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Abstract 

Tourists may develop an attachment to a destination because of its ability to meet specific objectives or activity needs and/or because of 
its symbolic significance and, therefore, attachment could be an important measure of tourist satisfaction and loyalty. Despite its 
importance, only limited research has been conducted to determine the likely influences of emotional associations or meanings that 
tourists attach to the places they visit on their satisfaction and future behavior. This article studies the main elements that can influence 
customer satisfaction in tourism services, with a specific reference to the tourism industry. The importance of this topic lies in the fact 
that tourists' positive experiences with services, products and other resources provided by tourist destinations can produce customer 
loyalty as well as positive word of mouth. Indeed, satisfaction with travel experiences contributes to loyalty to the destination. The degree 
of loyalty of tourists to a destination is reflected in their intentions to revisit the destination and in their recommendations to others.  

Key Words: customer satisfaction, loyalty, perceived value, tourist destination 
 
Introduction 

Customer satisfaction has always been considered a key goal in all areas of the market, as it is assumed that satisfied 
customers would buy back the product/service and are more likely to develop product loyalty. The objective of this article is 
to trace a breakthrough on the theme of understanding customer satisfaction that can be the determinants. This is the starting 
point of the research programme. Indeed, the article begins by defining the notion of customer satisfaction and then finds, 
through a review of the literature, the elements generating customer satisfaction. 

The article follows a precise choice as to the application of the concept of customer satisfaction in tourist destinations 
because this analysis makes it possible to understand the real complexity of the subject. Indeed, empirical application makes 
it possible to precisely understand the link between the determinants of satisfaction. The article concludes with a discussion 
of the main findings. 

2. Satisfaction concept 

Customer satisfaction is determined by "a person's general feelings or attitudes towards a product after it has been 
purchased" (Solomon, 2002): it is often at the heart of companies' marketing activities (Machleit and Mantel, 2001), as it 
helps them achieve the strategic objectives they want. A high level of consumer satisfaction can increase customer loyalty 
(Fint et al., 2011; Qi et al., 2012), reduce price elasticity (Fornell et al., 2006), reduce transaction costs (Yang and Peterson, 
2004), improve the ability to attract new customers (Uncles et al., 2013), develop a solid reputation in the market (Walsh et 
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al., 2009; Rust et al., 1995) and to have a direct impact on customer retention (Rust et al, 1995). Thus, customer satisfaction 
is considered an essential indicator of the overall performance of a company. 
The central concepts of the research stream on customer satisfaction are assumed by the "quality of service" (Lazarus, 1991; 
Kuo et al., 2009; Zhao et al., 2012) and the "value of the product/service", which depends on the price paid (De Rust and 
Oliver, 1994; Nilsson et al., 2001; Morgeson et al., 2011). The higher the quality relative to the price paid, the higher the 
value perceived by consumers (Ostrowski, O'Brien& Gordon, 1993; Stock, 2011; Blocker and Flint, 2011). 
In addition, it is important to emphasize that customer satisfaction is a post-consumer assessment that disappoints, meets or 
exceeds expectations and is based on the overall experience (Wang and Yang, 2004). 
Expectations are defined as "the individual's beliefs about how a product is likely to work in the future" (Oliver, 1987). The 
direct effect of expectations can be explained by assimilation theory (Sherif and Hovland 1961): individuals experience 
psychological conflict when they perceive discrepancies between performance and previous beliefs. Subsequently, 
consumers tend to adjust their perception to their expectations in order to minimize or remove this tension (Oliver 1997). 
Thus, the assimilation effect can be described as a tendency to treat new consumer experiences in terms of existing beliefs. 
In these circumstances, satisfaction will be guided by expectations (Cherry et al., 2003; Frank and Encawa, 2009; Blocker 
and Flint, 2011). From this perspective, customer satisfaction is defined by the post-purchase evaluation of the service 
provided by the customer and the comparison of customer expectations and the actual service experience (Spreng and Dröge, 
2001; Higgs et al., 2005; Del Bosque et al., 2006). It is important to note that in the age of social media (Brown et al., 2007; 
Hartley, 2008), this ex-post stage can also take place in real time. Indeed, social networks allow customers to post comments 
on the experienced service/product both in a post-consumer phase and in real time. Satisfaction, being an attitudinal 
measure (Grisseman and Stockburger-Sauer, 2012) and not temporal, has no precise moment when it can be expressed by 
the client. However, these new tools make the process extremely fast, becoming far more influential for the management of 
companies. 
Customer satisfaction is often defined in the marketing literature as the customer's overall assessment of their experience of 
buying and consuming a good or service (Hui et al., 2007; Flint et al., 2011; Qi et al., 2012); it is extremely important 
because it reflects customers' subjective evaluations, an emotional response associated with the consumer experience 
(Kumar, 2005; Grewal et al., 2009; Falk et al, 2010). Similarly, Oliver (1989) established that emotions arising from 
evaluations will determine the individual's overall response to the consumption process. This cognitive-affective approach is 
of great value for application in this study since emotional responses are essential components of destination experiences 
(Bigné et al 2005; Ryan 1995). 
The importance of emotions in consumer behaviour patterns has increased significantly in recent years (Loken, 2006). In 
particular, it should be emphasized that the cognitive system and emotional states play an important role in the formation of 
satisfaction. The higher mental processes of understanding and evaluation would be carried out by the cognitive system, 
while emotions would be related to the individual's feelings towards service (Van Dolen et al, 2004). Finally, brand loyalty 
or commitment is conceived as the main consequence of satisfaction (Brady and Robertson, 2001; Selnes 1993; Yu and 
Dean, 2001). 
Based on this discussion, customer satisfaction depends on the existence of overlapping elements such as indicators and ex-
ante expectations. This expresses the multifaceted nature of the topic of customer satisfaction. 
In recent years, the role of the consumer has shifted from a passive buyer to an active protagonist in the creation of 
products/services (Arussy, 2002; Hetzel, 2002;  LaSalle, Britton, 2003; Shaw, Ivans, 2004; Yastrow, 2003). The centrality 
of the concept of "experience" has been reinforced by technological innovations in the areas of purchase and consumption 
of goods. The consumer wants to be more involved and be one of the main players in the creation of products/services. 
In this perspective, the experiential approach focuses on the affective and emotional component of the consumption process. 
The concept of "experience" is strictly related to the entertainment aspect and involves the participation and interaction of 
the consumer when creating the product/service. To build an experience is to give life to the product/service and emphasize 
its identity through the sensory involvement of the consumer (Shaw, Ivens, 2002; Smith, Wheeler, 2002). Pine and Gilmore 
(2011) define experience as the main subject of exchange with the consumer: it can be considered as a new type of offer, 
alongside tangible products and intangible services. 
The existing literature shows that customer satisfaction can depend on a series of elements that belong to the subjective 
sphere of the customer and the objective quality of the product/service experienced. Some work focuses on the individual 
components influencing satisfaction (customer perspective), while others focus on the intrinsic characteristics of the 
product/service and how it is delivered (business perspective). Therefore, customer satisfaction is the result of an 
overlapping perspective. In fact, it is possible to add another perspective to the two already existing. This is the systemic 
perspective that is true when it comes to complex products such as the tourism product. Therefore, this paper also adopts the 
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systemic perspective, proposing a conception of the article that adheres to this scheme both in the context of the literature 
and in the empirical session. 
Specifically, the objective of the article is to: 
- understand the relationship between customer satisfaction history by adopting an offer-side perspective; 
- understand whether there is a systemic perspective on the theme of customer satisfaction of a complex product/service and 
what are the elements that contribute to shaping it; 
- identify the customer's perception of the main components of satisfaction, thus considering the demand-side perspective 

2. Customer satisfaction in the tourism sector 

In the context of tourism, the concept of tourist satisfaction is particularly relevant and difficult to grasp because the tourism 
product is "complex" by definition (Smith, 1994). In addition, due to global competition, destinations and, more specifically, 
DMOs (Destination Management Organisations) are facing competition at the global level. 
In this scenario, the competitiveness of the destination acquires a strategic role (Kozak and Rimmington, 1999) in 
determining the current and future success of the destination itself. 
According to some authors (Kozak and Rimmington, 1999), certain attributes can contribute to the real competitiveness of 
the destination. These attributes refer to variables that influence the satisfaction or dissatisfaction of tourists during their 
holidays. 
This is the reason why this article analyzes the issue of tourist satisfaction. 
Indeed, it is easy to see that the contemporary tourist wants to live a unique experience and is no longer interested in buying 
a standardized product / service: to meet the new needs of demand, tourist destinations must prioritize the achievement of 
tourist satisfaction. 
The literature on this topic is limited due to the many aspects defining this issue and the consequent lack of a holistic 
perspective. This holistic view should include the cognitive, affective and systemic constructs (Hartman, 1973) of tourism 
satisfaction and the attributes that characterize the destination. 
In other words, tourist satisfaction must be analysed from a nested perspective that considers both demand and supply, the 
latter in the broad sense, also including the systemic perspective. 
Although the predominant literature has taken a demand-side perspective (Fields 2002; Xia et al., 2009), this article aims to 
identify the main competitive strategies that a tourist destination must implement to increase tourist satisfaction and loyalty. 
Indeed, the point of view of this article is to understand how the attributes and services of the destination affect the 
satisfaction of tourists. 
 The literature cited above illustrates the importance of customer satisfaction and loyalty for the product/service, which is 
also linked to company performance measures such as higher profitability and buyout (Kumar and Petersen, 2005; Fornell et 
al., 2006). Satisfaction reflects "a positive emotional state resulting from a customer's cumulative appreciation of their 
supplier relationship" (Lam et al., 2004); Customer satisfaction is crucial in all sectors of the market due to its significant 
impact on future consumer intentions, loyalty and word of mouth. Its centrality increases in areas where the product/service 
to be delivered is mainly immaterial and the main challenge is the creation of an experience that perfectly corresponds to the 
expectations of the consumer. That is why this paper focuses on customer satisfaction in the tourism market. 
The importance of the theme of tourism satisfaction is evidenced by numerous academic contributions, the literary 
production of which began in the 1960s (Xia et al., 2009), and by the increasing attention that practitioners have given to 
this research question. 
Of course, many researchers havewondered what tourist satisfaction depends on and, as a result, have set themselves the 
challenge of researching the elements that can influence the generation of tourist satisfaction. 
Within these studies, there is a current of research supporting the view that the image of the destination affects the 
satisfaction of tourists (Cooper, Fletcher and Gilbert, 1993; Lee et al, 2002). 
In fact, one of the main shortcomings is that most of the work that analyzes this link between the image of the destination 
and the satisfaction of tourists does not dwell on the behavioral consequences of tourists "such as loyalty and positive word-
of-mouth" (Veasna et al., 2013). linked to the destination. The latter, to some extent, can be the destination image sources. 
Indeed, "the image of the destination is defined as an attitudinal concept consisting of the sum of the beliefs, ideas and 
impressions that a tourist has of a destination" (Hosany et al., 2006). The image of the destination plays a key role in the 
choice of destination, in the subsequent evaluation and in the future intentions to return and recommend it (Bigné et al., 
2001; Chen and Tsai, 2007). 
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The explosion of contributions that conceive the image of the destination as an antecedent of tourist satisfaction represents a 
clear gap in the literature.  
This vision appears to be quite reductive and static since it does not consider that the image of the destination can be 
influenced by the experience itself (Oliver and Burke, 1999; Rodríguez del Bosque and San Martín, 2008). The 
modification of the destination image can therefore also be conceived because of satisfaction. 
In the light of these observations, this article is precisely developed on the existence of a clear relationship between the 
satisfaction of tourists and the image of the destination. 
To better understand this relationship, the article is described to first understand what are the elements that influence the 
satisfaction of tourists and then capture the image of the destination shaped in the minds of tourists. 
 If the tourism literature has mainly focused attention on tourist satisfaction, this it results in a series of concepts such as 
fidelity (Song et al, 2012) or complaints from tourists (Lee et al., 2011). 
With respect to the tourism sector, a review of the literature on motivation reveals that people travel because they are 
"pushed" to make travel decisions by internal, psychological, and "pulled" by external forces from the attributes of the 
destination. (Crompton, 1979; Dann, 1977; Uysal and Jurowski, 1994). As a result, satisfaction with travel experiences, 
based on these forces of incentive and attraction, contributes to loyalty to the destination. The degree of loyalty of tourists to 
a destination is reflected in their intentions to revisit the destination and in their recommendations to others (Oppermann, 
2000). Thus, tourist loyalty information is important for marketers and destination managers. 
The complexity of the theme of tourist satisfaction depends on its richness in terms of content. Satisfaction, in general, is a 
latent variable (Bagozzi et al, 1981; Fornell et al., 1996; Fonseca, 2009; Kaplan et al., 2007; Song et al., 2012) which, in 
order to be defined, must consider what are the backgrounds that determine it as well as the consequences and relative 
relationships between the indicators that express tourism satisfaction. 
The literature on this topic measures the satisfaction of tourists in different ways. These differences may depend on the use 
of various methodologies and indicators. 

Since satisfaction results from post-purchase analysis (Fornell, 1992; Westbrook and Oliver, 1991), studies have 
indicated countless measures to assess travel experience (Bramwell, 1998). 
This experience involves an encounter with service and the relative "judgment" (Bowen and Schouten, 2008) expressed by 
tourists after their experience that can determine satisfaction or dissatisfaction. The theme is addressed in the Overall 
Satisfaction Outlook (Wan and Chan, 2013). 
According to a destination management approach (Xia et al., 2009), destination attributes are of fundamental importance for 
valuing the experience (Alegre and Garau, 2010). The evaluation is also the result between the attributes and the ex-ante 
expectation of the tourist (Tribe and Snaith, 1998). 
In this theoretical context, several authors (Ekinci and Hosany, 2006; Usakli et al., 2011; Qu et al., 2012) have adopted the 
concept of destination image: to achieve the desired results, the construction of acoherent brand image and the way the 
destination is perceived by current and potential tourists are the main factors on which the success of the destination itself 
depends (Voase, 2012). 
The image could be defined as "the set of values, ideas and impressions that a destination is able to stimulate in the minds of 
current and potential tourists" (Della Corte, Micera, 2007). The particularity of this vision focuses on the impressions that 
the destination could and must induce both in the potential tourist (induced marketing level), and in the actual visitors 
(organic marketing level). 
During the process of transmitting positive associations, it is important to avoid stereotypes (Kotler et al., 1993) and to be 
able to create and manage a unique brand image, especially if the destination has a multiple tourist vocation and deals with a 
variety of different products/services (Della Corte, 2009). The procedure is even more complicated when the destination is 
characterized by contradictory factors (Ruzzier, de Chernatony, 2013), between which some are able to convey positive 
images (such as artistic or natural beauties, etc.), some are completely negative (such as trafficking, crime, etc.). In addition 
to this, it is important to emphasize that the contemporary market is unpredictable and constantly expanding, so it is difficult 
to build and coordinate an image capable of reaching the entire target, consisting of both loyal and new customers (Ferns 
and Walls, 2010; Ekinci et al., 2013). 
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Determinants of tourist satisfaction 
 
- Easy access by different modes of transport 
-accommodation 
-Quality of streets and road signs 
-Quality and diversity of restaurants 
-Entertainment 
-Price and value 
-Accessibility of information on stage 

- Local transport 
-Perceived security 
-Infrastructure adapted to people with reduced 

mobility 
-Cleanliness of the city 
-hospitality of local citizens 
-Organization of cultural events 
-Activities 

 
Working on the brand and the image means treating the process of connection between induced and organic level: it is 
important to keep the coherence strong with the reality of the local offer, so as not to cause a "boomerang effect" and a 
negative speech of the mouth (Hudson and Ritchie, 2009). In the pyramid of customer satisfaction of the destination (Della 
Corte, 2000), the centrality of the quality of the tourist products and services provided in the destination must be 
emphasized. Marketing is therefore an essential component of customer satisfaction and loyalty (Della Corte, 2009). 

3. Methodology 

Indeed, researchers use different measures to analyze the effects of attributes on tourist satisfaction. In order to identify the 
right indicators, this study conducted a systematic review of the work related to tourist satisfaction to understand which 
elements were taken into account. 
Furthermore, this article designs these indicators in the light of the diagram of the 6As model (Cooper et al., 1993; Della 
Corte, 2013), according to which a destination is characterized by the following characteristics: 1. access; 2. attractions; 3. 
accommodation; 4. equipment; 5. Assembly 6. ancillary services. Indeed, the variables are also grouped according to this 
scheme. 

This review led to the identification of fourteen indicators, which are precisely: 
- Ease of access through different modes of transport: several studies (Wan and Chan, 2011; 2013; Della Corte, 

2013; Kozak and Rimmington 1998; Kozak, 2001) emphasize the important role of accessibility. The mode of transport 
used to reach the destination makes a real contribution to overall satisfaction (Vetter, 1985); 

- Hosting: existing literature (Xia et al., 2009; Nash et al., 2006) on tourism satisfaction reveals that accommodation 
is a strategic player both for the competitiveness of the destination (Ekinci et al., 2003) and for tourism satisfaction itself. 

- Quality of streets and traffic signs: Although this is an underestimated attribute in the literature on tourism 
satisfaction, during the implementation phase, creating a supportive rather than complicated environment can surely avoid 
dissatisfaction and complaints. Despite the previous literature on the subject, we decide to include this variable in this study 
because it can produce dissatisfaction. 

- Quality and diversity of restaurants: according to some authors (Nield et al., 2000; Kim et al., 2010) the issue of 
"the dining experience" has been underestimated in the works studying the satisfaction of tourists. Since the consumption of 
food and beverages in a destination depends on physical, cultural, interpersonal, and statutory motivations (Fields, 2002), 
this indicator becomes extremely important for the assessment of satisfaction. Attention in previous studies has focused on 
the variety, quality, and price of food (Hui et al 2007). 

- Entertainment: Some studies find that entertainment influences tourist satisfaction (Mikulić and Prebežac, 2011; 
Xia et al, 2009; Wan and Chan, 2013; Coghlan, 2011). Entertainment cannot generate satisfaction, but its quality, variety, 
and appeal (Mikulić and Prebežac, 2011) can influence satisfaction with the destination. 

- Price and value: The perception of price and value is examined in previous studies because it is considered "an 
attribute of constant satisfaction" (Yu and Goulden, 2006, p.1338). 

- Accessibility of information on stage: during the organic phase, access to local tourist information is of 
fundamental importance. In the digital age, information can be provided through the traditional tourist information centre or 
the most advanced mobile devices. The literature on tourist information has overestimated the importance of tourist 
information for the choice of destination and, therefore, at the induced level (Jacobsen and Munar, 2012), underestimating 
the role of access to information at the organic level. The search for information and the relative accuracy and speed 
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contribute to partial satisfaction. As Ortega and Rodríguez (2007, p. 147) point out, "the tourist literature needs more 
research on destination information." That's why this article takes this variable into account. 

- Local transportation: The availability and perceived quality of local transportation in tourist destinations has been 
established to influence visitor experience, overall satisfaction, and repeat visits (Thompson and Schofield, 2007) 

- Perceived safety: The safety and security of a destination is perceived to have a significant impact on the level of 
satisfaction with a tourist trip (Tasci and Boylu, 2010). 

- Disability-friendly infrastructure: Studies show that the combination of barriers affecting travellers with disabilities 
can reduce their travel satisfaction (Daniels et al., 2005). 

- Hospitable (local) population: friendliness and hospitality of the locals is one of the main attributes of the 
destination that leads to the satisfaction of tourists (Jenkins, 1999; Kozak, 2001; Yoon and Uysal, 2005). 

- Organization of cultural events: the strong perception of authenticity of the destination can be pushed by the 
organization of cultural events, related to heritage, gastronomy, music, etc. Studies show that the organization of cultural 
events could be a measure of product quality and a determinant of tourism satisfaction (Chhabra et al., 2003; Kim et al., 
2010; Kruger et al., 2013). 

- Cleanliness of the city: Various researchers demonstrate that the cleanliness and hygiene of the city are one of the 
main determinants of tourists' satisfaction with the destination, while dirt is a clear factor of dissatisfaction (Merrilees et al., 
2009; Alegre and Garau, 2010). 

- Activities: the availability of a variety of activities (Bowen and Schouten, 2008; Danaher and Arweiler, 1996; 
Kozak, 2001) can ensure the satisfaction of tourists. The article considers under the voice "activities" all other activities not 
previously estimated in the questionnaire. As can be seen, there are many attributes that affect the satisfaction of tourists. 
The complexity of a destination in terms of existing factors makes it difficult to assess overall satisfaction. This is the reason 
why we have considered the concepts identified above as elements of partial satisfaction since each of them contributes to 
defining the overall level of satisfaction achieved by the tourist. From there, the research question behind the article is: do 
these factors isolated from the literature on the subject effectively influence tourist satisfaction? 

3.1. Data collection 
The data was collected in Agadir during the period March 2021-April 2021. Agadir is a city located in the south of Morocco 
with a population of 470,000 inhabitants. The survey was conducted using an ad hoc questionnaire, administered to a 
convenience sample for three different periods of time to better capture the dynamics of tourist satisfaction. 
Respondents were selected using convenience criteria, i.e. based on the availability of tourists to be interviewed. 
The questionnaires were administered in "collection areas" (Levy and Lemeshow, 2011) which, in our case, are some hotels 
and questionnaires administered via google form.  
We collected cross-sectional data, i.e. data collected by administering the same questionnaire to different samples composed 
of tourists characterized by similar characteristics. The main limitation of this study is our sampling design: we used small 
and practical samples, consisting of 200 units in the first wave and 250 units in the second wave: for this reason, our results 
cannot be generalized to the entire population. Nevertheless, this article aims to develop a brief practical "guide" that can be 
used to track each level of satisfaction over time. Therefore, using our simple empirical approach, it is possible to highlight 
the strengths and weaknesses of the current local supply. 
The units that make up our samples, at each wave, have similar characteristics (Table 2) and this factor facilitates the 
comparison between the results obtained using our methodology. 

4. Customer satisfaction analysis 

To measure the impact of our 14 partial satisfaction indicators, we calculated the attributable risk. Attributable risk 
expresses the proportion of dissatisfied units (of tourists) attributable to one or more risk factors (i.e. in our case it is 
attributable to dissatisfaction with the partial satisfaction indicator). Therefore, we can identify all the factors that can 
influence the tourist experience in Agadir, and we can also quantify the extent of this influence. In other words, the 
attributable risk index defines the proportion of dissatisfied units that can be removed by eliminating the risk factor 
(Buzzetti and Mastroiacovo, 2000). 

 
Before calculating this index, we analyzed the internal consistency of our set of partial satisfaction indices using Cronbach's 
alpha. The internal coherence of items is a property of scales and concerns empirical indicators of a general concept 
(Giampaglia, 1990; Corbetta, 1999). Since these indicators are useful indirect tools for revealing a general concept, they 
involve both occasional and systematic errors. Using reliability analysis, and by implementing Cronbach alpha, we can 
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obtain a measure of the level of reliability of the selected indicators. So, in other words, we can see that the selected items 
constitute a one-dimensional scale, that is, they are able to reveal the underlying dimension which, in our study, is overall 
tourism satisfaction (Nunnally, 1978). 
When the alpha value is greater than 0.75, it confirms the internal consistency of the partial satisfaction indicators (Table 2). 

 
Table 1. Internal coherence (Cronbach α) 
 Alpha            N item       

Wave 1 
2nd wave 

0.864 
0.889 

14 
14 

 
By conducting a descriptive analysis, satisfactory, unsatisfactory, and neutral factors can be immediately individualized. 
Among the factors of satisfaction, we can mention the comfort and ease of access by the different modes of transport, 
accommodation, the quality and diversity of restaurants, the price and value, the perceived safety, other activities (not 
specified by us) that are interesting for the tourists interviewed and the local hospital population. These factors are mainly 
delivered by local private actors, except for one variable (perceived security), guaranteed by the city of Agadir (Table 2) 

Table 2. Satisfaction factors (1st wave) 
 Easy 

access by 
different 
modes of 
transport 

 

Accommod
ation 

Quality 
and diversity 
of restaurants 

 

Pri
ce and 
value 

 

Perce
ived 
security 

 

Othe
r 
activities 

 

Welcom
ing local 
population 

 

unsatisfied 12,50 7,59 7,27 3,
33 

16,39 26,0
0 

6,15 

uninteresting 25,00 34,18 29,09 15
,00 

24,59 32,0
0 

3,08 

satisfied 62,50 58,23 63,64 81
,67 

59,02 42,0
0 

90,77 

 100,00 100,00 100,00 10
0,00 

100,0
0 

100,
00 

100,00 

 
Table 3. Neutral and/or satisfactory factors (1st wave) 
 Entertainment Accessibility of 

information 
Organization of 

cultural events 
Unsatisfied 24,24 26,15 26,00 
uninteresting 39,39 36,92 34,00 
Satisfied 36,36 36,92 40,00 
 100,00 100,00 100,00 
 
Table 4.Internal coherence (Cronbach α) 
 Public transport Infrastructure 

adapted to people 
with reduced mobility 

Quality of 
streets and road 
signs 

Cleanliness 
city 

Unsatisfied 84,06 92,00 38,33 79,37 
uninteresting 13,04 2,67 45,00 11,11 
Satisfied 2,90 5,33 16,67 9,52 
 100,00 100,00 100,00 100,00 
 

Other services provided by the city of Agadir (in such cases, in cooperation with local actors) are perceived differently and 
can be classified as neutral or (rather) satisfactory factors (Table 3). 
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Finally, among the dissatisfactions, we can mention public transport, infrastructure adapted to people with reduced mobility, 
the quality of streets and road signs and the cleanliness of the city. All these factors are guaranteed by the city (Table 4). 
 
To assess the magnitude of each indicator on overall satisfaction, the attributable risk (AR) can be calculated. So, for 
example, the first index (related to the ease of access by different modes of transport) is equal to 0.20. This means that we 
could reduce the number of dissatisfied customers (-20%) if we improve the comfort and frequency of access by the 
different modes of transport. Therefore, the greater the value of the attributable risk, the greater the impact of each indicator 
occurring. Thus, according to the results presented in Table 4 , it is clear that some variables, such as amusement (0.05) and 
perceived safety (0.08) are neutral (Cadotte and Turgeon; 1988), i.e. they do not have an influence on overall customer 
satisfaction. Conversely, other factors, such as the hospitality of the inhabitants (0.40) or the cleanliness of the city (0.30) 
have a significant impact on the overall satisfaction of tourists. 

 
By performing the same type of analysis on The Wave II data, we obtained various results. In this case, based on the data 
collected, it is possible to identify different satisfactory, neutral and unsatisfactory factors. 
Among the factors of satisfaction, we can again mention the accommodation, the catering etc., the quality/price ratio, the 
reception of the premises and other activities (not specified by us) of interest to the tourists interviewed. Contrary to the 
results presented above, among the satisfaction factors there is also fun, the availability of tourist information and the quality 
of streets and road signs (Table 6), which in the previous period was considered a factor of dissatisfaction. 

Table 5. Attributable risk ( 1st wave). 
Items Wav

e 1 
 
Easy access by different modes of transport 
Quality of streets and road signs 
Housing 
Quality and diversity of restaurants 
Entertainment 
Price and value 
Accessibility of information on stage 
Public transport 
Perceived security 
Facilities adapted to people with reduced mobility 
Cleanliness city 
Other activities (not specified by the questionnaire) that are interesting for the tourists 

surveyed 
hospitality of the local population  
Organization of cultural events 

R A 
0,20 
0,07 
0,27 
0,10 
0,05 
0,23 
0,11 
0,17 
0,08 
0,17 
0,30 
0,30 
0,40 
0,17 

 
Table 6. Satisfaction factors (2nd wave) 
 
 

Accommod
ation 

Quali
ty and 
diversity 
of 
restaurants 

 

Entertain
ment 

P
rice 
and 
value 

Q
uality 
of 
streets 
and 
road 
signs 

Accessi
bility of 
information  

Welco
ming local 
population 

 

Oth
er 
activities 

unsatisf
ied 

5,94 2,68 5,94 5
,94 

5,
94 

14,95 5,56 8,0
6 

unintere
sting 

17,82 10,71 17,82 1
7,82 

17
,82 

26,17 16,67 33,
87 

satisfie
d 

76,24 86,61 76,24 7
6,24 

76
,24 

58,88 77,78 58,
06 

 100 100 100 1 10 100,00 100,0 100
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00 0,00 0 ,00 
 
 
Table 7. Internal coherence (Cronbach α) Neutral/satisfactory factors (2nd wave) 
 Easy access by different modes of 

transport 
 

Organization of cultural 
events 

Unsatis
fied 

5,95 12,77 

uninter
esting 

36,90 37,23 

Satisfie
d 

57,14 50,00 

 100 100 
 
Table 8 Internal coherence (Cronbach α) 
Items Wav

e 1 
 
Easy access by different modes of transport 
Quality of streets and road signs 
Housing 
Quality and diversity of restaurants 
Entertainment 
Price and value 
Accessibility of information on stage 
Public transport 
Perceived security 
Facilities adapted to people with reduced mobility 
Cleanliness city 
Other activities (not specified by the questionnaire) that are interesting for the tourists 

surveyed 
hospitality of the local population  
Organization of cultural events 

RA 
0,06 
0,13 
0,27 
0,31 
0,30 
0,21 
0,19 
0,20 
0,22 
0,08 
0,11 
0,30 
0,32 
0,23 

Table 9. Dissatisfaction factors (1st wave) 
 Public 

transport 
Perceived 

security 
Adapted infrastructure  
people with mobility 
 Reduced 

Cleanliness 
of 

 the city 
Unsatisfied 33,33 38,83 37,50 56,19 
uninterestin

g 
23,53 23,30 43,06 24,76 

Satisfied 43,14 37,86 19,44 19,05 
 100 100 100 100 
 

5. Conclusions and recommendations 

This study examined the effects of certain destination attributes on generating customer satisfaction. According to an 
abundant scientific literature, tourist satisfaction can influence certain behaviors such as customer loyalty as well as theword 
of mouth process.  Theempirical part of this article proposes an analysis of demand based on data collected via a 
questionnaire to reveal the overall satisfaction of tourists, measured using partial satisfaction indices. In particular, the study 
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analysed: 1. services provided by the city (i.e. public transport and perceived safety, etc.), 2. services offered by local 
businesses (i.e. hotels, restaurants, nightclubs, etc.); and 3. other services, provided by public administration and local 
businesses, such as cultural events (Cooper, Fletcher, Gilbert, Wanhill, 1993; Della Corte, 2009). The center of our survey 
was the city of Agadir, the second tourist destination in the kingdom. 
The results of this research confirm that the city has an ambiguous image as a destination.  Therefore, if we consider this last 
statement, it is possible to say that tourists visiting the city are not completely satisfied. More precisely, Agadir is denoted 
by a very conflictual image: on the one hand, it is associated with an excellent culinary tradition and natural beauties (very 
beautiful beach with golden sand) but, on the other hand, it is perceived as a place where related services are limited. In 
addition, the extent of cultural, historical and traditional heritageis limited in the perception of tourists. 
From this study, it emerges that the satisfaction of tourists depends on a complex process where the role of each actor is 
fundamental and must be in tune with all the others. 
Based on these results, the correct individualization of the main factors that can generate customer satisfaction is 
fundamental to guide future strategic actions. In addition, longitudinal analysis has shown that it is more necessary than ever 
to implement orchestration strategies, enacted by local public and private actors to remove negative factors (or reduce their 
impact) and amplify the effects of positive factors influencing tourist satisfaction. 
Thus, from a theoretical point of view, the article focuses on customer satisfaction with a specific reference to service 
industries. These are special since the service is evaluated at the same time as its provision, which makes it very difficult for 
companies to offer adequate offers to an increasingly necessary demand. Methods and tools are proposed. In addition, these 
results are very useful to decision-makers since they guide the process of managing the tourism offer linked to the tourist 
image, in a vision based on experience. The limitations relate to the fact that the empirical analysis was carried out only in a 
specific area and should be extended to other destinations for subsequent comparisons. 
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