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Abstract

This study assessed the determinants influencing visitor satisfaction in Chobhar, a
developing tourist destination located on the outskirts of Kathmandu, Nepal. The
research focused on five key independent variables- environment, society, service quality,
cost, and accessibility to explore their effect on overall tourist satisfaction. A quantitative
research design was employed, targeting tourists visiting Chobhar as the study
population. Primary data were collected through a structured close-ended questionnaire
administered to 85 respondents selected via convenience sampling. The data were
analyzed using descriptive statistics, correlation, and linear regression with the help of
Jamovi software. The findings revealed that accessibility and cost had statistically
significant and positive effect on visitor satisfaction, suggesting that ease of access plays
a critical role in shaping positive tourist experiences. The result showed positive but
non-significant effect of society on tourist satisfaction. In contrast, environment and
service quality exhibited a minimal and non-significant effect on tourist satisfaction.
These findings suggest that not all commonly assumed determinants have the same effect
on visitor satisfaction. The study offers practical implications for tourism planners and
local stakeholders aiming to enhance satisfaction and sustain tourism growth in
Chobhar.
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Introduction

Tourism is a social, cultural and economic phenomenon related to the movement of
people to places outside their usual place of residence, pleasure being the usual
motivation. It has an impact on the economy, the natural and built environment, the local
population at the places visited and the visitors themselves (World Tourism Organization
(UNWTO), 2010).
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In context with a particular destination, tourist satisfaction may be the result of multiple
factors, including the expectations generated before and during the trip, as well as the
tourist’s perception of service (Xingjun, 2022), destination facility, accessibility and
attraction (Al-Ababneh, 2013), and is affected by tourist motivations and personal
characteristics of tourists (Sharma, 2023). High tourism satisfaction not only boosts
positive reviews and recommendations but also leads to their desire to revisit (Huu et al.,
2024). By focusing on improving tourist experiences, destinations can increase economic
benefits and establish a competitive edge in the travel industry.

Numerous studies have identified various determinants of visitor satisfaction in the
tourism industry which can be broadly categorized into tangible and intangible factors of
the tourist experience. Tangible factors refer to those physical aspects of the tourist
experience that can be easily measured, seen, touched, or quantified such as the quality
of infrastructure, food, amenities, and transportation facilities. On the other hand,
intangible is easily measured or quantified such as cultural immersion, nature, and
overall perceived value of the visit (Sapkota, 2024).

Tourist Satisfaction is deeply influenced by a combination of factors that shape the
overall travel experience. In most cases, destination attributes like the quality of the
accommodation, accessibility of the destination, beautiful scenery, weather conditions or
climate, and neatness are considered important attributes for a tourist’s overall
satisfaction (Som et al., 2012). If the general service provided to tourists goes beyond or
meets their expectations, then tourists will be satisfied. If not, they not only do not return
to the destination but also do not recommend it to others (Braimah et al., 2024).
Similarly, a study conducted by Bigne et al. (2001) revealed that when tourists are
willing to share their experience about a destination with their friends and family, their
intention to revisit is an indication of their satisfaction with the destination. Satisfied
tourists are more willing to recommend the destination to others which is not only free,
but also the most effective form of marketing and promotion (Beeho & Prentice, 1997,
Hallowell, 1996).

In addition, Ragavan et al. (2014) found that the accommodations and foods, attractions,
climate and image, products, accessibility, culture, communities and price can jointly
explain the tourists’ satisfaction. Equally significant determinants of tourist satisfaction
are behavioral elements like the friendliness and hospitality of local people, the presence
of helpful guidance and signage and the perceived authenticity of cultural and natural
attractions (Mindanao et al., 2020). On the other hand, the study of Shahrivar (2012)
mentioned that the attractiveness of the destination is explained by attributes such as
natural factors, cultural factors, accessibility, services, cost and price, etc.
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Satisfied tourists exhibit intention to return and share positive word-of-mouth
communication (Taylor & Baker, 1994). These behavioral intentions are crucial for the
sustainable development of emerging destinations like Chobhar, which largely depend on
positive tourist experiences for future growth. In this study, satisfaction is assessed not
only as a measure of how well the expectations of visitors are met but also as an
indicator of Chobhar’s potential for long-term tourism development. Several studies in
tourism research have consistently identified key determinants of tourist satisfaction,
such as cleanliness, hospitality, attraction, accessibility, infrastructure, environment,
safety and security (Suanmali, 2014; Shahrivar, 2012) which have been shown to
significantly influence tourist’s overall experience, likelihood of revisiting, and word-of-
mouth recommendations. In addition, customer satisfaction is a direct driver of loyalty,
mediating the relationship between service quality, perceived value, and loyalty
outcomes (So et al., 2025) and satisfied tourists are more likely to return and become
loyal, which leads to the destination’s long-term economic success (Kozak, 2001).

Since eco-tourism is known as tourism related to ecology and environment (Dhakal,
2023), Chobhar with its caves, lake, temples, traditional settlements and spiritual value
serves as a fitting example. Basically, locals from Kathmandu, Lalitpur and Bhaktapur
come to Chobhar at the weekend. Besides, domestic and foreign tourists also visit the
site daily for trekking and sightseeing. It is highly preferred destination for educational
tour. Since Chobhar is directly related to the civilization of the Kathmandu Valley, this
site is on special interest to students of history. So, the increasing influx of domestic and
international visitors to Chobhar demands a comprehensive understanding of the key
factors influencing their satisfaction to promote sustainable tourism and improve service
delivery.

In case of Chobhar, where natural beauty, cultural heritage, historical importance, and
local interactions contribute significantly to the tourist experience, understanding how
each of these factors relates to overall satisfaction is essential. Hence, analyzing these
relationships allow for a more comprehensive understanding of how to improve tourist
experiences and promote sustainable tourism in lesser-explored destinations like
Chobhar. In this context, this study has been conducted to analyze the relationship of
tourist satisfaction with key determinants; environment, society, service quality, cost and
accessibility of Chobhar.

Methods

To examine the factors influencing domestic visitors’ satisfaction at Chobhar, this study
employed a quantitative research design using primary data collected through a
structured questionnaire. The questionnaire included both closed-ended and Likert-scale
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questions and was designed to assess six key variables: environment, society, service
quality, cost, accessibility (independent variables), and tourist satisfaction (dependent
variable). A total of 85 valid responses were obtained through convenience sampling
from tourists visiting Chobhar. The survey was conducted on-site during peak visiting
hours over a period of several weeks to ensure diversity in responses. The questionnaire
measured each variable using four specific indicators, derived from prior literature and
adapted to the local context. The collected data were coded and analyzed using Jamovi
statistical software. Descriptive statistics (such as frequencies and percentages) were
used to describe respondent demographics. To test the relationships between variables
and their impact on overall tourist satisfaction, correlation and regression analysis were
conducted. The findings aim to provide empirical evidence on the key determinants
shaping visitor experiences and satisfaction in an emerging ecotourism destination like
Chobhar.

Study Variables

Tourist Satisfaction. In the tourism context, satisfaction basically stands for the function
of pre-visit expectations and post-visit encounters (Asmelash & Kumar, 2019). Tourist
satisfaction refers to the evaluation made by the tourists regarding the level of
performance that has been delivered in line with their expectations. It refers to the extent
to which tourists’ wants, aspirations, and expectations are fulfilled, leading to repeated
and sustainable purchases (Ria et al., 2024).

Environment. The environmental dimension assesses the natural appeal and cleanliness
of the destination. When tourists perceive a destination to offer high environmental value
such as natural beauty, ecological conservation, and sustainable practices, it is
anticipated that these environmental values will positively influences tourists’ overall
satisfaction at the destination (Vermeersch et al., 2016). Accordingly, this study
hypothesized as follows:

H1: Environment has positive effect on tourist satisfaction.

Society. The social aspect captures tourists’ interactions with the local community and
their perception of the cultural atmosphere. Elements like local hospitality, cultural
authenticity, and community engagement play a crucial role in shaping tourist
satisfaction. A study analyzing tourist reviews of Indonesian villages found that elements
like the friendliness of local people, traditional buildings, village atmosphere, people’s
way of life and village authenticity were top satisfaction determinants (Sari & Lestari,
2021). Accordingly, this study hypothesized as follows:

H2: Society has positive effect on tourist satisfaction.
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Service Quality. Service Quality reflects tourists’ evaluation of the services and facilities
at the destination. In some earlier studies, service quality has been defined to the extent
where service fulfills the need or expectation of the customers (Dotchin & Oakland,
1994). Service Quality is a significant factor in influencing travelers’ views and
experiences within the tourism industry. Providing service of superior quality might
result in favorable emotional reactions, heightened contentment, and enhanced
determination to return to a certain location (Akbaba, 2006). Accordingly, this study is
hypothesized as follows:

H3: Service quality has positive effect on tourist satisfaction.

Cost. In the tourism industry, prices at tourist attractions play an important role in
determining visitor satisfaction. Prices set for entrance tickets, accommodation, food,
and tourist activities affect the perceived value received by visitors. Prices that are
reasonable and in line with the facilities, services, and experiences provided will increase
visitor satisfaction because they feel they are getting value for money. Conversely, prices
that are too high or disproportionate to the quality of services received may decrease
visitor satisfaction and lead to the perception that they are not getting good value
(Yonnata, 2024). Accordingly, this study is hypothesized as follows:

H4: Cost has positive effect on tourist satisfaction.

Accessibility. Tourist satisfaction and decision to revisit are significantly influenced by
accessibility. Accessibility directly affects the amount of time and effort travelers need to
invest in visiting and enjoying the attractions and services available at a place (Ria et al.,
2024) and thus plays crucial role in trip planning, as tourists require accurate and timely
information about safe activities and sites, as well as entertainment, leisure activities,
restaurants, and accommodation (Castro et al., 2017). Accordingly, this study is
hypothesized as follows:

HS5: Accessibility has positive effect on tourist satisfaction.
Results
Demographic Features of the Respondents

So far, the demographic features of the respondents are concerned, the majority of
respondents are female, accounting for 67.06% of the sample, i.e. 57 respondents (Table
1). The majority of the respondents fall between the ages of 25 and 35 years (40%)
followed by the age group of below 25 years (25.88%) and 36-45 years (22.35%)).
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Table 1

Frequency of the Respondents Based on Demographic Variables

Baseline Characteristics N  Percent  Baseline Characteristics N  Percent

Gender Age
Male 28 3294 Less than 25 years 22 25.88
Female 57  67.06 25-35 years 34 40.00
Others 0 0.00 36-45 years 19 2235
Level of Education Above 45 years 10 11.77
No Formal Education 0 0.00  Profession
Primary Level 5 5.88 Student 29 3412
Secondary Level 7 8.24 Government Employee 6 7.06
High School 15 17.65 EII;EIVO aytzesecmr 37 4353
Bachelor's Degree 35 41.17 Business Person 5 5.88
Master's Degree 23 27.06 Self-Employed 5 5.88
Retired 3 3.53
Others 0 0.00

Note. N = 85

On the other hand, a total of 35 respondents has Bachelor’s Degree of education.
Similarly, 27.06% of the respondents reported that they are master’s degree qualified
followed by 17.65% having high school education. Most of the respondents worked as a
private sector employee counting 37 (43.53%) followed by 29 (34.12%) respondents
being student.

Correlation Analysis

The correlation matrix presented in Table 2 shows the relationship between the
dependent variable Tourist Satisfaction (TS) and the independent variables: Environment
(ENV), Society (SOC), Service Quality (SER), Cost (COST), and Accessibility (ACCE).
The values represent Pearson correlation coefficients, which measure the strength and
direction of the linear relationship between the variables.

The correlation analysis showed that all independent variables are significantly and
positively correlated with Tourist Satisfaction (TS) at the 0.001 significance level.
Among them, Accessibility (r =.907***), Environment (r =.898***), and Cost (r
=.875%**) show the strongest positive correlations with Tourist Satisfaction. This
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suggests that tourists are more satisfied when destinations are easily accessible, provide
high-quality services, and are perceived as cost-effective.

Table 2

Correlation Matrix

TS ENV SOC SER COST ACCE
TS 1
ENV .89gHHk 1
SOC 852%*x - BRO*** 1
SER 874%*x  Q30¥xx - Q] gk 1
COST 75wk 930k BSgEEE Q2% 1
ACCE 007k 919k B4Rk BROFHEE  B34HHH 1

Note. *p<.05, **p<.01 ***p<.001

In addition, strong positive correlations are observed among the independent variables
themselves. For instance, Environment and Service Quality are very highly correlated (r
=.939***)_ suggesting that tourists who appreciate environmental aspects such as
cleanliness, natural beauty and sustainability also tend to rate the service quality
favorably. Likewise, Society and Service Quality show a strong correlation (r=.919%%%),
indicating that social elements such as friendliness of locals and cultural experiences
may align closely with the perceived quality of service. Furthermore, Environment also
demonstrates strong correlations with both Accessibility (= .919***) and Cost (1=
.930%**), implying that environmental factors may influence how accessible and
affordable a destination feels to tourists. These strong interrelationships among variables
highlight the interconnected nature of tourist perceptions and suggest that improvements
in one area can positively impact others.

Overall, the correlation matrix indicates that improvements in these independent
variables especially Accessibility, Cost, and Service Quality can significantly enhance
Tourist Satisfaction at the destination. The strength and significance provide empirical
support for their inclusion as determinants in the satisfaction model.

Regression Analysis

A multiple linear regression analysis is conducted to examine how different visitor
experience factors influence overall tourist satisfaction in Chobhar. The overall
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regression model is statistically significant, with an F-value of 34.789, which indicated
that the predictors collectively explain a meaningful portion of the variation in visitor
satisfaction (Table 3). The model has a strong fit, as reflected by an R? value of 0.879
and an Adjusted R? of 0.853, meaning that approximately 85.30% of the variance in
satisfaction levels is explained by the combined effects of environment, society, service
quality, cost, and accessibility.

Table 3

Regression Result

Predictor Coefficient Std. Error t Stat P-value
Intercept -0.1946 0.372 -0.523 0.606
Environment -0.0726 0.314 -0.231 0.819
Society 0.2799 0.202 1.388 0.178
Service Quality -0.1112 0.223 -0.497 0.624
Cost 0.3553 0.212 1.68 0.080
Accessibility 0.6155 0.195 3.161 0.004

R2= 879, Adjusted R?>= .853, F value = 34.789, p-value (F) = .000

Among five predictors in the model, the regression result showed that only the factors
cost and accessibility have statistically significant effect on tourist satisfaction.
Furthermore, accessibility shows a positive regression coefficient, indicating that better
accessibility to the destination is associated with higher levels of visitor satisfaction.
Similarly, the coefficient of cost is also found positive (0.3553) which suggests that the
tourists often do not compromise on price of service and product that are directly linked
to their pleasure and entertainment. The other variables- environment, society, and
service quality do not show statistically significant effects, although they may still
contribute in meaningful ways.

Overall, the findings suggest that visitor satisfaction in Chobhar is best explained by a
combination of factors, with accessibility, followed by cost, playing the most influential
role. This highlights the importance of ensuring convenient and easy access for tourists
to improve their overall experience. While the other factors do not reach statistical
significance in this study, they could still be relevant and should not be overlooked in
practical tourism planning.
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Discussion

The purpose of this study was to identify and analyze the key determinants influencing
tourist satisfaction in Chobhar. The findings revealed a diverse effect of the studied
variables, where not all relationships were statistically significant or aligned with initial
expectations.

The variable environment was expected to have a positive influence on tourist
satisfaction, as suggested by earlier studies emphasizing the role of cleanliness, natural
beauty, ecological conservation, and sustainable practices in shaping visitor experiences
(Sahabuddin et al., 2024). However, in this study, the effect of environmental factors was
found to be negative, though statistically insignificant. This result may indicate that
while Chobhar’s natural environment holds potential, it might not currently meet visitor
expectations due to issues such as unmanaged waste, pollution, or lack of green
infrastructure.

Society, which refers to the hospitality, friendliness, and cultural interaction with local
people, also showed a positive but insignificant influence on tourist satisfaction. This
result is partially in line with the finding of Sari and Lestari (2021), where they had
found that community interaction and local friendliness were major satisfaction drivers
in rural Indonesian villages. While tourists in Chobhar may appreciate local interactions,
the results suggest that social factors alone may not strongly determine their overall
satisfaction unless combined with other positive experiences.

The effect of service quality on tourist satisfaction appears to be negative and
insignificant. This finding diverges from existing literature, which generally associates
service quality with higher satisfaction as service fulfills the need or expectation of the
customers (Dotchin & Oakland, 1994). The unexpected direction of this result may
reflect inconsistencies in service delivery, lack of trained personnel, or misalignment
between tourist expectations and actual services offered in Chobhar.

Cost showed a weak positive and statistically insignificant effect on tourist satisfaction.
This aligns with past studies suggesting that affordability can enhance satisfaction and
dissatisfaction may occur due to too high prices (Yonnata, 2024). The small coefficient
(0.3553) implies that visitors may not find cost to be a decisive factor in shaping their
experiences. It is possible that tourist perceive the value for money as acceptable, but not
impactful enough to greatly influence their overall satisfaction.

Lastly, accessibility was found to be a significant and positive determinant of tourist
satisfaction. This supports finding of Ria et al. (2024) which argued that ease of
transportation, clear direction, and infrastructure access play a vital role in creating a
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favorable tourist experience. In the context of Chobhar, accessibility seems to be a
strength, possibly due to its close proximity to the capital city; Kathmandu.

Overall, while the literature mostly supported positive relationships between all
independent variables and tourist satisfaction, the actual findings reveal mixed results in
the context of Chobhar. This suggests a need for local stakeholders to address gaps in
environmental management and service quality, while continuing to enhance
accessibility to sustain and improve tourist satisfaction. These insights provide useful
guidance for local tourism authorities and stakeholders aiming to enhance Chobhar’s
appeal as a tourist destination.
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