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Abstract

This study explores the role of customer satisfaction in promoting sustainable tourism development in
Tiruchirappalli District, Tamil Nadu. With the growing importance of sustainability in tourism, the research
examines how service quality, destination attributes, and environmental sustainability practices influence tourist
satisfaction and behavioural intentions. A quantitative research approach was adopted using structured
questionnaires administered to tourists, with data analysed through statistical tools such as correlation and
regression analysis. The findings reveal that service quality, destination attributes, and sustainability practices
significantly and positively impact customer satisfaction. Among these, destination attributes such as
infrastructure, environmental cleanliness, and cultural heritage emerged as the most influential factor.
Furthermore, customer satisfaction was found to strongly influence behavioural intentions, including revisit
intention and positive word-of-mouth, thereby contributing to sustainable tourism development. The study
concludes that enhancing tourist satisfaction is essential for achieving long-term sustainability in tourism
destinations. It highlights the need for an integrated approach combining quality service delivery, infrastructure
development, and environmental responsibility to ensure balanced tourism growth.
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L. INTRODUCTION

preservation, and economic viability as the core

. . illars of tourism development.
Tourism has emerged as one of the most significant P p

sectors contributing to global economic growth,
employment  generation, and  socio-cultural
exchange. However, the rapid expansion of tourism
activities has also raised concerns regarding
environmental degradation, cultural disruption, and
pressure on local resources. In response to these
challenges, the concept of sustainable tourism has
gained prominence, emphasizing the need to
balance economic benefits with environmental
conservation and social well-being. Sustainable
tourism seeks to manage tourism development in a
way that meets the needs of present tourists and
host communities while safeguarding opportunities
for future generations. This approach integrates

environmental protection, socio-cultural

In recent years, researchers and policymakers have
increasingly recognized that achieving sustainable
tourism development requires not only regulatory
frameworks and environmental policies but also a
strong focus on tourist experiences and perceptions.
Among the various factors influencing tourism
sustainability, customer satisfaction has emerged as
a crucial determinant of destination
competitiveness and long-term viability. Customer
satisfaction in tourism refers to the overall
evaluation of tourists based on their experiences,
expectations, and perceptions of services and
attractions at a destination. Studies have
consistently demonstrated that higher levels of
tourist satisfaction lead to positive behavioural
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outcomes such as revisit intentions, positive word-
of-mouth communication, and stronger destination
loyalty. These behavioural outcomes play a vital
role in sustaining tourism demand and ensuring the
economic sustainability of tourism destinations.

Furthermore, customer satisfaction is closely
associated with the quality of tourism services and
experiences offered by a destination. Service
quality,  destination  image, infrastructure,
environmental conditions, and cultural authenticity
are among the key determinants shaping tourist
satisfaction. When tourists perceive high-quality
services and meaningful experiences, they are more
likely to develop favourable attitudes toward the
destination and support sustainable tourism
practices. Empirical studies indicate that service
quality  dimensions  such as  reliability,
responsiveness, empathy, and physical facilities
significantly influence tourist satisfaction and
loyalty. Consequently, enhancing the quality of
tourism services not only improves visitor
experiences but also strengthens the sustainability
and competitiveness of tourism destinations.

Another critical dimension linking customer
satisfaction with sustainable tourism is the growing
awareness among regarding
environmental and social responsibility. Modern
tourists increasingly prefer destinations that
demonstrate environmental stewardship,
responsible resource management, and community
engagement. Sustainable tourism initiatives such as
eco-friendly accommodations, waste management
practices, and cultural preservation programs can

travellers

positively influence tourist perceptions and
enhance overall satisfaction. Research has shown
that environmentally responsible practices can
improve tourists’ experiences and indirectly
increase their satisfaction, thereby encouraging
responsible behaviour and long-term support for
sustainable tourism development.

India, with its rich cultural heritage, diverse
landscapes, and rapidly expanding tourism sector,
presents a unique context for examining the
relationship between customer satisfaction and
sustainable tourism development. The country has
increasingly adopted sustainable tourism policies

aimed at preserving cultural heritage, protecting
natural resources, and promoting community
participation in tourism activities. Among the many
emerging destinations in India, Tiruchirappalli
District in Tamil Nadu holds significant tourism
potential due to its historical monuments, religious
sites, and cultural attractions. Iconic landmarks
such as the Rockford Temple, Srirangam Temple,
and various heritage structures attract a large
number of domestic and international visitors each
year. However, the increasing flow of tourists also
raises concerns about infrastructure capacity,
environmental sustainability, and the overall quality
of tourist experiences in the region.

Despite the growing importance of sustainable
tourism in India, empirical research examining the
role of customer satisfaction in promoting
sustainable tourism development at the regional
level remains limited. Many existing studies focus
primarily on service quality, destination image, or
tourism demand, while relatively few explore how
tourist satisfaction can influence sustainable
tourism outcomes in specific local contexts.
Understanding the relationship between visitor
satisfaction and sustainable tourism development is
therefore essential for policymakers, tourism
planners, and local stakeholders seeking to enhance
the sustainability and competitiveness of tourism
destinations.

Against this background, the present study aims to
explore the role of customer satisfaction in
promoting sustainable tourism development in
Tiruchirappalli District. By examining tourists’
perceptions, experiences, and satisfaction levels,
the study seeks to identify key factors influencing
sustainable tourism practices in the region. The
findings of this research are expected to provide
valuable insights for tourism authorities,
destination managers, and policymakers in
designing  strategies that enhance  visitor
satisfaction ~while simultaneously promoting
environmental conservation, cultural preservation,
and community development. Ultimately, the study
contributes to the broader discourse on sustainable
tourism by highlighting the significance of
customer satisfaction as a catalyst for achieving
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balanced and responsible tourism growth.
Problem Statement

Tourism growth has significantly contributed to
economic development, but it has also created
challenges related to environmental degradation,
infrastructure pressure, and the sustainability of
tourist destinations. Sustainable tourism
development requires balancing economic benefits
with environmental protection and social well-
being. Customer satisfaction plays an important
role in determining tourists’ experiences, revisit
intentions, and support for responsible tourism
practices. However, limited research has examined
how customer satisfaction contributes to
sustainable tourism development at the regional
level. In Tiruchirappalli District, increasing tourist
arrivals raise concerns about service quality,
environmental management, and visitor
experiences, highlighting the need to investigate
the relationship between customer satisfaction and
sustainable tourism development.

Research Objectives

The present study aims to examine the relationship
between customer satisfaction and sustainable
tourism development in Tiruchirappalli District.
Specifically, the study seeks to achieve the
following objectives:

1. To analyse the relationship between service
quality and customer satisfaction in the
tourism sector of Tiruchirappalli District.

2. To evaluate the influence of destination
attributes such as infrastructure,
environmental conditions, and cultural
heritage on tourist satisfaction.

3. To assess the role of customer satisfaction in
promoting sustainable tourism development
in Tiruchirappalli District.

Research Hypotheses

Based on the objectives of the study, the following
hypotheses are proposed:

H1: Service quality has a significant positive effect
on customer satisfaction among tourists visiting
Tiruchirappalli District.

H2: Destination  attributes  (infrastructure,
environmental quality, and cultural attractions)
have a significant positive influence on customer
satisfaction.

H3: Environmental sustainability practices at
tourism destinations positively influence tourists’
satisfaction.

H4: Customer satisfaction significantly influences
tourists’ behavioural intentions, such as revisit
intention and positive word-of-mouth, which
support sustainable tourism development.

II. LITERATURE REVIEW

Mareeswaran  (2024) study  explores  the
relationship between service quality and tourist
satisfaction in the hotel sector of Tamil Nadu, India.
Recognizing the critical role that service quality
plays in the hospitality industry, this research
employs the SERVQUAL model to evaluate five
key dimensions: tangibles, reliability,
responsiveness, assurance, and empathy. Data were
collected from 300 tourists across a diverse range
of hotels in Tamil Nadu through structured
questionnaires. The analysis reveals a significant
positive correlation between all dimensions of
service quality and tourist satisfaction. Notably,
responsiveness and empathy emerged as the most
influential factors. The findings suggest that
enhancing these service quality dimensions can
substantially improve tourist satisfaction. This
study provides actionable insights for hotel
managers and policymakers to develop strategies
that elevate service standards, thereby boosting the
overall tourist experience in Tamil Nadu.

Jasrotia et al., (2023) main purpose of the study
was to explore the four dimensions of sustainable
tourism, which involve “economic sustainability,
environmental sustainability, sociocultural
sustainability, and institutional sustainability,” and
to study their impact on tourist’s satisfaction. This
study involves a survey conducted on tourists
visiting selected travel destinations from various
states in India. The travel destinations selected for
the study involved 26 destinations from 8§ states of
India. The results suggested a positive relationship
of three (environmental, sociocultural, and



Economic Sciences

https://economic-sciences.com N
L.

ES(2026)22, 5(S), 439-449 | ISSN:1505-4683 _ A

institutional) sustainability dimensions on tourist’s
satisfaction. Findings indicate that the dimensions
of environment, sociocultural, and institutional
sustainability are important for tourist’s satisfaction
and should be included for a holistic approach to
planning and monitoring sustainable tourism
development.

Sridhar et al., study investigates the influence of
destination image and infrastructure constraints on
tourist satisfaction in Kodaikanal, a well-known
eco-tourism hotspot in Tamil Nadu, India. The
research is grounded in primary data collected
through a structured questionnaire from 150
tourists visiting the region. The study applies
Exploratory Factor Analysis (EFA) to identify key
components of perceived destination image,
including  natural  scenery,
cleanliness, and cultural authenticity. Tourist
satisfaction is assessed in relation to various service
elements such as accommodation, sanitation, food
facilities, and transport services. Additionally,
infrastructure- related challenges—such as traffic
congestion, improper waste disposal, and

environmental

inadequate public amenities—are evaluated for
their impact on the tourist experience. Descriptive
statistics and ANOVA are used to explore
differences in satisfaction across demographic
groups, while Multiple Regression Analysis is
employed to assess the predictive relationship
between infrastructure constraints and overall
satisfaction levels. The findings reveal that both
destination image and infrastructure quality
significantly affect tourist satisfaction, with
infrastructure constraints emerging as a critical
deterrent. The study concludes that addressing
infrastructure-related issues and enhancing the
perceived image of eco-tourism destinations are
essential for improving visitor satisfaction and
promoting revisit intention.
VargovaDzurov&Matusikova (2025) study
analyses the impact of quality management and
sustainable initiatives on destination loyalty and
visitor satisfaction in Slovak tourism. This study
analyses the impact of quality management and
sustainable initiatives on destination loyalty and
visitor ~ satisfaction in Slovak tourism. A
quantitative survey of Slovak tourists (n = 391) was

employ ed to measure the impact of environmental
practices and service quality on destination
satisfaction and revisit intentions. On the basis of t-
tests and regression, the evidence supports a
significant positive influence of sustainability and
quality management on return visits and visitor
satisfaction. The visitors who value sustainability
are also found to be more satisfied, suggesting that
mixed methods of quality and environmental care
enhance destination competitiveness. The study
confirms that higher service quality and
sustainability practices significantly increase visitor
satisfaction and destination loyalty. Findings
further indicate that financial incentives and well-
designed environmental policies significantly
support the adoption of sustainable practices
among  tourism  enterprises in  Slovakia.
Comparative analysis highlights that while Slovak
businesses are increasingly adopting green
initiatives, the overall rate remains lower than in
neighbouring countries due to administrative
barriers and limited funding access. The results
underscore  the importance of integrating
sustainability ~with quality management to
strengthen competitiveness and long-term loyalty.
Additionally, the study identifies a significant
interaction between eco-innovation and customer
satisfaction, demonstrating that innovation-driven
enterprises achieve higher loyalty levels. Practical
implications suggest that tourism policymakers
should simplify funding mechanisms and introduce
standardized quality certifications to boost
sustainable adoption. These insights contribute to
international debates on tourism competitiveness,
providing a framework for sustainable destination
management in post-pandemic European markets.

Karim &Rabiul (2024) present study investigates
the mediating role of corporate image and customer
satisfaction between sustainability and loyalty. This
study also examines the link between customer
loyalty and word of mouth. A total of 210 guests
from four- and five-star hotels in Bangladesh
participated in the questionnaire survey. Economic,
social, and environmental sustainability positively
impact company image, customer satisfaction, and
customer loyalty. Customer loyalty has a positive
association with word of mouth. Corporate image
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partially mediates the relationship between the
three aspects of sustainability and customer loyalty,
while customer satisfaction only mediates the
relationship between social sustainability and
customer loyalty. The study’s findings contribute to
the literature on corporate sustainability, corporate
image, customer satisfaction, customer loyalty, and
word of mouth by investigating the mediating
effect of corporate image and customer satisfaction
between hotel sustainability and customer loyalty
relation.

Kurian (2023) research explores the concept of
destination image, delving into the factors
influencing the perception of a destination by
potential  visitors. By synthesizing existing
literature and conducting empirical investigations,
the study identifies the key elements that contribute
to shaping destination image. The paper
investigates the crucial role of tourist satisfaction in
the sustainable tourism paradigm and explores the
relationship between tourist satisfaction and
tourism loyalty. Utilizing advanced statistical
analyses, the research assesses the extent to which
satisfied tourists are more likely to engage in repeat
visits, positive word-of-mouth, and a commitment
to supporting sustainable practices. Loyalty is
examined not only as a measure of economic
impact but also as a potential driver for advocating
sustainable tourism principles. Ultimately, the
model presented in this research provides valuable
insights for destination management organizations,
policymakers, and tourism stakeholders seeking to
promote sustainable tourism development. The
findings contribute to the understanding of how
building a positive destination image, ensuring
tourist satisfaction, and fostering tourism loyalty
collectively create a framework for sustainable
tourism that benefits both the destination and its
stakeholders. The paper concludes with practical
recommendations for implementing sustainable
tourism strategies that prioritize environmental
conservation, cultural preservation, and community
well-being, ensuring a harmonious balance
between economic growth and responsible tourism
practices. Based upon an empirical investigation,
Chen et al., (2011) study draws upon the responses
of 1623 tourists in Kinmen to explore the notion of

destination competitiveness and how it is related to
customer satisfaction with tourists’ perceptions,
service performance and destination
competitiveness. It also considers the question of
destination = competitiveness and  sustainable
tourism development. Variables such as tourists’
pre-visit perceptions, post-visit satisfaction toward
destination attractions and resources, willingness to
recommend and revisit, and competitiveness with
foreign destinations are tested. The results of the
study suggest that there is no correlation between
tourists’ overall satisfaction and destination
competitiveness. Implications of the study outcome
illustrate that a destination's unique tourism
characteristics can be the most important variables
for destination competitiveness. In Kinmen's case,
battlefields, historic relics, beautiful scenery and
travel security gave it a competitive edge, despite
high prices. In addition, developing the
destination's brand image was found to be critical
for tourism marketers and authorities in the context
of increasingly global tourism competition.

Akram et al., (2024) study explores the impact of
green marketing tools (green advertising and eco-
labelling) and green motives on green purchase
intention, subsequently enhancing green
satisfaction and WOM, with brand experience as a
moderator. Data from 391 participants in China and
337 in India were analysed. Findings reveal (a)
green marketing tools positively affect green brand
image and trust, (b) green brand image and trust
mediate the relationship between green marketing
tools, motives, and green purchase intention, (c)
green purchase intention brings greater satisfaction
and WOM, and (d) brand experience moderates the
relationship between green brand image, trust, and
green purchase intention

IIL. Research Methodology
1. Research Design

This study adopts a quantitative research
approach using a descriptive and explanatory
research design. The aim is to examine the
relationship between service quality, destination
attributes, environmental sustainability practices,
customer satisfaction, and tourists’ behavioural
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intentions in the context of sustainable tourism
development.

2. Study Area

The research is conducted in Tiruchirappalli
District (Tamil Nadu, India), a prominent tourism
destination known for its:

e Religious sites (e.g., temples)
e  Cultural heritage attractions
e  Growing tourism infrastructure

This location provides a suitable setting to explore
how tourism experiences contribute to sustainable
development.

3. Data Collection Method

The study is based on primary data collection
using a structured questionnaire.

e Data is collected directly from domestic and
international tourists

e  Surveys are administered:
o At major tourist attractions

o Through online forms (Google Forms) for
wider reach

This mixed-mode approach helps in increasing
response diversity and reliability.

4. Sampling Design

4.1 Target Population

The target population includes:

e  Tourists visiting Tiruchirappalli District
e Individuals aged 18 years and above
4.2 Sampling Technique

A non-probability convenience sampling method
is used due to:

e Accessibility of respondents
e Time and cost constraints
However, efforts are made to ensure diversity in:

e Age groups

e  Gender
e  Travel purpose
4.3 Sample Size

A sample size of 250-400 respondents is
considered adequate for statistical analysis and
hypothesis testing, particularly for techniques like
regression and structural equation modeling (SEM).

5. Instrument Design
Development)

(Questionnaire

The questionnaire is divided into five sections:
Section A: Demographic Profile

o Age

e Gender

e  Education

e Income

e Travel purpose

e Frequency of visit

Section B: Service Quality

Measured using adapted items from the
SERVQUAL model, including:

e Tangibility

e Reliability

e Responsiveness

e  Assurance

e  Empathy

Section C: Destination Attributes

e Infrastructure (transport, accommodation)

e Environmental quality (cleanliness, pollution
levels)

e Cultural attractions (heritage, traditions)

Section D:
Practices

Environmental  Sustainability

e  Waste management

e  Eco-friendly initiatives
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e  Conservation efforts

Section E: Customer Satisfaction &Behavioral
Intentions

e  Overall satisfaction

e Revisit intention

e  Positive word-of-mouth
6. Measurement Scale

All variables are measured using a 5-point Likert
scale:

1 = Strongly Disagree

2 = Disagree
3 = Neutral
4 = Agree

5 = Strongly Agree

This scale ensures consistency and ease of response.

7. Data Analysis Techniques

Data is analyzed using statistical software i.e.,
SPSS

Techniques Used:

e Descriptive  Statistics (mean, frequency,
percentage)

e  Correlation Analysis

e  Multiple Regression Analysis

Structural Equation Modeling (SEM)
8. Hypothesis Testing

e HI, H2, H3 — Tested using regression/SEM
paths

e H4 — Tested using mediation analysis
(customer satisfaction as mediator)

Significance level:
e p<0.05
9. Ethical Considerations
e Participation is voluntary
e Respondents’ identity remains confidential
e Data is used only for academic purposes

e Informed consent is obtained before data
collection

10. Limitations of the Study

e Use of convenience sampling may limit
generalizability

o Cross-sectional design does not capture
changes over time

e Responses may be influenced by personal bias
Results

Variable Category Frequency | Percentage (%)
Gender Male 182 56.9
Female 138 43.1
Age 18-25 96 30.0
26-35 124 38.8
36-50 70 219
Above 50 30 9.3
Education Undergraduate | 110 344
Postgraduate 152 47.5
Others 58 18.1
Visit Frequency | First-time 188 58.8
Repeat visitor | 132 41.2

Most respondents are young adults (26-35 years),
indicating active tourism participation. A high

Percentage of first-time visitors suggests strong
attraction potential of Tiruchirappalli.
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Variable Mean | Standard Deviation
Service Quality 3.98 0.62
Destination Attributes | 4.12 0.58
Sustainability Practices | 3.85 0.67
Customer Satisfaction | 4.05 0.60
Behavioural Intentions | 4.18 0.55
All mean values are above 3.5, indicating a Towards destination attributes and behavioural
generally positive perception among tourists, intentions.
especially
Variables SQ DA SP CS BI
Service Quality (SQ) 1
Destination Attributes (DA) | 0.62** | 1
Sustainability Practices (SP) | 0.58** | 0.64** | 1
Customer Satisfaction (CS) | 0.71** | 0.75%* | 0.69** | 1
Behavioural Intentions (BI) | 0.66** | 0.70** | 0.65** | 0.78** | 1
Note:p < 0.01
Interpretation: Variables. Customer satisfaction shows the highest

Strong positive correlations exist between all

correlation with behavioural intentions (r = 0.78).

Predictor Beta (B) | t-value | Sig. (p-value)
Service Quality 0.312 5.84 0.000
Destination Attributes | 0.401 7.12 0.000
Sustainability Practices | 0.276 4.95 0.000

R? = (.68

Interpretation:

e All three predictors significantly influence
customer satisfaction.

e Destination attributes have the
impact (B =0.401).

e Model explains 68% variance, indicating

strongest

strong explanatory power.

Predictor Beta (B) | t-value | Sig. (p-value)
Customer Satisfaction | 0.742 12.36 0.000
R*=0.58

Interpretation:

Customer satisfaction has a very strong and

Significant effect on behavioural intentions,
confirming its central role in sustainable tourism.

Hypothesis | Statement Result
H1 Service quality positively affects customer satisfaction Supported
H2 Destination attributes positively influence customer satisfaction | Supported
H3 Sustainability practices positively influence customer satisfaction | Supported
H4 Customer satisfaction influences behavioural intentions Supported
. . service quality, destination attributes, and
Discussion

The findings of this study clearly highlight that
customer satisfaction plays a central role in
promoting sustainable tourism development in
Tiruchirappalli District. The results confirm that

environmental sustainability practices significantly
contribute to shaping tourists’ satisfaction levels,
which in turn influence their future behavioural
intentions.
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Firstly, service quality was found to have a positive
and significant impact on customer satisfaction.
This indicates that aspects such as responsiveness
of service providers, reliability, and overall
hospitality experience directly affect how tourists
perceive their visit. When tourists receive timely
assistance, courteous behaviour, and efficient
services, their overall satisfaction increases. This
finding aligns with the broader tourism literature,
which emphasizes that quality service delivery is a
fundamental driver of positive tourist experiences
and satisfaction. Secondly, destination attributes
emerged as the most influential factor affecting
customer  satisfaction. Elements such as
infrastructure, environmental cleanliness, and
cultural attractions significantly shape tourists’
perceptions. In the context of Tiruchirappalli, the
presence of well-known religious and cultural sites,
along with improving infrastructure, enhances the
attractiveness of the destination. The strong impact
of destination attributes suggests that beyond
services, the physical and cultural environment
plays a crucial role in creating memorable
experiences for tourists.

Thirdly, environmental sustainability practices
were also found to significantly influence customer
satisfaction. This reflects a growing awareness
among tourists regarding eco-friendly and
responsible tourism practices. Clean surroundings,
proper waste management, and conservation
initiatives  contribute positively to  tourists’
perceptions. The  finding  indicates  that
sustainability is no longer just a policy concern but
has become an important determinant of tourist
satisfaction and destination competitiveness.

Furthermore, the study reveals that customer
satisfaction has a strong and significant effect on
tourists’ behavioural intentions, including revisit
intention and positive word-of-mouth. Satisfied
tourists are more likely to return to the destination
and recommend it to others, thereby contributing to
sustainable tourism growth. This relationship
highlights the mediating role of satisfaction in
transforming tourism experiences into long-term
benefits for the destination.

Overall, the results suggest that sustainable tourism

development in Tiruchirappalli is strongly
dependent on maintaining high levels of customer
satisfaction. A holistic approach that integrates
quality service delivery, well-developed destination
attributes, and effective sustainability practices is
essential. These factors collectively enhance
tourists’ experiences, encourage repeat visits, and
generate positive promotion through word-of-
mouth.

In practical terms, the study emphasizes that
tourism stakeholders and policymakers should
focus on improving infrastructure, ensuring
environmental cleanliness, and maintaining high
service standards. By doing so, they can create a
sustainable tourism ecosystem where satisfied
tourists become active promoters of the destination,
ultimately leading to long-term growth and
development.

Recommendations
1. Enhance Service Quality

Tourism service providers should focus on
improving responsiveness, reliability, and customer
care to increase tourist satisfaction.

2. Improve Infrastructure

Authorities should invest in better transportation,
sanitation, accommodation, and public facilities to
enhance overall destination experience.

3. Promote Environmental Sustainability

Implement effective waste management systems,
eco-friendly practices, and conservation programs
to maintain environmental quality.

4. Strengthen Cultural Preservation

Protect and promote cultural heritage sites to
provide authentic experiences for tourists.

5. Adopt Sustainable Tourism Policies

Policymakers should integrate sustainability with
tourism planning through strict regulations and
monitoring.

6. Encourage Community Participation

Local communities should be involved in tourism
activities to ensure inclusive and sustainable

448
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development.
7. Use Technology and Smart Tourism Practices

Digital tools, mobile apps, and smart services can
improve tourist convenience and satisfaction.

Conclusion

The study concludes that customer satisfaction
plays a pivotal role in promoting sustainable
tourism development in Tiruchirappalli District.
The results confirm that service quality, destination
attributes, and environmental sustainability
practices  significantly  influence  tourists’
satisfaction levels. Among these factors, destination
attributes have the strongest impact, indicating the
importance of infrastructure, cultural richness, and
environmental conditions in shaping tourist
experiences.

Additionally, customer satisfaction strongly affects
behavioural intentions such as revisit intention and
positive word-of-mouth, which are essential for the
long-term sustainability and competitiveness of
tourism destinations. The study emphasizes that
sustainable tourism cannot be achieved solely
through policies but must also focus on enhancing
visitor experiences. Therefore, improving service
quality, maintaining environmental standards, and

strengthening destination infrastructure are critical
for fostering satisfaction and ensuring sustainable
tourism growth.
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