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Abstract   This study investigates how various marketing mix components influence tourists’ satisfaction at UNESCO-recognized 
attractions in a developing country, emphasizing the mediation effect of the service process. Data gathered from 564 tourists through a 
convenience sampling technique was analyzed utilizing structural equation modeling. The results indicate that the marketing mix’s product and 
distribution aspects directly and indirectly, impact tourist satisfaction. Additionally, the service process significantly mediates this relationship. 
Conversely, pricing and promotion were discovered to have a limited direct effect on satisfaction, although promotion did have an indirect 
impact. The research emphasizes that enhancing the service experience mainly through an effectively structured service process can improve 
visitor satisfaction. It also highlights the need to concentrate on product and distribution factors, recommending digital marketing strategies, 
such as virtual advertising, to engage a wider audience. While pricing strategies are not as critical for boosting satisfaction, they should still 
correspond to visitor expectations. This research adds to the marketing and tourism literature by stressing the importance of service processes 
in mediating the link between the marketing mix and tourist satisfaction within a developing country framework. 
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INTRODUCTION

For developing nations, tourism is essential because it 
promotes economic expansion and cultural understanding. 
The historical, environmental, and cultural significance of 
UNESCO-recognized destinations makes them particularly 
appealing. Sustainability depends on ensuring visitor 
satisfaction. Thus, this study examined the mediating role 
of the service process on the relationship between marketing 
mix and tourist satisfaction at UNESCO sites. It seeks to 
give insightful information to stakeholders, legislators, and 
marketers.

Academics agree that return visitors tend to stay longer, 
be more satisfied, and share positive feedback compared 
to first-time visitors (Adam et al., 2023; Aktan et al., 2022; 
Ali et al., 2020). Satisfaction is linked to every marketing 
mix component (Moynul Hasan & Mohammad Islam, 2020; 
Thabit & Raewf, 2018) ), and research shows that marketing 
and service quality impact visitor satisfaction (Ardani, 
2021; Azhar et al., 2019). Effective marketing strategies 
and attention to customer service are essential for high 
satisfaction (Kusumawati & Sri Rahayu, 2020; Othman et 
al., 2021). Understanding the service process and customer 
interactions is key to ensuring satisfaction. A thriving 
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tourism sector fosters repeat customers, which can lower 
marketing costs and enhance economic benefits (Dwyer, 
2022). Acharya et al. (2023) also discovered that improving 
the satisfaction and experiences of travelers should be the 
focus.

Tourism has become a key economic sector in many 
developing countries, driven by improved living standards, 
job creation, and industry growth (Brătucu et al., 2017; 
Dwyer, 2022). It boosts GDP and economic development, 
offering countries like Ethiopia a competitive labor cost 
advantage (UNWTO, 2023). With a rich archaeological 
and paleontological history, Ethiopia boasts UNESCO-
recognized heritage sites. Tourism is now seen as a tool for 
long-term development, contributing to economic growth 
and poverty reduction.

In the past five years, Ethiopia has only drawn a small 
number of tourists despite its potential in Sub-Saharan 
Africa (Hussen, 2021). Abate (2019) also claims that the 
marketing tactics have not been successful despite the 
industry’s fast growth. Moreover, Biazen and Nilsson 
(2010) revealed that the Ethiopian Tourism Authority and its 
representatives needed to do more marketing and follow up 
on the irregularities brought up by travelers. Furthermore, 
the methodology and model differences can be primarily 
blamed for inconsistencies across empirical investigations. 
Schwartz-Shea et al. (2015) support that model selection, 
research methods, and the variety and ability of measuring 
instruments can all contribute to these discrepancies.

To further explore the relationships between different 
parameters and visitor satisfaction, the majority of research 
usually uses regression analysis (e.g., Azhar et al., 2019; 
Brătucu et al., 2017; Moynul Hasan & Mohammad Islam, 
2020; Thabit & Raewf, 2018). However, the common 
incapacity of this approach to examine the structures 
involved simultaneously may be solved by structural 
equation modeling (Hair, 2016; Schwartz-Shea et al., 
2015). Although these effects have been the subject of 
numerous studies, none have looked at the service process 
as a mediating element from a theoretical perspective. Thus, 
this research uses a structural equation model to examine 
the impact of marketing mix elements on tourist satisfaction, 
with the service process as a mediating factor.

REVIEW OF LITERATURE AND 
HYPOTHESES DEVELOPMENT

Theoretical Framework

Businesses can employ the seven different instruments 
(7PS) identified by the marketing mix theory for services 
to affect the behavior of their customers (Anitsal et al., 

2012; Kotler et al., 2014; Moynul Hasan & Mohammad 
Islam, 2020). Neil Borden initially presented the marketing 
mix concept in his 1953 article, the idea of the marketing 
mix. According to Khorsheed et al. (2020), this framework 
covers product, price, distribution channel, personal selling, 
promotions, packaging, presentation, maintenance, physical 
management, research, and evaluation.

Kotler et al. (2014) introduced the classic 4Ps of marketing—
product, price, distribution, and promotion—while an 
extended version includes people, physical evidence, 
and process for service marketing. These elements are 
interrelated and essential for successful marketing strategies. 
Effective customer-oriented marketing strategies are critical 
for tourism businesses (Febrina et al., 2021). Customer 
satisfaction is key in tourism, as it influences perceptions 
and builds a positive image (Arismayanti et al., 2022; La 
& Yi, 2015; Chand et al., 2016). Kotler and Keller (2006) 
define the marketing mix as controllable variables that meet 
target market needs.

According to Dolnicar and Ring (2014), tourist products 
combine material and immaterial experiences, primarily 
emphasizing client happiness. Price necessitates an 
awareness of its symbolic meaning, influencing the product 
(Kotler, 2014), whereas place pertains to market coverage 
and distribution methods. Target market outreach and 
persuasion tactics are part of promotions (Kotler et al., 
2014). Thus, the four Ps influence how marketing meets 
customers’ needs (Ardani, 2021; Jahmani et al., 2023; 
Moynul Hasan & Mohammad Islam, 2020). Researchers 
who  want to comprehend the complex dynamics of the 
marketing mix, service processes, and visitor happiness can 
build a theoretical framework on these findings.     

Relationship between the 4Ps of the 
Marketing Mix and Tourists’ Satisfaction 

Studies show that marketing mix elements significantly 
enhance customer (Ardani, 2021; Azhar et al., 2019; Jahmani 
et al., 2023; Khorsheed et al., 2020; Moynul Hasan & 
Mohammad Islam, 2020). Jahmani et al. (2023) highlighted 
the importance of the marketing mix in hotel guest 
satisfaction, while Nonthapot and Thomya (2020) found that 
the 4Ps (product, price, promotion, process) impact tourist 
demand in areas like life experience and recreation. Product 
quality is crucial for satisfaction (Syariful & Untung, 2020), 
with Bancin et al. (2022) and Dolnicar and Ring (2014) 
confirming its strong influence on visitor satisfaction.

Abdullah (2024) found that pricing aligned with visitors’ 
expectations boosts satisfaction, while Veta Lidya Delimah 
Pasaribu (2023) argued price has no significant impact. 
Tourist attractions and facilities positively affect visitor 
satisfaction (Arismayanti et al., 2022). Place attachment 
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influences satisfaction and word-of-mouth, with place 
satisfaction being a stronger predictor of residents’ decisions 
(Rastbod & Aflatounian, 2018; Chen & Dwyer, 2018). 
Promotion and service space positively impact satisfaction 
and revisit intentions (Hanifah et al., 2022). The following 
hypotheses were formulated in light of the above-given 
justifications: 

H1: The product directly and significantly affects tourist 
satisfaction at tourist attractions.  

H2: Price directly and significantly affects tourist satisfaction 
at tourist attractions.

H3: The place directly and significantly affects tourist 
satisfaction at tourist attractions. 

H4: The promotion directly and significantly affects tourist 
satisfaction at tourist attractions.

Relationship between the 4Ps of the 
Marketing Mix and Service Processing 

Service providers should adopt a customer-oriented 
competitive advantage through a compelling marketing mix 
(Darmawan & Grenier, 2021) to build long-term customer 
relationships (Nonthapot & Thomya, 2020; Othman et al., 
2021). Tourist experiences influence visitors’ intentions, and 
Xie (2020) found that promotion helps people gain product 
knowledge. An et al. (2022) noted that tourists often engage 
in activities quickly based on information from social media, 
bypassing the need for further identification.

Acharya et al. (2023), Adam et al. (2023) and Aktan et al. 
(2022) also discovered that companies should improve their 
brand image and promote dynamic, creative ideas to increase 
sales and execute modern marketing strategies successfully 
in the service process. Tourism organizations may make 
the most of their trademarks by facilitating interactions 
between visitors and the brand. Moreover, Chen and Dwyer 
(2018) argue that a place is a cumulative archive of personal 
experiences unrelated to specific locations, while regions are 
collective institutional structures. The explanations given 
above lead to the development of the following hypotheses:

H5: The product directly and significantly affects the service 
processing of tourist attractions.

H6: The price directly and significantly affects the service 
processing of tourist attractions.

H7: The place directly and significantly affects the service 
processing of tourist attractions.

H8: The promotion directly and significantly affects the 
service processing of tourist attractions. 

The Mediating Role of Service 
Processing between the 4Ps of 
the Marketing Mix and Customer 
Satisfaction

A simple service process enhances customer satisfaction 
through fast and easy delivery (Kotler et al., 2014). Travelers 
often choose destinations based on others’ experiences 
(Kumail et al., 2022). The service process should be 
practical and user-friendly, as tourism services are produced 
and consumed simultaneously (Zeithaml et al., 2018). 
With destinations competing on experiences, managing the 
visitor process is challenging. Improving services leads to 
higher guest satisfaction, better perceptions, and meeting 
expectations (Adebayo & Adedeji, 2019; Darmawan & 
Grenier, 2021). According to Trimurti and Utama (2021), 
the theory of the goodness of fit is that a tourist destination’s 
ability to satisfy visitors depends on how well it lives up 
to their expectations. When tourists tend to be fulfilled by 
their expectations, good service experience, and satisfaction, 
they will have a stronger intention to revisit a destination. 
These findings demonstrate that the marketing mix and 
service quality within the service process substantially 
impacts visitor satisfaction. The following hypotheses were 
developed in light of the above justifications:

H9: Product has an indirect effect on customer satisfaction 
via Service processing. 

H10: Price has an indirect impact on customer satisfaction 
via Service processing. 

H11: Place has an indirect effect on customer satisfaction via 
Service processing. 

H12: Promotion has an indirect impact on customer 
satisfaction via Service processing. 

The Relationship between Service 
Processing and Tourist Satisfaction

Service dimensions should be ensured for customer 
satisfaction (Aruan & Kusumawardani, 2019).

The hotel guests’ perception and experience positively 
influence their satisfaction with waiting for hotel services 
(Adebayo & Adedeji, 2019). Moreover, studies show 
adequate procedures and knowledgeable service personnel 
greatly influence positive transaction experiences and 
customer satisfaction (Kusumawati & Sri Rahayu, 2020; 
Uzir et al., 2021). Customer comfort and happiness are 
enhanced by a simplified, quick, and easy-to-use process 
(Dibb & Pride, 2019). Moreover, service quality plays a vital 
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role in tourism by increasing the level of tourist satisfaction 
(Aruan & Kusumawardani, 2019; Astuti & Dewi, 2022; 
Azhar et al., 2019; Dibb & Pride, 2019; Raboti, 2013). The 
following hypothesis was established following the above 
explanations: 

H13: Service processing has a direct and significant effect on 
tourist satisfaction. 

MATERIALS AND METHODS OF A 
STUDY 

Descriptive and explanatory research designs were used 
in this study to assess demographics, descriptive statistics, 
skewness, and kurtosis of variables and to examine the 
relationship between product, price, place, promotion, 
and tourist satisfaction using the service process as a 
mediator. Ethiopian most popular tourist destinations 
were investigated, which are known in their cultural, 
historical, and natural significances, including the Simien 
Mountains National Park (registered in 1978), the Rock-
Hewn Churches of Lalibela (registered in 1978), and the 
Fasil Ghebbi (castle) in Gondar (registered in 1979). Data 
was gathered from visitors who came to the Rock-Hewn 
Churches of Lalibela for their historical value rather than 
their spiritual significance. The investigation viewed them 
as a historical heritage site rather than a place of worship. 
A cross-sectional survey was employed, and a convenience 
sampling technique was used due to logistical challenges 
and accessibility issues. Cochran’s (1977) formula helped 
determine a representative sample size from an infinite 
population.
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A structured questionnaire was used to collect data from 
tourists at attractions, designed to reduce common method 
biases, as per Podsakoff et al. (2012). The cover page 
ensured confidentiality and anonymity; questions were 
grouped for clarity. Of 600 distributed questionnaires, 564 
were completed, yielding a 94% response rate. Participants 
were approached beforehand, and the study’s purpose and 
confidentiality were explained verbally. Informed consent 
was obtained, allowing for immediate clarification of 
questions, which was efficient for time-constrained settings. 

The questionnaire used in this study incorporated scales 
slightly modified from previous research to measure the 
variables related to product, price, place, promotion, 
service process, and tourist satisfaction. These variables 
were grouped into six categories, drawing on established 
literature (Abate, 2019; Magatef, 2015; Rahman & Sultana, 
2019; Uzir et al., 2021). All items in the questionnaire were 
reflective indicators, meaning they represent manifestations 
of the underlying constructs being measured. A five-point 
Likert scale, ranging from 1 (strongly disagree) to 5 (strongly 
agree), was employed to score responses for each item. Data 
analysis for the study was done using SPSS-Amos version 
26.0 and covariance-based structural equation modeling 
(CB-SEM). Confirmatory factor analysis (CFA) was used 
to evaluate validity and reliability, while structural equation 
modeling (SEM) was used to test hypotheses (Hair, 2016). 

DATA RESULTS AND DISCUSSIONS

Demographic Information of the 
Respondents

The study surveyed 564 tourists who visited UNESCO-listed 
destinations in Ethiopia. The demographic data showed that 
55% of respondents were men, while 45% were women. The 
majority (30.5%) were aged 26-33, followed by 27% aged 
18-25, 21.6% aged 34-41, 11.7% aged 42-49, and 9.2% aged 
50+. Most respondents were single (63.1%), with 34.8% 
married and 2.2% divorced. Regarding education, 63.7% 
had undergraduate degrees, and 28.9% had master’s degrees 
or higher. Concerning income, 40.6% earned $100 or less 
monthly, followed by those making $100 to $500 (23.4%) 
(see Table 1).
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 Table 1: Demographic Profile of Respondents (n= 564)

Demographic Profile Categories Frequency           Percentage
Sex               Male 310 55

             Female 254 45
Age                18-25 152  27.0

               26-33 172 30.5
               34-41 122 21.6
               42-49 66 11.7
               50 & above 52 9.2

Educational Qualification 
Masters and above 161     28.5
            First degree 352 62.4
            Diploma holder 30 5.3
Certificate holder 6 1.1
Grade 12 completed and below 15 2.7

Marital Status               Married 196 34.8
              Single 352 62.4
                  Divorced 16 2.8

Income Level 
              $ 100 or less 226  40.1
              $ 101 - 500 132 23.4
              $ 501-1000 60 10.6
              $ 1001-1500 34 6.0
              $ 1501-2000 40 7.1
  $ 2000 or more 72 12.8

                      Source: Own survey data, 2024.

Descriptive Statistics, Skewness, and 
Kurtosis of Variables

Skewness and kurtosis were analyzed to assess data 
normality. For sample sizes over 300, normality is determined 

by specific skewness and kurtosis thresholds. According to 
Byrne and van de Vijver (2010) and Hair (2016), normality 
is not assumed if skewness exceeds ±2 or kurtosis exceeds 
±7. Table 2 shows that none of the variables exceeded these 
limits, confirming that the data follows a normal distribution.

Table 2: Descriptive Statistics, Skewness, and Kurtosis of Variables (n=564)

Variables Items Skewness Kurtosis Mean (x̄) SD/σ Grand Mean 
Product Pr1 -1.242 1.427 4.22 .872 4.11

Pr2 -1.066 .923 4.20 .845
Pr3 -1.019 .690 4.16 .880
Pr4 -1.171 1.145 4.18 .905
Pr5 -.953 .779 3.94 .914
Pr6 -.872 .561 3.94 .904

Price Pri1 -0.54 -0.48 3.95 0.827 3.85
Pri2 -0.82 0.69 3.94 0.87
Pri3 -0.677 0.4 3.86 0.872
Pri4 -0.428 0.15 3.77 0.887
Pri5 -0.407 0.132 3.67 0.872
Pri6 -0.614 0.229 3.88 0.829

Place D1 -0.732 -0.313 3.88 1.049 3.86
D2 -0.645 -0.357 3.78 1.067
D3 0.949 0.31 3.94 1.032
D4 -0.667 -0.414 3.8 1.065
D5 -0.75 -0.418 3.89 1.088

Promotion Pro1 -0.767 0.034 4.02 0.939 3.85
Pro2 -1.153 1.137 4.13 0.941
Pro3 -0.853 0.085 3.88 1.061
Pro4 -0.499 0.089 3.36 0.915
Pro5 -0.803 0.235 3.84 1.011
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Variables Items Skewness Kurtosis Mean (x̄) SD/σ Grand Mean 
Service Process Proc1 -0.995 0.521 4.12 0.928 4.04

Proc2 -0.931 0.523 4 0.938
Proc3 -0.954 0.85 3.98 0.914
Proc4 -1.11 1.253 4.12 0.911
Proc5 -0.766 -0.059 3.99 0.929

Tourist Satisfaction Sat1 -1.277 1.466 4.21 0.874 4.28
Sat2 -1.744 3.08 4.46 0.817
Sat3 -1.178 0.907 4.15 0.965
Sat4 -1.273 1.581 4.24 0.849
Sat5 -1.518 2.463 4.32 0.872

         Source: Own Survey Data, 2024.

Table 3: KMO and Bartlett’s Test

KMO and Bartlett’s Test
Kaiser-Meyer-Olkin Measure of Sampling Adequacy. .921
Bartlett’s Test of Sphericity Approx. Chi-Square 9427.911

df 496
Sig. .000

              Source: Own Survey Data, 2024.

This study’s KMO value of 0.921 indicates strong sample 
adequacy, exceeding recommended standards. Bartlett’s 
test of sphericity showed a significant p-value of 0.000, 
confirming substantial relationships among variables and 
validating the data for principal component analysis (PCA).

Common Method Bias

There is no common method bias in the data, as the 
variance explained by one component is 30.04%, below 
the 50% threshold. Six components had eigenvalues over 1, 
explaining 65.24% of the cumulative variance, confirming 
the data’s suitability for further analysis (see Table 4).

Furthermore, the data was described using the mean and 
standard deviations. Table 2 shows that visitor satisfaction 
had a high grand mean of 4.28, indicating a majority 
of  respondents were pleased with tourist destinations. The 
product and the service process had a grand mean of 4.11 
and 4.0, respectively, indicating a considerable impact on 
tourist satisfaction. Price, promotion, and place also had 
moderate grand mean values.

Sampling Adequacy and Variable 
Relationships

Table 3 presents two key statistics for assessing data 
suitability for factor analysis: Bartlett’s test of sphericity 
(measuring relationships) and the Kaiser-Meyer-Olkin 
(KMO) test (assessing sample adequacy).

Table 4: Common Method Bias

Total Variance Explained

Components
Total

Initial Eigenvalues Extraction Sums of Squared Loadings Rotation Sums 
of Squared 
Loadings

% of 
Variance

Cumulative 
%

Total % of Variance
Cumulative 

%
Total

1 9.612 30.037 30.037 9.612 30.037 30.037 5.645
2 3.026 9.457 39.494 3.026 9.457 39.494 5.277
3 2.611 8.158 47.652 2.611 8.158 47.652 5.530
4 2.213 6.915 54.568 2.213 6.915 54.568 5.465
5 2.097 6.554 61.122 2.097 6.554 61.122 5.160
6 1.319 4.122 65.244 1.319 4.122 65.244 6.832

Extraction Method: Principal Component Analysis.
a. When components are correlated, sums of squared loadings cannot be added to obtain a total variance.

Source: Own Survey Data, 2024.
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Assessment of the Measurement Model 

Reliability and Validity of the Study 
CFA was used to evaluate the measuring scales’ validity and 
reliability. All of the variables in this study had coefficient 
alpha values above 0.8 and values above 0.60, which were 

Table 5: Measurement Model

Variables Items FL CR Alpha AVE
Product Pr1

Pr2
Pr3
Pr5
Pr6

.75

.70

.71

.72

.70

.839 .839 .511

Price Pri1
Pri2
Pri3
Pri4
Pri5
Pri6

.77

.72

.71

.70

.72

.79

.876 .885 .542

Place D1
D2
D3
D4
D5

.72

.71

.68

.71

.72

.833 .836 .500

Promotion Pro1
Pro2
Pro3
Pro4
Pro5

.74

.79

.68

.69

.70

.843 .842 .518

Service Process Proc1
Proc2
Proc4
Proc5

.72

.71

.71

.71

.804 .804 .507

Satisfaction Sat1
Sat2
Sat3
Sat4
Sat5

.73

.77

.67

.71

.74

.846 .846 .525

Note: Alpha: Cronbach’s alpha; AVE: Average Variance Extracted; FL: Factor loading; CR: Composite Reliability.
Source: Own Survey Data, 2024.

regarded as reliable (Byrne & van de Vijver, 2010; George & 
Mallery, 2016; Hair, 2016). Every item has a loading value 
of more than 0.6, which is a good benchmark. All constructs 
had AVE values above 0.50, confirming convergent validity 
and guaranteeing the measuring model’s discriminant and 
convergent validity (Hair, 2016) (see Table 5).

The Discriminatory Validity- A Hetero TraitMono 
Trait (HTMT) Ratio of Correlations 
The researcher used the HTMT ratio of correlations to 
assess discriminant validity, replacing traditional methods 

like the Fornell-Larcker criterion. According to Henseler et 
al. (2015), values below 0.85 indicate good discriminatory 
validity. In this study, all HTMT values were under 0.85 (see 
Table 6), confirming appropriate discriminant validity.
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Table 6: Discriminatory Validity- HTMT Ratio Values

Price Product Promotion Place Service Process Satisfaction
Price
Product 0.002
Promotion 0.021 0.247
Place 0.283 0.125 0.378
Service process 0.151 0.216 0.335 0.299
Satisfaction 0.002 0.167 0.164 0.257 0.287

Source: Own Survey Data, 2024.

Structural Equation Modeling      

This study used SEM to examine the measurement construct, 
structural model, and hypotheses. SEM models verify 

relationships between observed variables (Hair, 2016). The 
evaluation, produced by AMOS, is shown in Fig. 1, with 
common fit indices used to test the measurement construct 
and structural model.
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Source: Presented by Researchers Using AMOS Software Outputs, 2024. 

Fig. 1: Structural Equation Model 

The overall fit of the model in this study was deemed satisfactory according to various goodness-

of-fit indicators: χ²/CMIN (DF) = 2.673, TLI (.90), CFI (.905), IFI (.906), SRMR (.0553), PCFI 

(.855), PNFI (.810), and RMSEA (.055). Specifically, all these indices surpassed the 

recommended thresholds, indicating a robust fit of the model to the data. 

4.7. Hypothesis Testing and Discussion 

The SEM model and the routes of relationships between the components are displayed in Fig. 1. 

Hypothesis testing was done after the final model had satisfied the set requirements. The 
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Fig. 1: Structural Equation Model

The overall fit of the model in this study was deemed 
satisfactory according to various goodness-of-fit indicators: 
χ²/CMIN (DF) = 2.673, TLI (.90), CFI (.905), IFI (.906), 
SRMR (.0553), PCFI (.855), PNFI (.810), and RMSEA 

(.055). Specifically, all these indices surpassed the 
recommended thresholds, indicating a robust fit of the model 
to the data.
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Direct Relationship of Variables

Table 7: Direct Relationship of Variables using SEM-Amos 26

Hypothesis Path β SE. CR. P-Value Results
H1 The Product → Tourist Satisfaction .104 .050 2.062 .039 Supported
H2 The Price → Tourist Satisfaction -.089 .041 -1.718 .086 Rejected
H3 The Place → Tourist Satisfaction .211 .053 3.531 *** Supported
H4 The Promotion→ Tourist Satisfaction -.034 .047 -0.597 .550 Rejected
H5 The Product →Service Processing .137 .052 2.751 .006 Supported 
H6 The Price →Service Processing .094 .043 1.817 .069 Rejected 
H7 The Place →Service Processing .183 .055 3.104 .002 Supported
H8 The Promotion →Service Processing .232 .048 4.141 *** Supported
H9 Service Processing → Tourist Satisfaction .208 .053 3.743 *** Supported

             Note: CR>1.96, p<0.05, β= coefficient beta value, S.E.= standard error, CR= critical ratio. 
            Source: Survey, 2024.

H1 was tested, and the results revealed that the product 
affected tourist satisfaction of tourist attractions. Therefore, 
H1 was supported (β = 0.104, CR-value = 2.062, p = 0.039). 
With a coefficient value of 0.104, the variable product was 
discovered to be a significant positive predictor of visitor 
satisfaction. This indicates that for every change in the 
product, there is an increase in visitor satisfaction of 0.104 
units. The findings confirm previous research highlighting 
product quality affects customer satisfaction (Syariful & 
Untung, 2020). Similarly, Bancin et al. (2022) described 
the influence of tourist products on visitor satisfaction, 
confirming that the nature of the product is a key driver of 
positive tourist experiences. This suggests that destination 
managers and attraction operators should prioritize 
enhancing the quality and appeal of their offerings to 
improve satisfaction levels.

On the other hand, the price did not directly and significantly 
affect tourist satisfaction. Thus, (H2) was rejected (β = 
-0.089, CR-value = -1.718, p = 0.086). It had a negligible 
impact on visitor satisfaction, with a value of β = -0.089, 
meaning that every one-unit increase in price results in a 
0.089-unit decrease in visitor satisfaction. These results 
contradict past research showing that pricing matching 
visitors’ expectations and budget increases their satisfaction 
(Abdullah, 2024). However, the results of this study align 
more closely with Veta Lidya Delimah Pasaribu (2023), 
who also found that price does not have a significant effect 
on tourist satisfaction, suggesting that, at least in certain 
contexts, other factors (such as product quality, service 

delivery, or the overall experience) may be more influential 
than the price alone.

Hypothesis (H3) was supported (β = 0.211, CR = 3.531, p 
< 0.001), showing a significant positive effect of place on 
tourist satisfaction. For each unit increase in place utility, 
visitor satisfaction rises by 0.211 units. Studies confirm 
that place attachment influences satisfaction (Rastbod & 
Aflatounian, 2018) and residents’ word-of-mouth (Chen & 
Dwyer, 2018). Thus, enhancing a destination’s appeal and 
emotional value can boost satisfaction, loyalty, and positive 
word-of-mouth. However, H4 was rejected as promotion 
did not significantly affect tourist satisfaction (β = -0.034, 
CR = -0.597, p = 0.550). These results contradict studies 
showing that destination image and social media promotion 
enhance satisfaction (Idris et al., 2024) and that promotions 
positively impact satisfaction and revisit intentions (Hanifah 
et al., 2022). Therefore, promotion must be combined with 
other destination elements to effectively influence visitor 
perceptions and behavior.

The investigation into H5 showed that the product directly 
and considerably impacted service processing. Consequently, 
H5 was accepted (β = 0.137, CR-value = 2.751, p = 0.006). 
In addition, H7 was put out, and the findings suggested that 
a place positively impacts the service process. Consequently, 
H7 was accepted (β = 0.183, CR-value = 3.104, p = 0.002). 
H8 was further explored, and the results showed that the 
promotion directly and significantly impacted the service 
process, which was supported (β = 0.232, CR-value = 
4.141, p < 0.001). These results align with previous studies 

Hypothesis Testing and Discussion

The SEM model and the routes of relationships between the 
components are displayed in Fig. 1. Hypothesis testing was 
done after the final model had satisfied the set requirements. 

The research hypothesis testing aims to determine whether 
the product, price, place, and promotion significantly affect 
tourist satisfaction through service processing. Based on the 
outcomes of the data processing with the SEM Amos 26 
program is shown in Table 7: 
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emphasizing the importance of marketing mix strategies 
in maintaining long-term customer relationships (Othman 
et al., 2021). Xie (2020) also highlighted the link between 
promotion and product knowledge. The findings suggest 
that a coordinated marketing strategy, integrating product, 
location, and promotion, can greatly improve service 
processing.

Hypothesis H6 was rejected as pricing did not directly affect 
service delivery (β = 0.094, p = 0.069). This suggests that 
pricing alone is not a reliable indicator of service quality, 
with factors like service quality, customer experience, 
and product choices having a more significant influence 
despite price being important in consumer decision-making. 
Hypothesis H9 shows a significant relationship between 
service processing and tourist satisfaction (β = 0.208, p < 
0.001), highlighting the importance of service quality in 

boosting satisfaction. This supports the idea that service 
quality plays a vital role in tourism by increasing the level 
of tourist satisfaction (Astuti & Dewi, 2022; Azhar et al., 
2019; Dibb & Pride, 2019; Raboti, 2013; Thi et al., 2020). 
The results stress the need for destination managers and 
service providers to improve service processes and offer 
responsive, efficient, and personalized experiences to 
enhance satisfaction and perceptions of the destination.

Mediation Analysis

This study assessed the mediation role of the service process 
on the relationship between the 4Ps of the marketing mix 
and tourists’ satisfaction. Observations for partial or non-
mediation are made depending on the data collected.

Table 8: Indirect Relationship of  Variables Via Service Process

Relationship β SE CR CI P Conclusion
LB UB

Product →Service Process →Satisfaction (H10) .029 .013 2.230 .008 .060 .025 Partial Mediation 
Price →Service Process →Satisfaction (H11) .020 .013 1.538 .000 .040 .124 Non-mediation
Place→ Service Process →Satisfaction (H12) .038 .016 2.375 .011 .068 .018 Partial Mediation

Promotion→ Service Process →Satisfaction (H13) .048 .018 2.667 .014 .071 ** Partial Mediation
Source: Own Survey Data, 2023.
Note: β: coefficient beta value; CI: Confidence interval; CR: critical ratio; LB: Lower bound; P: p-value; S.E.: standard error; UB: Upper bound and P < 0.05.

The relationship between the 4Ps of the marketing mix and 
tourist satisfaction was examined through bootstrapping of 
the indirect effects, revealing essential insights. As shown 
in Table 8, the bootstrapping results confirm a significant 
indirect relationship for hypothesis H10, demonstrating that 
the product influences tourist satisfaction through service 
processing, with a path coefficient of (β = 0.029, CR = 2.230, 
p = 0.025). This finding supports prior research by Kumail 
et al. (2022), which highlights that travelers often choose 
destinations based on others’ experiences, and Adebayo 
and Adedeji (2019), who argue that improving service 
quality boosts satisfaction, leading to better perceptions and 
experiences of others. These results highlight the critical role 
of service quality in shaping overall tourist satisfaction and 
the indirect influence of product offerings in this context.

Hypothesis H11 was not supported, as the relationship 
between price and tourist satisfaction through service 
processing was non-significant (β = 0.020, p = 0.124). This 
suggests that service processing does not mediate the effect 
of price on satisfaction, and other factors may influence this 
relationship. Hypothesis H12 was supported, showing that 
place significantly impacts tourist satisfaction directly and 
indirectly through service processes (β = 0.038, p = 0.018). 
This suggests that a destination’s environment and service 
delivery work together to enhance satisfaction, highlighting 

the importance of place appeal and service quality in 
improving tourist experiences.

The final hypothesis, H13, was supported by the results 
showing a significant indirect impact of promotion on tourist 
satisfaction through service processing (β = 0.048, CR = 
2.667, p = 0.01). This finding indicates that the promotional 
efforts of a destination or service provider influence tourist 
satisfaction indirectly by shaping how services are processed 
and delivered. This result implies that promotional activities 
can enhance the tourist experience when effectively 
integrated with service processes. Therefore, tourism 
marketers and service providers should consider how 
promotional strategies can be designed to attract visitors and 
improve service delivery quality, ultimately boosting tourist 
satisfaction.

CONCLUSION

Understanding visitor happiness is critical for sustainable 
tourism since it  determines whether tourists  return to a 
destination. Through the service delivery process in the 
tourism industry, this study investigated the effect of 
the 4Ps of the marketing mix on visitor satisfaction. The 
study revealed that product and distribution significantly 
impact visitor satisfaction with tourism sites directly and 
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indirectly. Additionally, the service process strengthened 
the relationship between product, place, promotion, and 
tourist  satisfaction, which served as a crucial mediator. 
The results indicate that improving visitor experiences and 
satisfaction requires a well-designed service procedure. 
Promotion did not directly affect customer satisfaction, but it 
did have an indirect effect, and pricing did not significantly 
affect customer satisfaction either directly or indirectly.

Thus, tourism organizations should concentrate on 
improving the quality and supply of services to enhance the 
allure of places. While pricing tactics are not the primary 
determinant of visitor satisfaction, they should also align 
with visitor expectations. To reach a wider audience and 
make a good impression, digital marketing and virtual 
advertising should be given priority. Prioritizing service 
quality and integrated marketing can help tourism 
businesses increase customer satisfaction and cultivate 
enduring loyalty.

THEORETICAL AND PRACTICAL 
IMPLICATIONS OF THE STUDY         

This study highlights the importance of understanding the 
challenges tour guides and operators face in effectively using 
the 4Ps of marketing. The study’s theoretical implications 
include expanding knowledge on the interaction between 
product, price, place, promotion, service process, and tourist 
satisfaction, contributing to tourism and marketing literature. 
The study’s findings can benefit marketers, travel agents, 
service providers, managers, and researchers by addressing 
gaps and promoting successful strategies in the tourism 
industry. According to the study’s practical consequences, 
tourism marketers should use an integrated marketing mix 
strategy emphasizing tourist satisfaction. Furthermore, this 
study demonstrates how certain aspects of the marketing mix 
can be successfully implemented in a developing country.

LIMITATIONS OF STUDY AND 
DIRECTION FOR FURTHER 
RESEARCH 

This study provides valuable insights, though it has 
limitations. It only considered tourists’ perspectives, 
excluding the views of managers or employees. Future 
research should incorporate input from employees and 
managers to better understand the impact of the 4Ps on 
visitor satisfaction. Researchers should also focus on tourist 
hot spots and use more diverse sampling methods, as the 
convenience sample may not fully represent the population. 
Additionally, future studies could benefit from a longitudinal 
approach for deeper insights.

Funding

The authors declare that they received no financial support 
for this article’s research, authorship, or publication.

Declaration of Conflicting Interests 

The authors declare no potential conflicts of interest related 
to this article’s research, authorship, or publication.

Data Availability Statement 

Data is available upon request from the corresponding 
author.

Author Contributions Statement 

The author, Mr. Arega Enbiale Setegn, contributed to the 
study’s conception, methodology design, data collection, 
article drafting, analysis and interpretation of the results, 
manuscript editing, and reference management. In addition, 
Professor Gurudutta P. Japee gave oversight and direction, 
revised and edited the manuscript before it was submitted, 
and helped formulate the methodology and other essential 
tasks for the study.

REFERENCES 
Abate, A. (2019). The effect of tourism marketing on 

destination image building: In case of Lalibela Town, 
Ethiopia. University of Gondar.

Abdullah, Y. A. (2024). The influence of price, service 
quality on customer satisfaction and loyalty at Grojogan 
Sewu nature park. Jurnal Indonesia Sosial Sains, 5(8), 
1920-1933. doi:https://doi.org/10.59141/jiss.v5i08.1198

Acharya, S., Mekker, M., & De Vos, J. (2023). Linking travel 
behavior and tourism literature: Investigating the impacts 
of travel satisfaction on destination satisfaction and revisit 
intention. Transportation Research Interdisciplinary 
Perspectives, 17(2022), 1-20. doi:https://doi.
org/10.1016/j.trip.2022.100745

Adam, M., Ibrahim, M., Putra, T. R. I., & Yunus, M. (2023). 
The effect of e-WOM model mediation of marketing 
mix and destination image on tourist revisit intention. 
International Journal of Data and Network Science, 7(1), 
265-274. doi:https//doi.org/10.5267/j.ijdns.2022.10.007

Adebayo, O. A., & Adedeji, O. E. (2019). Guests’ 
perception, experience, and satisfaction of waiting for 
hotel services in Ado-Ekiti, Nigeria. Scientific Papers-



82	 Investigating the Effect of Marketing Mix Elements on Visitor Satisfaction in UNESCO-Recognized Tourist Attraction ...

Series Management Economic Engineering in Agriculture 
and Rural Development, 19(3), 21-26.

Aktan, M., Zaman, U., Farías, P., Raza, S. H., & Ogadimma, 
E. C. (2022). Real bounce forward: Experimental evidence 
on destination crisis marketing, destination trust, e-WOM 
and global expat’s willingness to travel during and after 
COVID-19. Sustainability (Switzerland), 14(3), 2-18. 
doi:https://doi.org/10.3390/su14031111

Anitsal, I., Girard, T., & Anitsal, M. M. (2012). An 
application of services marketing mix framework: How 
do retailers communicate information on their sales 
receipts? Business Studies Journal, 4(2), 77-90.

Ardani, N. N. (2021). Effect of marketing mix and service 
quality on customer satisfaction and loyalty (A study on 
PT. Mutiara Cemerlang Utama Bali). Journal of Applied 
Sciences in Travel and Hospitality, 4(2), 77-84. doi:https://
doi.org/10.31940/jasth.v4i2.77-84

Arismayanti, N. K., Suwena, I. K., & Sendra, I. M. 
(2022). Tourist satisfaction patterns and index for 
travel companions while traveling in Bali. E-Journal of 
Tourism, 9(2), 218-234. doi:https://doi.org/10.24922/eot.
v9i2.92111

Aruan, D. T. H., & Kusumawardani, A. M. (2019). 
Comparing the effects of service quality and value-
for-money on customer satisfaction, airline image and 
behavioral intention between full-service and low-
cost airlines: Evidence from Indonesia. International 
Journal of Tourism Policy, 9(1), 27-49. doi:https://doi.
org/10.1504/IJTP.2019.10021710

Astuti, N. S., & Dewi, L. (2022). Analysis of service quality 
and tourism destination parts on visitor satisfaction at 
Taman Mini Indonesia Indah. TRJ Tourism Research 
Journal, 6(1), 140-151. doi:https://doi.org/10.30647/trj.
v6i1.142

Azhar, M. E., Jufrizen, J., Prayogi, M. A., & Sari, M. 
(2019). The role of marketing mix and service quality on 
tourist satisfaction and loyalty at Samosir. Independent 
Journal of Management & Production, 10(5), 1662-1678. 
doi:https://doi.org/10.14807/ijmp.v10i5.937

Bancin, D., Pariwisata, A., Medan, N., & Medan, P. L. P. I. 
(2022). The effect of tourist products on visitor satisfaction 
at the state museum of north sumatra province. Jurnal 
Ekonomi, 11(01), 522-528.

Biazen, T., & Nilsson, A. (2010). Ethiopia as a tourist 
destination, an exploration of Swedish tourists market 
demand (case study). Blekinge Institute of Technology.

Brătucu, G., Băltescu, C. A., Neacşu, N. A., Boşcor, D., 
Ţierean, O. M., & Madar, A. (2017). Approaching the 
sustainable development practices in mountain tourism in 
the Romanian Carpathians. Sustainability (Switzerland), 
9(11), 2-20. doi:https://doi.org/10.3390/su9112051

Byrne, B. M., & van de Vijver, F. J. R. (2010). Testing 
for measurement and structural equivalence in 

large-scale cross-cultural studies: Addressing the 
issue of nonequivalence. International Journal 
of Testing, 10(2), 107-132. doi:https://doi.
org/10.1080/15305051003637306

Chand, M., Kumar, A., & Kaule, H. (2016). Assiciation 
between tourist satisfaction dimensions and nationality: 
An emperical investigation. International Journal of 
Hospitality and Tourism Systems, 9(2), 74-82.

Chen, N. (Chris), & Dwyer, L. (2018). Residents’ place 
satisfaction and place attachment on destination 
brand-building behaviors: Conceptual and empirical 
differentiation. Journal of Travel Research, 57(8), 1026-
1041. doi:https://doi.org/10.1177/0047287517729760

Cochran, W. G. (1977). Sampling techniques (3rd ed.). John 
Wiley & Sons.

Dibb, S., & Pride, W. M. (2019). Marketing concepts and 
strategies (8th ed.). CENGAGE.

Dolnicar, S. & Ring, A. (2014). Tourism marketing research: 
Past, present and future. Annals of Tourism Research, 
47(4), 31-47.

Dwyer, L. (2022). Tourism economics and policy. In 
Encyclopedia of Tourism Management and Marketing 
(pp. 421-424). Edward Elgar Publishing. doi:https://doi.
org/10.4337/9781800377486.

Febrina, L. K., Kartikowati, S., & Jahrizal, J. (2021). Effect 
of marketing mix on tourist satisfaction and loyalty in 
tourist area of Bono Teluk Meranti Pelalawan regency. 
Jurnal Manajemen Dan Bisnis, 10(1), 27-35. doi:https://
doi.org/10.34006/jmbi.v10i1.254

George, D., & Mallery, P. (2016). IBM SPSS statistics 23 
step by step a simple guide (14th ed.). Routledge.

Hair, J. F. (2016). Evaluating structural equation models with 
unobservable variables and measurement error. Journal of 
Marketing Research, 18(1), 39-50.

Hanifah, R. D., Rianty, R., Djati, S. P., Jakaria, J., & 
Agung, A. A. G. (2022). The influence of information 
quality, promotion, and servicescape on revisit intention 
mediated by visitor satisfaction during the new normal 
era of COVID-19 in Dunia Fantasi Jakarta. International 
Journal of Social Science, 2(3), 1651-1662. doi:https://
doi.org/10.53625/ijss.v2i3.3627

Henseler, J., Ringle, C. M., & Sarstedt, M. (2015). A 
new criterion for assessing discriminant validity in 
variance-based structural equation modeling. Journal 
of the Academy of Marketing Science, 43(1), 115-135. 
doi:https://doi.org/10.1007/s11747-014-0403-8

Hussen, T. (2021). An overview of current Ethiopian tourism. 
Journal of Tourism & Hospitality, 10(1000), 1-7.

Idris, N. M., Sendra, I. M., & Yanthy, P. S. (2024). The effect 
of social media promotion mix and destination image on 
visitor satisfaction at Puncak Lima Jari, South Sulawesi. 
Asian Journal of Management Entrepreneurship and 
Social Science, 4(3), 650-668.



	 Arega Enbiale Setegn, Gurudutta Pradeep Japee� 83

Jahmani, A., Jawabreh, O., Abokhoza, R., & Alrabei, A. 
M. (2023). The impact of marketing mix elements on 
tourist’s satisfaction towards five stars hotel services in 
Dubai during COVID-19. Journal of Environmental 
Management and Tourism, 7(4), 335-346. doi:https://doi.
org/https://doi.org/10.3390/su13169399

Khorsheed, R. K., Abdulla, D. F., Othman, B. A., Mohammed, 
H. O., & Sadiq, Z. M. (2020). The role of services 
marketing Mix 7P’s on achieving competitive advantages 
(the case of Paitaxt Technical Institute in Kurdistan 
Region of Iraq). Test Engineering and Management, 
83(4), 15947-16971. 

Kotler, P., & Keller, K. L. (2006). Marketing management 
(12th ed.). New Jersey.

Kotler, P., Bowen, J. T., Makens, J. C., & Mauri, A. G. 
(2014). Marketing for Hospitality and Tourism (6th ed.). 
Pearson Prentice Hall.

Kumail, T., Qeed, M. A. Al, Aburumman, A., Abbas, S. 
M., & Sadiq, F. (2022). How destination brand equity 
and destination brand authenticity influence destination 
visit intention: Evidence from the United Arab Emirates. 
Journal of Promotion Management, 28(3), 332-358. 
doi:https://doi.org/10.1080/10496491.2021.1989540

Kusumawati, A., & Sri Rahayu, K. (2020). The effect of 
experience quality on customer perceived value and 
customer satisfaction and its impact on customer loyalty. 
Human Systems Management, 39(2), 219-232. doi:https://
doi.org/10.3233/HSM-190564

Magatef, S. G. (2015). The impact of tourism marketing mix 
elements on the satisfaction of inbound tourists to Jordan 
head of marketing department. International Journal of 
Business and Social Science, 6(7), 41-58. doi:https://doi.
org/10.5539/ijbm.v6-1n9p166

Malhotra, N. K., Kim, S. S., & Patil, A. (2006). Common 
method variance in IS research: A comparison of 
alternative approaches and a reanalysis of past research. 
Management Science, 52(12), 1865-1883. doi:https://doi.
org/10.1287/mnsc.1060.0597

Hasan, M., & Islam, M. (2020). The effect of marketing mix 
7Ps on tourists’ satisfaction. The Cost and Accounting,  
48(2), 30-40.

Othman, B. A., Harun, A., De Almeida, N. M., & Sadq, Z. M. 
(2021). The effects on customer satisfaction and loyalty 
by integrating marketing communication and after-sales 
service into the traditional marketing mix model of 
Umrah travel services in Malaysia. Journal of Islamic 
Marketing, 12(2), 363-388. doi:https://doi.org/10.1108/
JIMA-09-2019-0198

Podsakoff, P. M., MacKenzie, S. B., & Podsakoff, N. P. 
(2012). Sources of method bias in social science research 
and recommendations on how to control it. Annual 

Review of Psychology, 63(1), 539-569. doi:https://doi.
org/10.1146/annurev-psych-120710-100452

Rahman, M., Islam, M. S., Amin, M. A., Sultana, R., & 
Talukder, M. I. (2019). Effective factors of service 
marketing mix on tourist satisfaction: A case study. Asian 
Social Science, 15(7), 1-15. doi:https://doi.org/10.5539/
ass.v15n7p1

Rastbod, S., & Aflatounian, Z. (2018). The relationship 
between place attachment and the satisfaction of visitors 
in cinema multiplex (case study: Pardis Melat and 
Koorosh, Tehran, Iran). Space Ontology International 
Journal, 7(2), 15-21.

Schwartz-Shea, P., Sharpe, M. E., Hawkesworth, M., 
Adcock, R., & Schaffer, F. C. (2015). Interpretation and 
method empirical: Research methods and the interpretive 
turn. M.E. Sharpe.

Syariful, M., & Untung, S. (2020). Effect of service quality 
and product quality on customer. International Journal of 
Economics, Business and Accounting Research (IJEBAR), 
4(1), 204-211.

Thabit, T. H., & Raewf, M. (2018). The evaluation of 
marketing mix elements: A case study. International 
Journal of Social Sciences & Educational Studies, 4(4), 
100-109. doi:https://doi.org/10.23918/ijsses.v4i4p100

Trimurti, C. P., & Utama, G. B. R. (2021). Bali tourism 
destination structural loyalty model from consumer 
behavior perspective. Turkish Journal of Computer and 
Mathematics Education (TURCOMAT), 12(4), 494-505. 
doi:https://doi.org/10.17762/turcomat.v12i4.531

UNWTO. (2023). International Tourism Highlights, 
2023 Edition – The Impact of COVID-19 on Tourism 
(2020–2022), revised and updated in October 2023. 
World Tourism Organization (UNWTO). doi:https//doi.
org/10.18111/9789284424986

Uzir, M. U. H., Al Halbusi, H., Thurasamy, R., Thiam Hock, 
R. L., Aljaberi, M. A., Hasan, N., & Hamid, M. (2021). 
The effects of service quality, perceived value and trust in-
home delivery service personnel on customer satisfaction: 
Evidence from a developing country. Journal of Retailing 
and Consumer Services, 63(5), 1-15. doi:https://doi.
org/10.1016/j.jretconser.2021.102721

Pasaribu, V. L. D. (2023). The influence of service quality 
and price on customer satisfaction (CV.Herina Catering). 
International Journal of Integrative Sciences, 2(8), 1223-
1238. doi:https://doi.org/10.55927/ijis.v2i8.5605

Xie, Y. (2020). The relationship between marketing mix, 
customer satisfaction and customer loyalty of Chinese. 
Ijbejournal, 2(1), 1-23.

Zeithaml, V. A., Bitner, M. J., & Gremler, D. D. (2018). 
Services marketing: Integrating customer focus across 
the firm (7th ed.). McGraw Hill education. 


