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 This paper has two main objectives which are, to identify services that affect tourist 

satisfaction level and estimate tourist satisfaction index at the Pulau Kapas Marine Park 

(TLPK), a tourism destination in Malaysia. To meet these objectives, a set of 
questionnaire was used as an instrument to collect primary data from tourists visiting 

TLPK. The questionnaire consisted of 46 items pertaining to services provided in TLPK 

and tourist impression of TLPK as a tourism destination.  Information on specific and 
general satisfaction level regarding each item and socio demographic profiles of tourists 

were also collected. Data collected was analyzed using two computer packages namely 

the Statistical Package for Social Science (SSPSS 19.0) and AMOS (5.0). Factor 
analysis test was conducted on all the 46 items of which only 18 items were finally 

selected. The items were   classified into 4 categories and used in a multiple regression 

model to estimate tourist satisfaction. The 4 service categories/elements were i) 
diversity of tourism products ii) supporting services iii) overall trip and iv) level of 

safety. The result shows that the most significant element affecting tourist satisfaction 

or with high correlation value is supporting services (0.90), followed by level of safety 
(0.87), overall trip (0.868) and diversity of tourism products (0.854). For the overall 

model, the R-squared value is 65 which mean 65 percent of the tourist satisfaction is 

due to the four elements of services mentioned. With respect to the satisfaction index, 

this study finds that the index is at 63.05 percent which can be regarded as a moderate 

level. 
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INTRODUCTION 

    

Tourist satisfaction is an important field of study in tourism that has yet to be fully explored. Albeit the 

abundance of literature on tourism itself, work related to tourist satisfaction level is rather limited. Although 

satisfaction has been long been confined to research in the field of business [6], it has now encroached into 

tourism researches.  Satisfaction in tourism generally refers to the feelings of good, satisfied and happy as a 

result of achieved wants and desires from an activity. It is a psychological concept that occurs when a product or 

services one hopes for is as expected or beyond expectation.  Satisfaction also refers to the evaluation following 

a sales transaction or usage of product or services [23]. Identifying factors that influence satisfaction is crucial in 

managing the sustainability and development of tourism products and services. 

Kozak and Rimmington [11] asserted that tourist satisfaction has great impact on future selection of tourist 

destination thus determining repeated usage or loyalty to the destination itself [13]. Alegre Joaquin and Garau 

Jaume [1] proved that both satisfaction and number of previous visits have positive impact on tourist intention to 

revisit thus influencing tourist arrival to certain tourism destination.  

Previous studies have also summed up factors that have an impact on tourism into  two categories which are 

economic and non-economic. These factors includes purpose, attractions, economic factors, distance and  

promotion [11,15,16]. Nonetheless, tourist satisfaction remains to be one of the most important factors that 

stimulate tourist arrival on a tourism destination.  

Satisfaction related studies have garnered much attention since it has some crucial policy implications.  

Information on the level of tourist satisfaction at certain tourism destination helps in the long term strategic 

planning and provides assistance to the authority and stakeholders in improving the service quality. Feedback 

from tourists will provide important information on the strength and weaknesses of specific destination that 

would expedite the implementation of remedial measures. This enhancement would thus provide an advantage 
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in a competing economy. 

There is a need to investigate an immediate post visit perspectives from the tourist in order to gain insights 

to the relationship between destination attributes and tourists’ satisfaction. An in depth understanding of tourists’ 

attitudes and behavior measured immediately after they visit cultural/heritage destinations will provide greater 

reliability in the findings compared to when there is a lag between time of visit and data collection. Tourists 

express satisfaction or dissatisfaction after they buy tourism products and services. High level of satisfaction 

will increase their motivation to buy again and to also recommend the product to their friends. 

Based on the discussion above, this paper has two main objectives. Firstly, it intends to identify the services 

that influence tourist satisfaction and secondly, it will estimate tourist satisfaction index for Pulau Kapas Marine 

Park (TLPK). Information on determining factors and tourist satisfaction index will enable recommendations to 

be made on improving the quality, service and image of TLPK. Improvements are vital so as to enable TLPK to 

compete with other marine parks such as Pulau Tioman Marine Park, Pulau Redang, Pulau Payar and Tunku 

Abdul Rahman Marine Park. The findings of this paper will also contribute to the sustainability of this holiday 

destination.  

The general objective of this paper is to examine tourist satisfaction at TLPK. The specific objectives are to: 

i) identify determining factors that influence tourist satisfaction, and ii) estimate the total tourist satisfaction.  

Discussion on this paper is as follows: discussion on conceptual framework and satisfaction theory, research 

methodology, discussion and conclusion on research result, and policy implication.   

 

Conceptual Framework And Satisfaction Theory: 

According to Oliver, satisfaction is defined as an evaluation made by users on products and services. It is a 

subjective evaluation which ends in two alternatives: fulfillment or beyond expectation. Thus, satisfaction is said 

to be a post-purchase evaluation [12]. In the context of tourism, satisfaction refers to a function of pre-travel 

expectation and post-travel experience. When the travel experience is compared to tourist pre-travel expectation 

and resulted in gratification, the tourist can be classified as satisfied. If otherwise, the tourist is considered 

unsatisfied. 

Other definitions such as by WTO, states that satisfaction is a psychological concept that involves the 

feeling of well being and pleasure as a result of obtaining what one hopes for or expects from a product or 

service offered. Truong and Foster meanwhile state that satisfaction is reached when tourist expectation 

conforms to the tourism destination characteristics. Meanwhile, Anderson et al. distinguishes  satisfaction 

between tourist expectation and specific transaction; and total satisfaction with subsequent service. Baker and 

Crompton define satisfaction as an emotional state of mind after exposure to opportunity which is similar to 

Hunt who defines satisfaction as an evaluation to an emotion.  In summary, satisfaction is referred to as feelings 

on certain product and services offered or as a function to certain factor as previously discussed.  

In tourism literature, satisfaction is evaluated using various perspectives/theories/models which are as 

follows: Expectation/Disconfirmation theory [12]; Equity theory; Norm theory; Perceived overall performance 

theory [23]; Attribution theory; Importance – performance theory; Assimilation theory; Cognitive dissonance 

theory; Contrast theory; Assimilation-contrast theory; Generalized negativity theory and Value-percept disparity 

theory. 

Appropriately, this paper adopts the model of perceived performance [23]. In this model, dissatisfaction is a 

function of actual performance, disregarding the effects of tourist expectation. Hence, tourist satisfaction on the 

product or services provided is taken without evaluating on their prior expectations. This model is effective in 

assessing satisfaction when tourists do not know what to expect and has no prior knowledge on the condition of 

their tourism destination. The tourist actual experience will be the sole factor in determining their satisfaction 

level.    

 

Research Methodology: 

Primary data is obtained through questionnaires distributed to tourists visiting TLPK. Interviews were 

randomly conducted on 193 respondents in October 2010.  Satisfaction on    a total of 46 items regarding 

services was gathered from the tourists using a 6 point likert scale (1- highly unsatisfied and 6-highly satisfied).  

An even-numbered likert scale (1-6) was used to avoid tourist from giving a mid likert scale (value-3) answer 

that would conclude as an unsure or neutral feedback. The socio demographic profiles of the tourist were also 

obtained. Evaluation on product or services given to the tourist were grouped into seven categories, which are: i) 

overall trip, ii) cleanliness, iii) destination image, iv) diversity of tourism products,  v) infrastructure, vi) support 

facilities and vii) safety level.   

To achieve objective (1) which is to identify services that influence tourist satisfaction, the Structural 

Equation Model (SEM) using Program Analysis Moment of Structural (AMOS 5.0), is employed. There are 

several advantages in using this package which are : it can display the output graphically or model a framework  

and thus facilitates analysis and understanding on the interpretation of the output.  This method also enables 

functional relationship to have more than one independent variables link to multiple  dependent variables in a 
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single research framework. 

Two indicators are used to achieve objective (2), i.e. to estimate the value of tourist satisfaction. The first 

indicator is by analyzing the mean of the items measured. This will give a detail measure on the satisfaction 

level of each item measured in the questionnaire.   The second indicator is by developing the overall/total tourist 

satisfaction index (IKKP) as formulated (1) below. This index has a range value of 1 to 100 as to ease the 

discussion on total satisfaction. 

      

 

IKKP =              (1) 

 

             

 

S is the mean value for overall/total satisfaction, MIN is the minimum and MAX is the highest value of the 

variable. The lowest satisfaction value is at 1, while the highest satisfaction value is at 100. If the index value is 

high, then the level of total satisfaction is high; and otherwise, if the index value is low then the total satisfaction 

of the tourists is low [1]. 

 

Research Findings: 

This section discusses factors influencing tourist satisfaction and the value of TLPK’s tourist total 

satisfaction index. 

 

i) Services that influence tourist satisfaction: 

In order to achieve the first objective, the SEM method of the AMOS 5.0 computer package has reclassified 

all the (7) main services with 46 variables into 4 service categories with 18 variables that are suitable to be used 

in the tourist satisfaction model. The services are: i) diversity of tourism products, ii) support facilities, iii) 

overall trip, and iv) safety level. 

Before this model is developed, its aptness/suitability is evaluated through tests to identify extreme values 

and normality of distribution. We found that all the values are within the acceptable range of -1 and 1; this 

shows that the data distribution is normal and no extreme value exists [4]. The goodness of this model is also 

tested through a series of other tests namely the Root Mean Square Error of Approximation (RMSEA) where it 

is found that there is no serious abnormal data distribution problem since the RMSEA value which is at 0.073 is 

smaller 0.1. This result is consistent with the data distribution normality test conducted. The Root Mean Square 

Residual (RMR) test conducted produces a value of 0.089 which is close to a good model value of zero. The 

Goodness of Fit Index (GFI) test result in 0.865 which is good as it is less than 1. The Comparative Fit Index 

(CFI) test result is  0.945 which is within the scale of good model, i.e. between 1 and 0, where value closer to 1 

is deemed better [9]. 

By employing the Maximum Likelihood Estimates model from the AMOS 5.0 package, the tourist 

satisfaction model is as shown in Diagram 1. Based on the diagram, it is found that the most influential variable 

on tourist satisfaction or having the highest correlation is support facilities (0.90). This is followed by safety 

level (0.87), overall trip (0.82) and diversity of tourism products (0.81). From the overall model, it is found that 

the R-squared value is at 0.65, which means that 65 percent of tourist satisfaction can be explained or caused by 

those four categories of the main services. 

The most influential indicators for the support facilities category is fast service by staff at the information 

counter with an influence strength of 0.86. This is followed by staff willingness to help (0.83), staff not too busy 

to handle enquiries (0.82), knowledgeable staff (0.8) and public restrooms facilities at TLPK (0.56). 

For safety level category, the variables that has the most impact is frequency of supervision by enforcement 

officers (0.91), overall safety level (0.86), supervision on overall activities (0.84) and number of enforcement 

officers on duty (0.76). 

Overall trip is represented by 5 factors where accommodation and recreational activities are highly 

influential at 0.83 each. This is followed by entertainment factor at 0.75; and subsequently by transportation and 

food and drinks at an equal strength of 0.74. 

Product diversity is represented by beautiful natural environment with an influence strength of 0.89, 

followed by mind relaxation (0.82), snorkeling (0.75) and sports and recreational facilities (0.71). 
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Diagram. 1: Path Analysis Model on Influence of Product Diversity, Support Facilities, Overall Trip and Safety 

Level on Tourist Satisfaction at TLPK  

  
ii) Tourist Satisfaction Value: 

To achieve the second objective, all the original data obtained from the interviews that consist of 7 main 

services with 46 variables are utilized. This is to ensure that the index value obtained is comprehensive and truly 

reflects the satisfaction level of tourists visiting TLPK. 

Based on the analysis, tourist satisfaction on service quality and TLPK’s image destination are valued 

between 3.90 and 4.50. Based on priority, the tourists are highly satisfied with destination image; followed by 

diversity of products offered, safety level, infrastructure, support facilities, cleanliness and overall trip as shown 

in Table 1. 
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Table 1: Tourist Satisfaction Averages on TLPK Service Quality 

Service Sub-quality Satisfaction Average Satisfaction Rank 

Destination Image  4.4627 1 

Product diversity 4.2417 2 

Safety Level 4.0650 3 

Infrastructure 4.0467 4 

Support Services 3.9825 5 

Cleanliness 3.9725 6 

Overall trip 3.9700 7 

  

Table 2 detailed the average value of tourist satisfaction for each service under the service sub-quality. For 

image destination, tourists are highly satisfied with the island’s peaceful environment, followed by beautiful and 

clean beaches as well as the island’s natural terrestrial flora and fauna. These are among TLPK’s unique 

characteristics that help to lure in tourists. They are highly satisfied with the products offered since it is a mind 

relaxing destination, complemented with nature’s beauty such as beaches and marine park as well as recreational 

activities such as snorkeling. 

As for safety level, tourists are highly satisfied with the safety measures taken by the authorities, 

improvement in surveillance frequencies and the total number of enforcement officers working in the park. In 

the infrastructure service category, tourists are highly satisfied with the jetty service, facility for religious 

activities and communication system. 

Among the support facility services at TLPK, tourists are highly satisfied with the comprehensiveness of 

the service provided, willingness of the staffs to make time to entertain enquiries and their ability to listen and 

provide relevant and accurate information. In the sanitary service category, tourists are highly satisfied with the 

cleanliness at the tourism areas, restaurants and food stalls and also in public areas.  As for service on overall 

trip, tourists are highly satisfied with the transportation facilities, followed by accommodation and recreational 

facilities. 

Based on the average analysis for each of the service mentioned above, the overall satisfaction average is 

calculated to estimate tourist overall satisfaction index for TLPK. The estimated index is as shown below:  

 

1
1.00-6.00

1 - 4.1339
 99  63.05 TLPK    IKKP 








           (2) 

 

The value for the overall satisfaction index is in Table 3. The index for TLPK is at 63.05% which is based 

on a scale ranging from 0 to 100. In general, tourists visiting TLPK are satisfied with the services that were 

provided to them, but at a moderate level since the IKKP calculated is above the average value of 50 percent [1]. 

 
Table 2: Averages for 46 tourist satisfaction variables at TLPK 

Main Services Variable Indicator Tourist Satisfaction 

Average  

 
Overall Trip 

Transportation 4.13 

Accommodation 3.97 

Food and drink 3.85 

Entertainment 3.94 

Recreation 3.96 

 

Cleanliness  

Public areas 3.98 

Tourism destination areas 4.22 

Public toilets 3.80 

Restaurants and food stalls 3.89 

 

 
 

Destination Image 

Marine good quality of life 4.45 

Beautiful and clean beaches 4.59 

Diverse activities 4.16 

Island’s environment 4.50 

Abundance and variety of coral reefs 4.37 

Abundance and variety of fishes 4.49 

Clean and clear water 4.52 

Pristine and peaceful island environment  4.63 

Clean and unpolluted beaches 4.50 

Natural terrestrial flora and fauna 4.54 

Low tourist density 4.34 

 

Diversity  
Of  

Tourism Products 

 

Snorkeling  4.31 

Scuba diving 4.26 

Historical place 3.88 

Natural environment (beaches, marine parks) 4.39 

Chance for mind relaxation 4.44 

Sports and recreational attractions 4.17 



10                                                                     N.H.M. Salleh et al, 2014  

Advances in Natural and Applied Sciences, 8(1) January 2014, Pages: 5-11 

 

 

 

Infrastructure  
 

Jetty 4.11 

Telecommunication system  3.97 

Prayer facility 4.06 

 
 

 

 
 

 

Support facilities 

Public toilets 3.75 

Credit card at accommodation 3.72 

Island’s Information Counter 3.88 

Staff willingness to listen and furnish accurate information 4.02 

Staff provide fast service 4.08 

Provide additional information to tourists 4.05 

Staff willingness to help tourists 4.09 

Staff not busy attending tourist’s queries 4.06 

Staff knowledgeable in answering tourist’s queries 4.18 

Sufficient service allocation 4.00 

Sufficient fresh water supply 4.01 

Staff understands tourist’s specific needs 4.03 

 
Safety level 

Increase the number of marine park enforcement officers 4.07 

Supervision of recreational activities 4.07 

Surveillance frequency 4.05 

Good safety level  4.07 

 

Table 3: Tourist Satisfaction Index at TLPK 

 

Destination 

Overall Satisfaction 

Mean (%) 

Frequency distribution on overall satisfaction (%) Total 

1 2 3 4 5 6 

Pulau Kapas Marine 

Park 

63.05 2.2 5.4 20.5 31.6 29.5 10.9 1158 

 

Conclusion And Policy Implication: 

Tourist satisfaction is an important factor in determining tourist influx to Pulau Kapas Marine Park (TLPK). 

High level of satisfaction will increase probability of future revisits and also increase the tendency for tourist to 

make recommendations for others to visit TLPK. This will consequently have a positive perpetuating impact on 

the number of tourist arrival which will also help in generating income to the local economy.     

This paper contributes in identifying significant factors that influence tourist satisfaction at TLPK. The 

findings can be used as a guideline to improve quality and efficiency in the services provided at TLPK that 

would eventually increase tourist satisfaction level at TLPK. The results showed that the most influential 

variable in determining tourist satisfaction level or having the highest correlation is support facilities (0.90); 

followed by safety level (0.87), overall trip (0.82) and diversity of tourism product (0.81). From the overall 

model, it is found that the R-squared value is at 0.65, which means 65 percent of tourist satisfaction can be 

explained or caused by the four mentioned service categories.  

Authorities can improve the service quality at TLPK by focusing on the enhancement of primary factors 

especially on the support service facilities since tourist will have direct communication with staff on information 

related enquiries. The staffs need to be equipped with relevant knowledge and understanding in order for them 

to be able to meet the demand of their job requirements. This includes good communicative skills with multiple 

language command among staffs which can be acquired through courses and trainings. Other factors that must 

also be given attention to is improving the transportation service quality such as boats; accommodation; and 

recreational facilities. Authorities must also provide security services such as coast guards for the safety of 

tourist in TLPK. Tourist should also be exposed to cultural activities which include the traditional dances and 

games that can be promoted during their stay in TLPK.  

The estimated overall/total index value of tourist satisfaction (IKKP) at TLPK is 63.05% which means that 

in general, tourists are satisfied with the services provided since it is above the average value of 50 percent. 

Nonetheless, the IKKP value can be further improved since this value is not that impressive as compared to the 

full score of 100 percent. Authorities must take appropriate measures in ensuring services at TLPK are further 

improved. 

 

Tourist satisfaction is vital in accelerating development in the tourism sector. Tourist arrival is a crucial 

determinant in ensuring whether this sector will thrive or otherwise. If Malaysia is serious in transforming the 

economy from a nation of high average income to a high income nation by exploiting the tourism sector as its 

main catalyst, the government needs to ensure that serious efforts are undertaken to meet the needs of both local 

and foreign tourists. Both the private and public sectors should work in complementary to each other in order to 

gain benefits from the tourism industry.      
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