisfaction variable obtained a total score of 942 across five items. 
The highest score was recorded for the statement concerning the influence of 
tourist attractions on satisfaction, with a score of 198, while the lowest score was 
obtained for the intention to revisit, with a score of 172. 

4.2 Data Quality Assessment 
Before hypothesis testing, the collected questionnaire data were tabulated and 
analyzed using SPSS version 25.0. Data quality assessment was conducted to 
ensure that the research instrument was capable of measuring the variables 
consistently and appropriately. The assessment included validity and reliability 
tests for the four variables: tourist attractions, tourism facilities, service quality, 
and visitor satisfaction. 

4.2.1 Validity Test 
The validity test was performed at a 5% significance level to assess whether each 
questionnaire item appropriately measured its intended construct. The results 
showed that all items across the four variables had a significance value of 0.000, 
below the 0.05 criterion. Thus, all 20 questionnaire items were deemed valid and 
suitable for subsequent analysis. 

Table 5. Validity Test Results 

Variable Number of Items Sig. (2-tailed) Criterion Result 

Tourist Attractions 5 0.000 < 0.05 Valid 

Tourism Facilities 5 0.000 < 0.05 Valid 

Service Quality 5 0.000 < 0.05 Valid 

Visitor Satisfaction 5 0.000 < 0.05 Valid 

Source: Data Processed, 2026 

The results indicate that each item has a statistically significant relationship with 
the respective variable being measured. Thus, the questionnaire items were 
retained and used in the following stages of analysis. 

4.2.2 Validity Test 
Reliability testing employed Cronbach’s Alpha to evaluate the internal 
consistency of questionnaire items. An instrument was considered reliable when 
its Cronbach’s Alpha exceeded 0.60. The results indicated that all variables 
obtained Cronbach’s Alpha values above the established criterion. 
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Table 6. Reliability Test Results 

Variable Cronbach’s Alpha Standardized Alpha Items Result 

Tourist Attractions 0.907 0.908 5 Reliable 

Tourism Facilities 0.905 0.906 5 Reliable 

Service Quality 0.828 0.832 5 Reliable 

Visitor Satisfaction 0.905 0.908 5 Reliable 

Source: Data Processed, 2026 

The tourist attractions variable recorded the highest Cronbach’s Alpha value 
(0.907), whereas service quality had the lowest (0.828). However, all values 
exceeded the 0.60 reliability threshold. These results indicate that the items in 
each construct possess adequate internal consistency and are suitable for further 
statistical analysis. 

4.3 Correlation Analysis 
Pearson correlation analysis was used to assess the relationship between tourist 
attractions, tourism facilities, service quality, and visitor satisfaction. The 
analysis provides an initial indication of the relationship among the variables 
before proceeding to multiple linear regression and hypothesis testing. 

Table 7. Pearson Correlation Matrix 

Variables 
Tourist 

Attractions 

Tourism 

Facilities 

Service 

Quality 

Visitor 

Satisfaction 

Tourist 

Attractions 
1.000 0.848** 0.810** 0.839** 

Tourism 

Facilities 
0.848** 1.000 0.825** 0.703** 

Service Quality 0.810** 0.825** 1.000 0.779** 

Visitor 

Satisfaction 
0.839** 0.703** 0.779** 1.000 

Note: **p < 0.01; N = 50. 

Source: Data Processed, 2026 

The results show that tourist attractions have a Pearson correlation coefficient of 
0.839 with visitor satisfaction, tourism facilities have a coefficient of 0.703, and 
service quality has a coefficient of 0.779. All three relationships are statistically 
significant at the 1% level. The correlation results provide an initial indication 
that the three independent variables are associated with visitor satisfaction, 
although the direction and partial effects of each variable require further 
examination through multiple regression analysis. 

4.4 Coefficient of Determination 
The coefficient of determination was applied to assess how tourist attractions, 
tourism facilities, and service quality jointly explain variations in visitor 
satisfaction. The regression results produced an R value of 0.862, R² of 0.743, 
and Adjusted R² of 0.726. 
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Table 8. Coefficient of Determination 

R R Square Adjusted R Square Std. Error 

0.862 0.743 0.726 2.273 

Source: Data Processed, 2026 

The R² value of 0.743 shows that tourist attractions, tourism facilities, and service 
quality explain 74.3% of the variation in visitor satisfaction within the regression 
model. The remaining 25.7% is attributable to other factors beyond the variables 
investigated. This explanatory value suggests that the three variables jointly 
provide considerable information in explaining visitor satisfaction among the 
study sample. 

4.5 Multiple Linear Regression 
Multiple linear regression was used to assess the partial effects of tourist 
attractions, tourism facilities, and service quality on visitor satisfaction. The 
resulting regression equation is: 

𝑌 =  1.248 +  0.706𝑋₁ −  0.219𝑋₂ +  0.467𝑋₃ +  𝑒 

where Y represents visitor satisfaction, X₁ represents tourist attractions, X₂ 
represents tourism facilities, X₃ represents service quality, and e represents the 
error term. 

Table 9. Multiple Linear Regression Results 

Model B Std. Error Beta t Sig. 

Constant 1.248 1.671 — 0.747 0.459 

Tourist Attractions (X₁) 0.706 0.150 0.717 4.716 0.000 

Tourism Facilities (X₂) -0.219 0.159 -0.217 -1.376 0.175 

Service Quality (X₃) 0.467 0.176 0.378 2.658 0.011 

      Source: Data Processed, 2026 

The regression results show that tourist attractions have a positive coefficient of 
0.706, indicating a positive relationship with visitor satisfaction when the other 
variables are controlled. Service quality also has a positive coefficient of 0.467. In 
contrast, tourism facilities have a coefficient of −0.219. The significance values of 
each coefficient are subsequently used to determine whether the individual 
effects are statistically significant. 

4.6 Hypothesis Testing 
Hypothesis testing was performed to assess the proposed relationships between 
the independent variables and visitor satisfaction. Partial effects were examined 
using the t-test, whereas the simultaneous influence of all independent variables 
was assessed through the F-test at a 5% significance level. 

4.6.1 Partial Effect 
The t-test results show that tourist attractions significantly affect visitor 
satisfaction, with a t-value of 4.716 and a significance value of 0.000. Service 
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quality also has a significant effect, with a t-value of 2.658 and a significance value 
of 0.011. In contrast, tourism facilities have no significant effect, as reflected by a 
t-value of −1.376 and a significance value of 0.175. 

Table 10. Partial Hypothesis Testing 

Hypothesis Variable t-value Sig. Result 

H1 Tourist Attractions → Visitor Satisfaction 4.716 0.000 Supported 

H2 Tourism Facilities → Visitor Satisfaction -1.376 0.175 Not Supported 

H3 Service Quality → Visitor Satisfaction 2.658 0.011 Supported 

Source: Data Processed, 2026 

These results provide evidence that the proposed relationship involving tourist 
attractions and visitor satisfaction is statistically significant, as is the relationship 
involving service quality and visitor satisfaction. In contrast, the proposed partial 
effect of tourism facilities on visitor satisfaction is not statistically supported in 
the sample examined. 

4.6.2 Simultaneous Effect 
The F-test was applied to assess the simultaneous effects of tourist attractions, 
tourism facilities, and service quality on visitor satisfaction. The analysis yielded 
an F-value of 44.331 and a significance value of 0.000. 

Table 11. Simultaneous Hypothesis Testing 

Model Sum of Squares df Mean Square F Sig. 

Regression 686.851 3 228.950 44.331 0.000 

Residual 237.569 46 5.165 — — 

Total 924.420 49 — — — 

      Source: Data Processed, 2026 

The significance value of 0.000 is below the 0.05 threshold, indicating that 
tourist attractions, tourism facilities, and service quality collectively have a 
statistically significant relationship with visitor satisfaction. Thus, the overall 
regression model is statistically significant and supports the proposed 
simultaneous hypothesis (H4). 

5. Discussion 
The research results show that tourist attractions have a positive and significant 
impact on visitor satisfaction with a coefficient of 0.706, t = 4.716, and 
significance of 0.000. These findings are in line with Martaleni et al. (2021) and 
(Putri et al., 2021) who place attractions as the main factor in driving visits, and 
support Kristinae et al. (2025) and Ismadi & Suwitho (2024) who found a positive 
influence of attractions on satisfaction. This shows that the attractions and 
experiences offered by the destination are an important part of shaping visitor 
satisfaction. 

Tourist facilities do not have a significant effect on visitor satisfaction, with a 
coefficient of −0.219, t = −1.376, and significance of 0.175. These findings differ 
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from those of Bahar et al. (2020) and Arevin (2024) who found a significant 
impact of facilities on satisfaction. Although facilities theoretically function to 
support comfort and meet the needs of tourists, the research results show that 
this influence does not appear partially in the context of this study. 

Service quality has a positive and significant impact on visitor satisfaction, with a 
coefficient of 0.467, t = 2.658, and significance of 0.011. These results are in line 
with the concept of Bungatang & Reynel (2021) regarding the fulfillment of 
consumer needs and expectations through service quality and support Singh et 
al. (2023) who found a positive relationship between service quality and 
satisfaction. Thus, responsiveness, information, friendliness, security, and the 
service provided become important parts of the visitor experience. 

Simultaneously, attractions, facilities, and service quality significantly influence 
visitor satisfaction, with F = 44.331 and a significance of 0.000. The R² value of 
0.743 indicates that the three variables explain 74.3% of the variation in visitor 
satisfaction, while 25.7% is related to other factors outside the model. These 
findings align with the views of Juliana et al. (2023) that satisfaction is an overall 
evaluation of the travel experience and support that satisfaction can encourage 
repeat visits and recommendations. Practically, the research results indicate the 
importance of managers maintaining tourist attractions and improving service 
quality, while facilities still need to be considered as part of the overall destination 
experience. 

6. Conclusion 
This study shows that attractions and service quality have a positive and 
significant impact on visitor satisfaction, while facilities do not have a significant 
partial effect. Simultaneously, attractions, facilities, and service quality 
significantly affect visitor satisfaction, with the model explaining 74.3% of the 
variation in satisfaction. These findings underscore the importance of attractions 
and service quality in shaping the visitor experience. 

Practically, the management needs to enhance attractions, particularly the 
children's play area, improve the food court, and increase responsiveness in 
addressing visitor issues. The limitation of the research lies in the sample size of 
only 50 respondents and the use of purposive sampling. Future research could 
expand the number of respondents and include other factors outside the model 
that have the potential to explain visitor satisfaction. 
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