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ABSTRACT

Tourism refers to the act of individuals or groups spending time away from home for amusement, relaxation, and 
pleasure while utilizing commercial services. Meanwhile, the patronage of tourist destinations in Nigeria is influ-
enced by various factors, including motivations and perceptions visitors had when they visit such destinations, 
which can impact customer patronage. This study was carried out in LUFASI in Lagos state, Nigeria. A total num-
ber of 359 respondents were selected using Yamane (1967) formula. A well-structured close-ended questionnaire 
was used for data collection, and the results were statistically analyzed using both descriptive and inferential sta-
tistics. This study revealed that the primary motivation for most respondents to engage in tourism was fun, with 
49.9% of the respondents agreeing and 44.3% strongly agreeing. Additionally, 45.4% were satisfied and 44.0% 
of the respondents were very satisfied with the park. The visitors were motivated to visit the park for the follow-
ing reasons: novelty, relaxation/escape, relationships, nature, and self-development. The study also found that the 
management of LUFASI Park is doing a commendable job in managing and protecting their natural environment 
by ensuring that the inflow of tourists and their activities does not af fect the natural resources. Lufasi Park has an 
impressive environment that provides a high level of satisfaction for tourists from diverse backgrounds.

Keywords: nature-based tourism, motivation, satisfaction, tourist inflow, perception

INTRODUCTION

Tourism, historically linked to classical antiquity, refers to the movement of people from their usual environ-
ment to other places primarily for leisure, recreation, or business purposes while utilizing commercial services 
(Walton, 2021). Although the concept of travel for pleasure has ancient roots, modern tourism as a socio-eco-
nomic phenomenon emerged in Western Europe in the 17th century. According to the World Tourism Organ-
ization (2010), tourists are individuals who travel and stay outside their usual environment for no more than a 
year, for purposes such as leisure, business, or other motives, and they can do so domestically or internationally. 
In recent times, tourism has become a significant contributor to the global economy, creating opportunities for 
socio-economic development, particularly in industrialized nations (Ajake & Amalu, 2012). It has also played 
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a vital role in fostering cultural integration among people of diverse backgrounds within and across nations 
(Aniah, Eja, & Ushie, 2009). A tourist destination is defined not only by its geographical location but also by a 
combination of attractions, accessibility, amenities, and auxiliary services that distinguish it according to po-
tential visitors (World Tourism Organization, 2010). Successful destinations are those that provide appealing 
and memorable experiences, thus securing competitive advantages in the tourism market (Dwyer & Kim, 2003). 
Tourism products encompass all services and experiences consumed by tourists during their visit, ranging 
from accommodation and transportation to attractions and activities. The decision to visit a particular des-
tination is often inf luenced by factors such as ease of access, quality of accommodations, and the image pro-
jected by the destination (March & Woodside, 2005; Baloglu, 2001). Travelers are drawn to destinations by a 
combination of internal motivations—such as the desire for novelty, relaxation, and self-development—and 
external features like natural attractions, cultural heritage, and recreational activities (Lee et al., 2014). Moti-
vation plays a crucial role in tourist behavior, shaping both the decision to travel and the choice of destination 
(Yolal et al., 2015). The push and pull theory of motivation, proposed by Jang et al. (2009), posits that individ-
uals are driven to travel by internal push factors, such as the need for escape or personal growth, and exter-
nal pull factors, such as the allure of a destination’s attractions and amenities. Understanding the motiva-
tions of tourists is essential for destinations seeking to enhance their appeal and improve visitor satisfaction 
(O’Leary & Deegan, 2005). Satisfaction, on the other hand, is a critical measure of a destination’s success and 
refers to the extent to which a tourist’s experience meets or exceeds their expectations (Chen & Tsai, 2007). 
Tourist satisfaction is inf luenced by various factors, including the quality of customer service, the environ-
ment, and the overall experience provided by the destination (Eagles, 2002). High levels of satisfaction lead to 
positive word-of-mouth and repeat visits, contributing to the long-term sustainability of tourist destinations 
(Ninemeier & Perdue, 2008). This study aims to explore the relationship between tourist motivation and sat-
isfaction at the Lekki Urban Forest and Animal Shelter Initiative (LUFASI), a nature-based tourism site in La-
gos State, Nigeria. LUFASI provides a unique blend of conservation, recreation, and educational experiences, 
making it an ideal case for understanding how different motivational factors inf luence tourist satisfaction 
in a natural setting.

LITERATURE REVIEW

Concept of Motivation in Tourism

Motivation is central to understanding tourist behavior, as it explains the reasons behind individuals’ trav-
el decisions and activities at a destination. Derived from the Latin verb movere, meaning “to move,” moti-
vation can be described as the internal or external factors that propel individuals to engage in specific ac-
tions (Tran & Ralston, 2006). In tourism, motivation ref lects the needs, desires, and goals that inf luence 
the decision to travel. According to Pearce (2013), psychological needs drive tourist behavior, coordinating 
and integrating actions that fulfill those needs. These motivations play a critical role in destination choice, 
shaping both the decision to travel and the specific activities undertaken (Yolal et al., 2015). Several studies 
categorize tourist motivations into psychological, socio-cultural, and environmental drivers. Psychologi-
cal motivations involve personal fulfillment, novelty, and the desire to escape everyday life (Park & Yoon, 
2009). Socio-cultural motivations include the desire to interact with different people and experience di-
verse cultures, while environmental factors often pertain to the natural beauty and scenery of a destina-
tion (Aniah et al., 2009).
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Push and Pull Theory of Motivation

One of the most widely accepted frameworks for understanding tourist motivation is the push and pull theo-
ry. According to Jang et al. (2009), push factors refer to the internal or psychological desires that motivate in-
dividuals to travel, such as the need for relaxation, adventure, or self-development. These are intrinsic moti-
vations that drive the initial decision to travel. On the other hand, pull factors relate to the external attributes 
of a destination that attract tourists, such as natural beauty, cultural heritage, or unique attractions (Jang & 
Cai, 2002). This theory suggests that successful destinations must cater to both the internal motivations of 
tourists and provide appealing external features (Pan & Ryan, 2007). For example, travelers may be pushed 
to seek relaxation and adventure while being pulled by the scenic beauty and recreational activities offered 
by a destination like LUFASI Park.

Tourism Motivation and Ecotourism

In the context of ecotourism, where nature and conservation are central, motivations often stem from a de-
sire to engage with nature, learn about conservation efforts, and experience tranquility away from urban 
environments. Studies by Lee et al. (2014) highlight that ecotourists are often driven by a combination of 
relaxation and educational pursuits. Factors such as the opportunity to reconnect with nature, engage in en-
vironmentally responsible activities, and contribute to conservation efforts can significantly inf luence eco-
tourism motivations. Moreover, the element of novelty experiencing something different or unique—also 
plays a pivotal role in motivating tourists to visit nature-based attractions (Mak, 2015).

Concept of Satisfaction in Tourism

Tourist satisfaction is a key measure of a destination’s success, referring to the fulfillment of tourists’ expec-
tations during their visit. Satisfaction is inf luenced by both the quality of services and the overall experience 
provided by the destination. According to Chen and Tsai (2007), tourist satisfaction is determined by how 
well a destination meets or exceeds the expectations tourists form before their visit. The degree of satisfac-
tion inf luences whether a tourist will return to a destination or recommend it to others. In the tourism con-
text, satisfaction is often linked to the perceived value of the experiences, which include factors like service 
quality, accessibility, and the destination’s ability to provide the desired experience (Severt et al., 2007). High 
levels of satisfaction contribute to positive word-of-mouth and destination loyalty, while dissatisfaction can 
lead to negative perceptions that harm a destination’s reputation.

Factors Af fecting Tourist Satisfaction

Several factors inf luence tourist satisfaction, including destination accessibility, amenities, natural beau-
ty, and customer service. Goeldner, Ritchie, and McIntosh (2000) argue that tourists evaluate a destination 
based on the quality of its transportation, accommodation, and attractions. Satisfaction is closely tied to the 
overall experience at a destination, and it can be impacted by both the tangible and intangible aspects of the 
visit. For instance, Baloglu (2001) notes that a destination’s image, shaped by marketing and prior visitor ex-
periences, plays a crucial role in forming tourist expectations and satisfaction. Eagles (2002) further empha-
sizes that tourist satisfaction in nature-based destinations is heavily inf luenced by the quality of the natural 
environment and the conservation practices in place. In such settings, tourists expect not only to enjoy the 
scenery, but also to see that the environment is being preserved and that their presence does not negatively 
impact the area. This is particularly important in destinations like LUFASI, where conservation and educa-
tion are key elements of the tourist experience.
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Ecotourism and Tourist Satisfaction

Ecotourism offers unique challenges and opportunities in terms of tourist satisfaction. Lee et al. (2014) iden-
tifies that ecotourism satisfaction is often driven by educational experiences, environmental conservation 
efforts, and opportunities for personal growth. Ecotourists generally seek more than just entertainment—
they are keen to learn, engage with local cultures, and contribute to the sustainability of the environment. In 
this context, the satisfaction of ecotourists is closely tied to the perceived authenticity and sustainability of 
their experiences.

The Relationship between Motivation and Satisfaction

There is a strong relationship between tourist motivation and satisfaction. Tourists who are motivated by 
specific factors, such as the desire for relaxation, novelty, or educational experiences, are more likely to be 
satisfied if these needs are met during their visit (Chen & Chen, 2010). As a result, destinations must tailor 
their offer to match the motivation of their target market. For example, destinations that attract nature-lov-
ing tourists must ensure that their environmental practices align with the expectations of eco-conscious vis-
itors. Ninemeier and Perdue (2008) highlight that understanding tourist motivation is essential for improv-
ing satisfaction levels, as motivated tourists are more likely to have their expectations met, leading to greater 
satisfaction. This in turn fosters repeat visits and positive reviews, which are crucial for the sustainability of 
tourist destinations. 

Understanding tourist motivation and satisfaction is essential for the development and sustainability 
of tourist destinations. Theories such as the push and pull model provide valuable insights into why tourists 
choose specific destinations, while satisfaction research emphasizes the importance of meeting or exceed-
ing tourist expectations. For nature-based destinations like LUFASI, catering to both the motivational fac-
tors (such as novelty, relaxation, and environmental consciousness) and ensuring high levels of satisfaction 
through quality services and environmental stewardship are critical for long-term success.

METHODOLOGY

Study Area

The Lekki Urban Forest and Animal Shelter Initiative (LUFASI), a specially chosen nature-based leisure area 
in Lagos State, Southwest Nigeria, served as the study’s site. The location was picked due to its popularity and 
natural surroundings. On January 4, 2013, LUFASI was established. A conservation center and animal refuge, 
LUFASI Park is situated by the Lekki Epe highway. The park was established in 2013 as a non-governmental 
organization (NGO) with the exclusive mission of conserving the environment, safeguarding animals, and 
preserving endangered species in the Lagos metropolitan region. LUFASI Nature Park was founded by Des-
mond Majekodunmi. LUFASI Park serves as an animal sanctuary and forest conservation. It was officially 
launched in November 2016 (Adedoyin and Ajani, 2021).

To become acquainted with the research site, a preliminary assessment of the region was conducted. 
Tourists were given standardized questionnaires to complete, providing data for the study.

Sample Procedure and Sample size 

The target population for this study consisted of tourists who visited the Lekki Urban Forest and Animal Shel-
ter Initiative (LUFASI) in Lagos, Nigeria. To determine the appropriate sample size, the Yamane (1967) formu-
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la was applied, which is widely used in social sciences for sampling large populations. The formula is as fol-
lows:

n= N
1+Ne2

n= 3536
1+3536x 0.05( )2

• where: n = Sample size, N= target population, e= percentage of error = 5%, 1= constant value

LUFASI’s management provided the data on the total number of tourists who visited the park between 
2018 and 2021, which amounted to 3,536 visitors. Using this population figure and applying a 5% margin of er-
ror, the calculated sample size was 359 respondents. This sample size was deemed adequate to provide statis-
tically significant results while maintaining a manageable and practical number of respondents for data col-
lection. The study adopted a systematic sampling technique to select participants. First, tourists visiting the 
park during the survey period were identified, and only those aged 18 years and older were considered. From 
this target population, respondents were systematically selected at regular intervals to ensure a representa-
tive sample. This approach ensured that every visitor had an equal chance of being selected, thereby reducing 
selection bias.

To ensure a comprehensive representation of tourist experiences, the questionnaire was distributed to a 
diverse group of visitors, including both first-time and repeat tourists, as well as domestic and international 
visitors. The data collection process spanned multiple days to account for variations in visitor patterns and to 
include tourists with different visit motivations and experiences. By adhering to this sample procedure and 
using a systematic method, the study accurately aimed to capture the motivations, experiences, and satisfac-
tion levels of tourists visiting LUFASI.

RESULTS AND DISCUSSION 

Motivating factors for the tourists

It is expected that specific factors or indices must have motivated individual(s) to travel to a destination for 
tourism. The table 1 shows a breakdown of the indicators of these four (4) broad elements (novelty, relaxation/
escape, nature, and self-development) and their respective statistical computations.

The results reveal that most of the respondents noted that the desire to have fun is a tourism motivation, 
as 49.9% of the respondents agreed to having fun and 44.3% strongly agreed that having fun is motivating. 
Most of the respondents noted that their desires to experience something different are a tourism motivation, 
as 46.8% agreed to experiencing something different while 44.6% strongly agreed to experiencing something 
different. Similarly, the desire to visit a place of personal interest can serve as tourism motivation, as more 
than 90% of the participants strongly agreed with or agreed to visiting places related to their personal inter-
ests. Mak (2015) noted that the characteristics that drive people to seek novelty ref lect a person’s choice of nov-
el experiences, as well as general personality traits with stability and consistency. Aydin et al. (2022) pointed 
out that familiarity with a tourist location, especially in terms of personal interest, is a key condition for tour-
ism enthusiasts seeking novelty. Lee and Compton (2022) noted that the typical description of novelty centers 
around the fact that individuals may travel because of their desire to experience something new or differ-
ent. The novelty associated with a tourist attraction can get people enthusiastic about visiting such a tourist 
attraction. Blomstervik and Olsen (2022) argued that the dynamics that trigger, activate, inf luence, or mo-
tivate novelty via antecedent relate to novelty-specific personal traits, which are characterized by the arous-
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al, sensation -seeking, a desire for variety, and optimized conditions. Chen and Yoon (2019) noted that those 
that seek novelty usually tend to have greater satisfaction with their lives. According to Drewery et al. (2016), 
novelty attractions impact individuals who lead a satisfying lifestyle, and seek unique and diverse activities. 
Basically, the novelty of a tourist destination, which highlights the rarity and authenticity of the destination, 
should be a fundamental reason for visiting such tourism attractions. Supaporn (2018) noted that novelty, as 
well as search for leisure, were relevant travel motivators that the TCP model emphasizes as main motivators.

Table 1. The tourist motivating factors 

Disagree Strongly 
Disagree Agree Strongly 

Agree Mean Std. 
Deviation

Novelty

Having Fun 3.3 2.5 49.9 44.3 3.3510 .69269

Experiencing Something Dif ferent 6.7 1.9 46.8 44.6 3.2925 .80551

Visiting Places Related to My Personal 
Interest 5.6 4.2 52.4 37.9 3.3064 1.74994

Relax/Escape

Resting and Relaxing 4.2 1.4 51.8 42.6 3.3287 .70753

Being Away from Daily Routine 3.6 2.8 47.9 45.7 3.3565 .70979

Giving My Mind at Rest 3.3 3.1 49.6 44.0 3.3426 .69888

Getting Away from Everyday Physical Stress/
Pressure 4.5 5.0 47.9 42.6 3.2869 .75755

Getting Away from Everyday Psychological 
Stress/Pressure 7.5 3.1 44.3 45.1 3.2702 .84363

Nature

Viewing the Scenery 4.5 2.2 44.8 48.5 3.3733 .73989

Being Close to Nature 4.5 1.9 48.2 45.4 3.3454 .73075

Getting a Better Appreciation with Nature 5.6 3.1 45.1 46.2 3.3203 .78420

Being Harmonious with Nature 6.1 2.8 49.6 41.5 3.2646 .78722

Self-Development (Personal/Host Community)

Learning New Things 5.3 0.6 41.5 52.6 3.4150 .75701

Meeting New Varied People 4.7 1.7 49.3 44.3 3.3315 .73529

Developing my Knowledge 3.3 1.7 48.2 46.8 3.3844 .68698

Observing the Environment 3.1 2.5 47.6 46.8 3.3816 .68650

Developing my Personal Interest 3.3 2.8 48.2 45.7 3.3621 .69901

Gaining A Sense of Accomplishment 7.2 3.3 51.5 37.9 3.2006 .81460

 Source: Field survey (2022)

It is also evident from the result that most respondents identified rest and relaxation as motivating fac-
tors for tourism. This is supported by the fact that 51.8% agreed and 42.6% strongly agreed that resting and 
relaxing motivated them. Likewise, most respondents noted that disengagement from daily routine can mo-
tivate an individual to travel, as more than 90% of the respondents either agreed or strongly agreed that being 
away from daily routine can motivate tourism. The idea that an individual’s mind can be at rest, at least from 
the hustle of the city and work, also motivates people to travel, as ref lected in the responses: 49.6% agreed and 
44.0% strongly agreed to giving their mind rest while traveling. Tourism, which usually takes place outside 
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an individual’s residence, provides an opportunity to escape regular day-to-day pressures and stress. In fact, 
47.9% agreed and 42.6% strongly agreed on staying away from daily physical stress and pressure. Similarly, 
tourism allows people to escape from daily psychological stress and pressure, with 44.3% agreeing and 45.1% 
strongly agreeing. Vuuren and Slabbert (2011) noted that tourists usually escape and relax to relieve both phys-
ical and mental pressure. There is also an indication that the main motivator for tourists revolves around rest 
and relaxation. Said and Maryono (2018) noted that relaxation, as a tourism motivating factor, involves dis-
engaging from routine activities for enjoyment and romance. Escape entails the creation of changes or step-
ping away from regular everyday engagements, as well as the release of stress.

The potential view of beautiful scenery at a tourist destination could motivate people to travel with 44.8% 
of the respondents agreeing and 48.5% strongly agreeing to viewing beautiful scenery. People who love natu-
ral ambience will be motivated to go to tourist destinations where they will be closer to nature - 48.2% of the re-
spondents agreed and 45.4% of the respondents strongly agreed to being close to nature. Closeness to nature ap-
parently culminates in better appreciation of nature; this is because 45.1% of the respondents agreed and 46.2% 
strongly agreed to getting a better appreciation of nature. Likewise, it makes it easier for some tourists to har-
moniously co-exist with nature; 49.6% agreed and 41.5% strongly agreed to being harmonious with nature. Said 
and Maryono (2018) noted that natural environments with diverse attributes and characteristics can motivate 
people to visit such environments. A tourist who left the hustle and bustle of the city would prefer to go to a less 
noisy and more serene environment for vacation. Devesa et al. (2009) highlighted defining personal traits of ru-
ral tourists, who seek tranquility as well as connection with nature and those connected with culture-bound vis-
its. Ramazannejad et al. (2022) noted that inclusive of nature-based attributes, conditions like spiritual regen-
eration, feeling of belonging, buying farm produce, as well as culture matters, are highly significant motivating 
factors for travelling. Agyeiwaah et al. (2013) stated that for the contemporary study, preserving the environ-
ment appears to motivate choosing a homestay, although foreign visitors do not emphasize it.

Education is a significant motivator for tourism because, in most cases, tourists learn new things or ide-
as at tourist destinations - 41.5% agreed and 52.6% strongly agreed that learning new things on tour can mo-
tivate them to travel. Meeting new people while travelling may be a motivator, as 49.3% agreed and 44.3% 
strongly agreed with the statement. The educational aspects of tourism deepen the knowledge of people with 
48.2% of the respondents agreeing, and 46.8% strongly agreeing. Observation of the environment is also a 
strong tourism motivator with 47.6% agreeing and 46.8% strongly agreeing. The presence of the tourist at a 
destination may make the tourist develop personal interest for specific tourism elements - 48.2% agreed to 
developing their personal interest, and 45.7% strongly agreed to developing their personal interest. Overall, 
the notion that a prospective tourist will have a sense of accomplishment after leaving a tourist destination 
may motivate such a tourist to travel - 51.5% agreed and 37.9% strongly agreed to gaining a sense of accom-
plishment after departing from the tourist destination. Mannell and Iso-Ahola (1987) established a four-di-
mensional motivational theory: personal seeking, personal escape, interpersonal seeking, as well as interper-
sonal escape. Education is certainly part of tourism because a tourist is bound to learn more while traveling, 
and individuals travel to disengage from their challenges to obtain personal or interpersonal gains (Prosper-
ous and Lakavath, 2019).

Tourist Satisfaction

Lufasi Park is easy to locate for tourists because 45.4% were satisfied and 44.0% of the respondents were very 
satisfied with finding the park. The park has its parking lot, and people could also park close to the park. 
58.8% of the respondents were satisfied, and 29.2% were very satisfied with parking close to the park. Tour-
ists find the opening hours of the park satisfactory; 53.2% of the respondents were satisfied, and 37.0% were 
very satisfied with the opening hours of the park. Overall, the accessibility of the park is satisfactory; 52.6% 
of the respondents were satisfied, and 35.7% were very satisfied with the overall assessment of the park’s ac-
cessibility. Past research has shown that an accessible destination has the tendency of attracting more tour-



Journal DGTH | 53–2, 110–120 | 2024 | 117

ists, which can consequently result in enhanced tourism activities and tourist satisfaction (Guiver and Stan-
ford, 2014; Ramyar and Halim, 2020). Lufasi Park is indeed accessible because of how easy it was for tourists 
to locate the parking facilities. Dumitrascu et al. (2023) noted that a typical attraction that offers an impres-
sive degree of visitor’s satisfaction has the tendency of being less affected by accessibility challenges. Rajesh 
(2013) noted that accessibility is an attribute of the image of a tourist location that impacts the satisfaction 
of tourists. Castro et al. (2017) suggested that accessibility to a tourist destination is significant in measuring 
visitors’ satisfaction.

Table 2. Tourist Satisfaction with site accessibility

N Very 
dissatisfied

Not very 
satisfied Satisfied Very 

satisfied Mean Std. 
Deviation

Ease in finding the park 359 2.5 8.1 45.4 44.0 3.3092 .72597

Ease in parking close by 359 2.2 9.7 58.8 29.2 3.1504 .67658

Opening hours 359 2.2 7.5 53.2 37.0 3.2507 .68796

Overall assessment of the 
park’s accessibility 359 3.3 8.4 52.6 35.7 3.2061 .72994

Source: Field survey (2022)

Satisfaction of tourists with LUFASI Premises

Tourists at the park generally expressed satisfaction with the surroundings of the park; 45.1% were satisfied 
and 48.5% were very satisfied with the surroundings of the park. Based on their satisfaction with the sur-
roundings of the park, they also expressed satisfaction with the comfort that comes from the park’s sur-
roundings; 55.2% of the respondents were satisfied, and 39.6% of the respondents were very satisfied with the 
comfort of the premises. Tourists also expressed satisfaction with self-service and tourism information at 
their disposal; 50.4% were satisfied and 40.4% were very satisfied with the self-service and tourist informa-
tion. Overall, the tourists expressed general satisfaction with their assessment of the park. 48.7% were satis-
fied and 40.4% were very satisfied with the overall assessment of the park’s premises. As expected of a park, 
Lufasi has a serene, neat, and clean environment. This indicates that the park management is conscious of the 
principles of park management, and they regularly administer these principles at Lufasi. Lascu et al. (2018) 
identified amenities as a predictor of destination image that significantly inf luences tourist satisfaction. Si-
tari et al. (2019) submitted that the major indicators inf luencing tourist satisfaction include physical indica-
tors, relevant for nature tourism.

Table 3. Tourist Satisfaction with site premises

Very 
dissatisfied (%)

Not very 
satisfied (%) Satisfied (%) Very 

satisfied (%) Mean Std. 
Deviation

Surroundings (neatness, temperature, 
arrangement of the animal cage etc.) 1.7 4.7 45.1 48.5 3.4039 .66104

Comfort of the premises 1.4 3.9 55.2 39.6 3.3287 .61910

Self-service and tourist information 3.6 5.6 50.4 40.4 3.2758 .72793

Overall assessment of the park premises 3.3 7.5 48.7 40.4 3.2618 .73877

Valid N (listwise)

Source: Field survey (2022)
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Tourist Satisfaction with the LUFASI Staf f

The waiting time for tourists to get responses from the staff members of LUFASI was not dominant, as 52.1% 
of the respondents were satisfied and 31.8% were very satisfied with the waiting time. Similarly, the staff 
members exhibited appropriate courtesy when communicating with tourists, as 58.0% of the respondents 
were satisfied and 31.8% were very satisfied with that. The staff members of the park listened attentively to 
the questions and requests of the tourists because 51.3% of the respondents were satisfied and 39.9% were very 
satisfied. Invariably, the staff members of the park made themselves available to the tourists, as 55.4% of the 
respondents were satisfied with the staff members’ availability and 37.0% were very satisfied. The fact that 
the staff members were available and listened to the tourists made it easy for them to understand tourists’ 
requests. 49.9% of the respondents were satisfied with how the staff members understood their requests, and 
39.9% were very satisfied. The responses of the staff members generally met the request of the tourist because 
50.7% of the respondents were satisfied and 37.6% were very satisfied because the staff reply suited their re-
quest. The tourists also largely got prompt responses to their requests because 50.7% of the staff members 
were satisfied and 39.1% were very satisfied because the tourists got prompt answers to their requests.

Table 4. Tourist Satisfaction with staf f attitude and competence

Assessment Statement Very 
dissatisfied (%)

Not very 
satisfied (%) Satisfied (%) Very 

satisfied (%) Mean (%) Std. Deviation 
(%)

Waiting time 1.9 9.7 52.1 31.8 3.2770 1.75277

Courtesy of your interlocutor 3.5 6.7 58.0 31.8 3.1808 .70253

Listening 1.2 7.6 51.3 39.9 3.3003 .65799

Availability 1.5 6.1 55.4 37.0 3.2799 .64239

Understanding your request 1.5 8.7 49.9 39.9 3.2828 .68306

Response to your request 2.9 8.7 50.7 37.6 3.2303 .72710

Quickness to respond 2.6 7.6 50.7 39.1 3.2624 .70996

Overall assessment of the park’s staf f 1.7 8.7 55.1 34.4 3.2216 .67356

Tanković et al. (2023) suggests that the results of contemporary research show that communication ca-
pacities have positive effects on other forms of soft skills that finally lead to enhanced clients’ satisfaction. 
King (2004) believes that adverse behavior of staff members has damaged different organizations as well as 
made many organizations lose millions of dollars daily. Company staff members are significant to ensure 
good clients’ perception as well as satisfaction because these staff members generally have the responsibil-
ities of making available qualitative services that meet clients’ expectations (Zeithaml et al., 1996). Research 
findings have shown that the positive or negative behavioral habits of staff members have a significant cor-
relation to clients’ general satisfaction (Kattara et al., 2015). Perić et al. (2018) noted that the contact between 
staff members and visitors is a fundamental indicator of the degree of visitor’s satisfaction, and it also deter-
mines service quality. Perić et al. (2018) noted that, based on research findings, ethical and friendly commu-
nication are the conditions that visitors consider to be highly positive and crucial. The courtesy of staff mem-
bers, being professional and hospitable, correlates with visitors’ overall satisfaction. For businesses that are 
highly competitive, staff members’ attitudes are key to determine and attain efficiencies, effectiveness, as 
well as clients’ happiness in an organization (Kwizera et al., 2019). Wampande and Osunsan (2020) claim that 
the attitudes of staff members of hotels have a substantial impact on the satisfaction of customers. It is no-
table that when employees appreciate tourist satisfaction and see the clear link to the services they provided, 
such employees may be motivated to perform better subsequently. Olawuyi (2017) explains that employees’ 
performance can easily get enhanced because of being motivated by clients.
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CONCLUSION

A prospective tourist must have been enthused or motivated by certain things or conditions before such an 
individual will travel out of their place of residence to a tourist destination. It is notable that the attractions 
at the tourist destination are essential motivators for tourism motivation. However, tourism motivation can 
be psychologically or emotionally underpinned. Brief ly, the highest predictors for each of the tourists’ moti-
vators considered for this study are as follows: a visit to a place of personal interest is the biggest predictor of 
novelty; an escape from everyday psychological stress/pressure is the highest predictor of relaxation/escape; 
being harmonious with nature is the highest predictor of nature; and gaining a sense of accomplishment is 
the highest predictor of self-development. Accessibility to a tourist destination is paramount to determining 
the success of such a destination. If a tourist destination is inaccessible, then it may not attract the right type 
of tourist and the right number of tourists. This study revealed the predictors that led to the highest level of 
tourists’ satisfaction are as follows: tourists’ general assessment of the park’s accessibility, their general as-
sessment of the park’s premises and their waiting time at the park. Finally, Lufasi Park has met the expecta-
tions of tourists. The park is remarkably accessible, with good parking lots for tourists. Lufasi Park has an im-
pressive environment that can give tourists from different backgrounds a sufficient level of satisfaction. It is 
important that the employees of Lufasi Park are prompt in responding to the needs and requests of the tour-
ists. It is evident that most tourists were at Lufasi Park because it was related to their personal interests, and 
these tourists were satisfied with the impressively short waiting time they experienced at the park. 
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