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Abstract 

This study aimed to determine visitors' perceptions regarding factors in selecting attractions in Zambales. A survey 
questionnaire was conducted with 120 respondents who visited Zambales' man-made or natural attractions to gather 
data on their profiles and the factors they consider when selecting attractions. The study analyzed factors such as safety 
and security, management, cleanliness and sanitation, and ambiance/environment. Additionally, the study investigated 
whether there was a significant difference in the factors considered in selecting attractions based on respondents' 
profile variables, including gender, age, civil status, occupation, and monthly income. The descriptive research design 
was used to describe the problems identified, and data were analyzed using percentages and weighted mean. The 
research was anchored on the Theory of Travel Decision-Making to examine how tourists perceive their needs and how 
potential destinations, accommodations, or transport systems can fulfill these needs. The results revealed that 
respondents' profile variables had a significant impact on the factors they consider when selecting attractions. The 
study's findings could help attraction managers improve their services and amenities, making them more attractive to 
visitors. Overall, this study provided valuable insights into understanding the factors that affect visitors' attraction 
selection in Zambales. 
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1 Introduction 

Tourism is more frequently referred to as the world's biggest and fastest-growing industry. Together with this trend, 
the importance of visitor perception has been increasingly analyzed and is considered a significant factor in destination 
attractiveness. An investigation of the impact of destination attributes on the frequency of visitors and their intention 
to return could demonstrate the strengths and weaknesses of a destination by assessing its attractiveness level. The 
visitor’s information and knowledge about the destination can assist with development and planning, and marketing, 
and can also improve the management of a destination. In other words, the more impressed visitors are with the 
destination, the greater visitation frequency is expected. Tourist attractions, as a set of features or attributes where 
some features are ‘given’ and others are partly ‘man-made’. ‘Given’ or natural attributes include a number of natural 
features of tourism destinations – like the climate, scenery, beaches, mountains, and historical and cultural buildings. 
The ‘man-made’ features include accommodation and transportation, package tours, sports and recreational facilities – 
all of which can be tailored to visitor preferences, depending on budget restrictions. Thus, for the purpose of this study 
a tourist destination is seen as a place away from the tourists’ home, and includes the perception a tourist has of the 
destination’s attractions [1]. 

In addition, tourism is a social, cultural, and economic which entails the movement of people to countries or places 
outside their usual environment for personal or business/professional purposes. These people are called visitors. A 
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visitor is a traveler taking a trip to a main destination outside his/her usual environment, for less than a year, for any 
main purpose (business, leisure or other personal purpose) other than to be employed by a resident entity in the 
country or place visited. A visitor (domestic, inbound or outbound) is classified as a tourist (or overnight visitor), if 
his/her trip includes an overnight stay, or as a same-day visitor (or excursionist), if his/her trip does not include an 
overnight stay. Tourism is the all-encompassing umbrella term for the activities and industry that create the tourist 
experience, the defines travel as the activity of moving between different locations often for any purpose but more so 
for leisure and recreation [2]. 

Visitors' perspective when selecting a particular attraction are depending to several factors to consider: Safety and 
Security, Management, Cleanliness and Sanitation, and Ambiance and Environment. Also, the factors to be considered 
in selecting Attraction when grouped according to their profiles. These factors are vital for the satisfaction to the overall 
experience of the trip. The ultimate primary purpose of attractions is to attract the customer's attention so that they can 
come to a specific location and explore the various attractions on vacation. In the travel and tourism industry, attractions 
therefore play a particularly important role as this attracts visitors from all over the world. Nestled in the Central Luzon 
region in the Philippines, you can choose from several types of attractions in the second district of Zambales whether it 
is natural or man-made attractions with considering the factors that is suitable for the visitor’s selection.  

Early works on attractions affirmed that without attractions, there are no tourists or tourism. The converse is also true 
as ‘tourism attractions’ exist because of tourists and they are ‘produced’ and marketed as such due to the availability of 
tourists. Tourists visit a destination because there is a tourist attraction which definitely has an image. However, from 
an ontological point of view, Gunn’s sweeping statement does not take into consideration excursionists or domestic 
visitors who can visit the attractions without necessarily sleeping over in that area. He assumes that only tourists 
(overnight spenders) consume attractions [3]. 

The first component of the tourism system is the demand side, namely the consumers of tourism represented by 
tourists. Similarly, to the definition of tourism, the literature review reveals it is difficult to find agreement on the 
definition of tourists. Consequently, based on the Glossary of Tourism Terms [2], this thesis defines tourist as someone 
who moves from their usual place of residence to a different place for leisure, study or work purposes for a short-term 
period between a couple of days to one year maximum. As mentioned in the introductory chapter, just as tourism has 
evolved, so has the perception of tourists from the researchers’ point of view. Contemporary tourists are no longer 
considered just consumers of the tourism products, but are seen as producers of experiences. Nowadays, tourism is 
more about feelings than consumption in a materialistic way. The researches at home and abroad for evaluating tourism 
destination mainly involve the analysis of tourist environment carrying capacity, the evaluation regarding tourist 
horizon of tourism destination, tourism resources development and the overall planning related to impact on ecological 
environmental impact, environmental quality and sustainable development system of the tourism destination. Through 
the process of reviewing the related literature, the discussion indicates that the research of tourism destinations has 
obtained many achievements and laid a certain foundation for later studies, however, it still has some demerits. The 
application of tourism destination evaluation method and model has mostly confined to the traditional static and linear 
evaluation method, and the aspects of tourist economy and society are not mentioned enough. Safety and security are 
important to tourists. In fact, research finds that safety and security are the most important travel considerations for 
some tourists [4].  Safety refers to protection of customers and employees from potential injury or death. Security is 
guarding against loss of life, belongings, and property. According to the (US) National Crime Prevention Institute 2014, 
research can categorize safety and security measures using physical devices and involving employees' behavioural 
procedures.  

Even though a large number of core elements encourage people to visit destinations, mental and physical health 
relaxation possesses a dominant position amongst all. Experiencing a cleanliness, hygienic environment while traveling, 
makes individuals more satisfied and no immediate alternatives can replace this need. Despite the importance of 
sanitation and hand hygiene safety during tour time, concepts are not developing to review the guard against hygiene-
related illness some of which may be fatal while others can lead to expensive medical care. The goal of this paper is to 
provide guidance on applications to prevent any adverse consequences for the travellers coming to Bangladesh. 

As measured by economic expenditure, the largest nature-based subsectors are those that include extensive 
accommodation and activity infrastructure as well as associated amenity migration and residential property 
development. In these cases, the natural environment is used principally as an outdoor playground. The main examples 
are the ski industry, the marina industry, and the beach tourism sector. In research terms, these are considered as mass 
or mainstream tourism. Ski resorts rely on retail shopping precincts and residential land sales as well as on lift ticket 
sales, but their position and layout are dictated by terrain and climate, and many are on public land originally allocated 
for forestry or conservation. In developed nations, beach and marina tourism are largely integrated into coastal cities. 
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Developing nations typically follow the enclave resort model, which may eventually develop into resort towns. While 
privately-owned tourism enterprises are common, there are instances where government agencies directly own them. 
Alternatively, they may be privately owned by government officials through patronage systems. Outdoor tourism 
activities, which involve many participants, typically require less infrastructure and expenditure. These activities are 
often available as independent self-supported recreation or commercial tourism products. Additionally, in developing 
nations, Human Resource Management plays a vital role in improving organizational performance and contributes to 
the success of businesses [21]. 

Environment tourism uses outdoor natural environments as a setting for excitement-based recreation rather than 
appreciation of nature. There is, however, considerable overlap both in individual motivations and in the design of 
commercial products, which often include nature-based, adventurous, and cultural components in a single product. 
Watching wildlife can be exciting as well as educational, and many adventure activities take place in spectacular 
landscapes. At least 45 different outdoor activities are offered as adventure tourism products. Risk management and 
participant motivations for these have been examined in particular detail.  

This study holds immense significance in the tourism industry of Zambales. By analysing the factors that visitors 
consider while selecting attractions, it will provide crucial information and knowledge that can benefit various 
stakeholders. Firstly, the findings of this study will be valuable to the tourism administrators. They will be able to use 
this research to develop and enhance the visitor facilities of an attraction. By gaining a better understanding of their 
visitors and the local tourism market, tourism businesses can improve their services and attract more visitors to the 
area. Secondly, the study will be beneficial to the business owners who run the attractions. They will be able to 
determine how they can accommodate and adjust to the needs of visitors. By using the data acquired from this research, 
they can identify any issues that may exist and develop better strategies and initiatives aimed at improving their 
operations. Lastly, this research will serve as a foundation for future researchers. The concepts and findings of this study 
can be used as a starting point for new research or to assess the validity of existing related studies. It will also provide 
a cross-reference for them, providing a backdrop or summary of the criteria to consider while choosing Zambales 
attractions. General, this research will play a crucial role in the tourism industry of Zambales. It will provide valuable 
insights and knowledge that can be used to develop and enhance the attractions in the area, making it more attractive 
to visitors and ultimately boosting the local economy. 

The study aims to determine the perception of visitors regarding the factors in selecting attractions in Zambales. The 
research will seek to answer questions about the respondents' profiles in terms of gender, age, status, occupation, 
monthly income, and preferred type of attraction. It will also investigate the factors in selecting an attraction, such as 
safety and security, management, cleanliness and sanitation, and ambiance/environment. Additionally, the study will 
analyse whether there is a significant difference in the factors considered in selecting attractions based on respondents' 
profile variables. 

The study's scope is limited to the visitors' perspective in selecting attractions in Zambales. The researchers will use a 
survey questionnaire with 120 respondents who have visited Zambales' man-made or natural attractions. The 
questionnaire will gather data on the respondents' profiles and the factors they consider in selecting attractions. The 
study will use the descriptive research design to describe the problems identified. The researchers will maintain 
research ethics by keeping the respondents' names, personal data, and responses confidential. Data will be analysed 
using percentage and weighted mean. 

This study will be anchored on the Theory of Travel Decision-Making [22]. Travel decision-making helps to explain 
tourists’ travel behaviour as the outcome of a cognitive decision-making process which is itself influenced by their 
perceptions of the environment, their individual characteristics or personality traits as well as the context in which the 
decision takes place. To capture all aspects, there is a combination of consumer behaviour methods to study individual 
decision-making processes. Research on travel decision-making often focuses on specific influencing factors or 
contextual layers individually. Studies that integrate multiple factors, including destination attributes that influence 
travel behaviour, and consider travel decision-making as a multi-step perceptive process [13]. Tourism is a complex 
system of several interrelated contextual layers. First, travel behaviour is embedded in the individual attributes of a 
person [15]. Second, travel behaviour depends on the social context as travel decision-making is influenced by 
information from the social environment [7]. Third, travel behaviour can be explained by the spatial context [11], as the 
residential environment (urban/rural, access to airport) and economic or social regional disparities also influence this 
[6].  A specific feature of travel decisions, in particular destination choices, is that they are negotiation processes 
between tourists’ needs and the destination offer [5]. When applying a behavioural geography perspective to examine 
travel decision-making, we need to consider how tourists perceive their own needs and how a potential destination, 
accommodation or transport system can fulfil these needs [13]. The theory is found to be appropriate because of their 
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essential feature which will be related to factors to consider in selecting attractions in Zambales. Figure 1 illustrates the 
paradigm of the study which provides the basis for the significant scope of this study. This study will be conducted to 
know the perception of visitors in selecting attractions in Zambales. 

2 Material and methods  

2.1 Research Design 

The present study utilizes quantitative methodology.  This study will be using descriptive survey method. Descriptive 
research can be explained as a statement of affairs as they are at present with the researcher having no control over 
variables moreover, descriptive research may be characterized as simply the attempt to determine, describe or identify 
what is, while analytical research attempts to establish why it is that way or how it came to be.  Descriptive research is 
scientific research that describes events, phenomena or facts systematically dealing with a certain area or population. 
Descriptive research is aimed at casting light on current issues or problems through a process of data collection that 
enables them to describe the situation more completely than was possible without employing this method. Descriptive 
research is also known as statistical research that describes data and characteristics about what practices, level of 
effectiveness and recovery and processing it answers the question who, what, where, and how, this kind of research 
also deals with the present existing condition and data gathering. It aims to accurately and systematically describe a 
population, situation or phenomenon. In its essence, descriptive studies are used to describe various aspects of the 
phenomenon. In its popular format, descriptive research is used to describe the characteristics and/or behavior of the 
sample population. 

2.2 Respondents and Location 

This study will be conducted in Zambales, focusing on one hundred twenty (120) respondents who visited the 
attractions, whether it is man-made or natural made.  

This research used simple random sampling in order for the researcher to gather respondents. Simple random sampling 
is a subset of individuals chosen from a larger set. Each individual is chosen randomly and entirely by chance and each 
member of the population has an equal chance of being included in the sample. Every possible sample of a given size 
has the same chance of selection. 

 

Figure 1 Map of Zambales, Philippines  
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2.3 Research Instrument 

The study will use a survey questionnaire. The questionnaire made by the researchers will be composed of two (2) 
parts: Part 1 will cover the profile of the respondents in terms of gender, age, status, occupation, monthly income, and 
preferred type of attraction. Part 2 will cover the factors in selecting attractions in terms of the safety and security, 
management, cleanliness and sanitation, and ambiance /environment. The 4-point Likert scale will be used to get the 
descriptive interpretation from the respondents, 4- Very Much Considered; 3- Considered; 2- Slightly Considered; and 
1-Not Considered. The instrument will be submitted and checked by the Research Professor and Adviser for refinement. 
Suggestions and comments were taken and incorporated for the improvement of the research instrument. And to test 
its reliability, Cronbach Alpha was employed. 

Table 1 Cronbach Alpha Summary of the Perception of the Respondents on the Factors to be considered in selecting 
Attraction.  

Parameters 
Cronbach's Alpha based 
on Standardized Items 

Interpretation 

(Extent of Reliability) 

Safety and Security 0.799 Acceptable 

Management 0.761 Acceptable 

Cleanliness and Sanitation 0.953 Excellent 

Ambiance and Environment 0.902 Excellent 

 

Cronbach Alpha Summary of the Perception of the Respondents on the Factors to be considered in selecting Attraction. 
Based on the result, the Assessment of the respondents’ perception on the factors in selecting Attraction as to Safety 
and Security (a=0.799), and Management (a=0.761) were “Acceptable”. While on the Cleanliness and Sanitation 
(a=0.953), and Ambiance and Environment (a=0.902) were “Excellent”. Thus, it is indicative that all questions can 
provide the necessary information to answer the objectives of the study.   

The researchers will first seek permission and endorsement from the LGU Tourism Office before administering the 
survey questionnaire to the visitors as respondents. They will explain the study's objectives and instructions for 
answering all items to the respondents. After a week, the questionnaires will be collected for data tabulation, analysis, 
and interpretation.  

To analyze the collected data, the researchers will use descriptive statistical tools such as frequency to count the 
occurrence of variables, percentage to obtain the profile of respondents and the factors in selecting attractions in 
Zambales, and weighted mean to calculate the average on the factors to be considered in selecting attractions. The 
researchers will also use analysis of variance (ANOVA) to test the significance of differences in the mean of variables. 
The software SPSS will be utilized to compute ANOVA. The researchers will use ANOVA to test the hypotheses regarding 
Ho1, which is whether there is a significant difference in the factors in selecting an attraction when grouped according 
to profile variables.  

The researchers will use the SPSS Statistical for Psychological Software System to determine the significance of the data. 
If the computed P value is greater than (>) 0.05, the null hypothesis will be accepted, indicating that there is no 
significant difference. Conversely, if the computed P value is less than (<) 0.05, the alpha level of significance, the null 
hypothesis will be rejected, indicating that there is a significant difference. 

3 Results and discussion 

3.1 Profile of the Respondents 

Out of the one hundred twenty (120) respondents,, the majority 63 or equivalent to 38.30% were females,  46 or 
equivalent to 38.30% were males and 11 or equivalent to 9.20% were LGBTQ+.  This means that majority of the 
respondents who fond to travel were females.  According to [9], women are statistically and actually much more likely 
love to travel than men. Indeed, women’s dominance of travel is both startling and decisive. In addition, in the U.S., 
women dominate leisure travel by a 63% to 37% ratio over men. Worldwide there is a similar skew, with 64% of global 
travellers being female, versus 36% male [20]. 
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Out of the one hundred twenty (120) respondents, the majority were from the age group of 18 to 25 years old which 
was 49 or equivalent to 40.80%; 36 or equivalent to 30.00% were from the age group of  26 to 33 years old; 15 or 
equivalent of 12.50% were from the age group of 42 to 49 years old; and 10 or equivalent of 8.30% were from the age 
group of 34 to 41 years old, and 50 years old and above. The mean age was 31 years old. This revealed that respondents 
who travel more were between the ages of 18 and 25 and the most dominant in the survey which belongs to millennials, 
and they are likely seeking out new knowledge and experiences.   

Civil Status. Out of the one hundred twenty (120) respondents, the majority 78 or equivalent of 65.00% were single, 33 
or equivalent to 27.50% were married, 5 or equivalent to 4.20 were widows, and 4 or equivalent of 3.30% were others. 
This implies that the respondents were single who can go into different places to explore new things. According to [8], 
Now that Covid has finally been controlled and more countries are feeling the impetus to reopen for tourism, 
international travel is back with a vengeance. Passenger numbers for 2022 already (far) exceed the last two years, and 
amid the surge, some pretty interesting travel trends are emerging: the growing fascination with solo or single traveller 
is one of them. Single are the one who love to explore new places with new experience. 

Occupation. Out of the one hundred twenty (120) respondents, the majority 69 or equivalent of 57.50% were from 
others (different occupations), 23 or equivalent to 19.20% were government employees, 15 or equivalent to 12.50 were 
private employees, and 13 or equivalent of 10.80% were entrepreneurs. The data clearly demonstrate that the 
respondents were from different field/occupation which they can manage their time to go into different places to 
explore new things. According to [16], whatever job/occupation you have travel is integral to a lifelong-learning process, 
travel introduces you to new perspectives, travel reconnects us with our life and make our jobs meaningful. 

Monthly Income. Out of the one hundred twenty (120) respondents, the majority 42 or equivalent of 35.00% were 5,000 
below; 21 or equivalent of 17.50% were 5,001 to 10,000; 17 or equivalent to 14.20% were 10,001 to 15,000 and 20,001 
to 25,000; 12 or equivalent to 10.00% were 15,001 to 20,000; 6 or equivalent to 5.00% were 30,001 and above; and 5 
or equivalent of 4.20% were 25,001 to 30,000. The mean monthly income was 12,417.09. This means that the 
respondents’ monthly income was categorized as poor but tried to expose themselves to the attractions/destinations 
to have new experiences for as long as it is not expensive. According to [14] suggested eight (8) top tips on how you can 
travel the world for cheap. Pick the right destination to make the best with your budget, do your research to find the 
lowest airfare, curb your meals expenses by cooking in your trip, live it up with some free events, pack light with a 
minimalist packing list, do volunteer work exchange with World packers, seek out the discounts to travel cheaper, and 
use your skills to make money travelling 

Preferred Type of Attraction. Out of the one hundred twenty (120) respondents, the majority of 97 or equivalent to 
80.80% preferred natural-made and 23 or equivalent of 19.20% preferred man-made. This indicates that most of the 
respondents love natural made attractions.  According to [10], young people or now already known as millennials would 
prefer to spend money to travel and visit nature tourism because of their insufficient exposure to nature. They are 
starting to engage to natural environment since they were unable to do so when they were still young due to being 
exposed to digital technology. More and more attractions are utilizing natural environment to assure that the young 
travellers will be able to enjoy the nature such as beaches and equestrian.  

3.2 Factors in selecting Attraction 

Table 2 shows the Perception of the Respondents on the Factors in selecting Attraction as to Safety and Security. The 
respondents assessed “Very Much Considered” Harmful animals are not visible in the area with a weighted mean of 3.77 
and ranked 1, Clarity of the signs and directives that care for the safety and health of the visitors with a weighted mean 
of 3.75 and ranked 2, Availability of assistance local guides with a weighted mean of 3.67 and ranked 3, Orderly and 
easily accessible rescue equipment near the area with a weighted mean of 3.64 and ranked 4 and Reminders are given 
by the management to protect the property and belongings of customers with a weighted mean of 3.61 and ranked 5. 
The computed overall weighted mean on the Perception of the Respondents on the in selecting Attraction as to Safety 
and Security was 3.69 with a qualitative interpretation of “Very Much Considered”. This implies that the safety and 
security of the guests/tourists should be prioritized in all aspects. The safety and security are the most important travel 
considerations for some tourists [23]. Also, the protection of customers from any loss of life, belongings, and property 
[4]. 
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Table 2 Safety and Security. 

 Safety and Security 
Weighted 

Mean 

Qualitative 

Interpretation 
Rank 

1 Orderly and easily accessible rescue equipment near 
the area. 

3.64 Very Much Considered 4 

2 Reminders are given by the management to protect 
the property and belongings of customers. 

3.61 Very Much Considered 5 

3 Clarity of the signs and directives that care for the 
safety and health of the visitors. 

3.75 Very Much Considered 2 

4 Availability of assistance from local guides. 3.67 Very Much Considered 3 

5 Harmful animals are not visible in the area. 3.77 Very Much Considered 1 

 Overall Weighted Mean 3.69 Very Much Considered  

 

Table 3 Management 

 Management 
Weighted 

Mean 

Qualitative 

Interpretation 
Rank 

1 There is a control on the number of visitors to 
protect the area. 

3.73 Very Much Considered 4 

2 The local people/ employee are friendly towards 
visitors. 

3.72 Very Much Considered 5 

3 The quality of service is provided. 3.77 Very Much Considered 1 

4 The price for food and other service fee is reasonable. 3.74 Very Much Considered 2.5 

5 The professionalism of the people / employee. 3.74 Very Much Considered 2.5 

 Overall Weighted Mean 3.74 Very Much Considered  

 

Table 3 shows the Perception of the Respondents on the Factors in selecting Attraction as to Safety and Security. The 
respondents assessed “Very Much Considered” The quality of service is provided with a weighted mean of 3.77 and 
ranked 1, The price for food and other service fee is reasonable, and The professionalism of the people/employee with 
a weighted mean of 3.74 and ranked 2.5, There is a control on the number of visitors to protect the area with a weighted 
mean of 3.73 and ranked 4 and The local people/ employee are friendly towards visitors with a weighted mean of 3.72 
and ranked 5. The computed overall weighted mean on the Perception of the Respondents on the Factors in selecting 
Attraction as to Management was 3.74 with a qualitative interpretation of “Very Much Considered”.  

Table 4 shows the Perception of the Respondents on the Factors in selecting Attraction as to Cleanliness and Sanitation. 
The respondents assessed “Very Much Considered” Effectiveness of garbage and disposal segregation, and  The foods 
are fresh and safe to eat by the visitors with a weighted mean of 3.87 and ranked 1.5, The foods are clean and well-
packed with a weighted mean of 3.86 and ranked 3, The availability of potable/drinking water with a weighted mean of 
3.85 and ranked 4 and The attraction is clean and garbage free with a weighted mean of 3.83 and ranked 5. The 
computed overall weighted mean on the Perception of the Respondents on the Factors in selecting Attraction as to 
Cleanliness and Sanitation was 3.86 with a qualitative interpretation of “Very Much Considered”. This indicates that 
cleanliness and sanitation are the factors that the guests/tourists are looking into exploring the place. In the study of 
[12], experiencing cleanliness, hygienic environment most especially the food in the place while traveling, makes 
individuals more satisfied and no immediate alternatives can replace this need.   
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Table 4 Cleanliness and Sanitation 

 Cleanliness and Sanitation 
Weighted 

Mean 

Qualitative 

Interpretation 
Rank 

1 Effectiveness of garbage and disposal 
segregation 

3.87 Very Much Considered 1.5 

2 The foods are clean and well-packed. 3.86 Very Much Considered 3 

3 The attraction is clean and garbage free. 3.83 Very Much Considered 5 

4 The availability of potable/drinking water. 3.85 Very Much Considered 4 

5 The foods are fresh and safe to eat by the 
visitors. 

3.87 Very Much Considered 1.5 

 Overall Weighted Mean 3.86 Very Much Considered  

 

Table 5 Ambiance and Environment 

 Ambiance and Environment 
Weighted 

Mean 

Qualitative 

Interpretation 
Rank 

1 The place is good for relaxation and stress-free 
surroundings. 

3.88 Very Much Considered 1 

2 The place offers recreational activities and other 
activities for single /team use. 

3.70 Very Much Considered 5 

3 The place is a unique and picture-perfect spot. 3.80 Very Much Considered 2 

4 The place promotes authentic food and culture. 3.77 Very Much Considered 4 

5 The place is nature friendly or with a nature-friendly 
environment. 

3.79 Very Much Considered 3 

 Overall Weighted Mean 3.79 Very Much Considered  

 

Table 5 shows the Perception of the Respondents on the Factors in selecting Attraction as to Cleanliness and Sanitation. 
The respondents assessed “Very Much Considered” The place is good for relaxation and stress-free surroundings with 
a weighted mean of 3.88 and ranked 1, The place is a unique and picture-perfect spot with a weighted mean of 3.80 and 
ranked 2, The place is nature friendly or with a nature-friendly environment with a weighted mean of 3.79 and ranked 
3, The place promotes authentic food and culture with a weighted mean of 3.74 and ranked 4,  and The place offers 
recreational activities and other activities for single /team use with a weighted mean of 3.70 and ranked 5. The 
computed overall weighted mean on the Perception of the Respondents on the Factors in selecting Attraction as to 
Ambiance and Environment was 3.79 with a qualitative interpretation of “Very Much Considered”. This implies that the 
factors that the respondents looking is the place or sport which has unique offerings. In the study of  [2], tourists felt 
relaxed with family members and friends and liked to be with them when facing challenges in an unfamiliar 
environment. Therefore, this factor was referred to as the kinship/relax factor. 

Table 6 shows the summary table of the Perception of the Respondents on the Factors in Selecting Attraction. The 
respondents assessed all “Very Much Considered” on Cleanliness and Sanitation with a weighted mean of 3.65 and 
ranked 1; Ambiance and Environment with a weighted mean of 3.79 and ranked 2; Management with a weighted mean 
of 3.74 and ranked 3; and Safety and Security with a weighted mean of 3.69 and ranked 4. The computed grand weighted 
mean of the Perception of the Respondents on the Factors to be Considered in Selecting Attraction was 3.77 with a 
qualitative interpretation of “Very Much Considered”. As emphasized by [17] that Linking a destination to the benefits 
perceived by the tourist will be pointless if such a place cannot offer a high level of public safety, cleanliness, an adequate 
transport system and adequate signage. With this, the tourist can move around safely, knowing the police are constantly 
patrolling and seeing the clear signage indicating the different places of interest, in a clean, quiet setting. 
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Table 6 Selecting Attraction 

 
Factors to be considered 

in selecting Attraction 

Overall 
Weighted 
Mean 

Qualitative 

Interpretation 
Rank 

1 Safety and Security 3.69 Very Much Considered 4 

2 Management 3.74 Very Much Considered 3 

3 Cleanliness and Sanitation 3.86 Very Much Considered 1 

4 Ambiance and Environment 3.79 Very Much Considered 2 

 Grand Mean 3.77 Very Much Considered  

 

3.3 Test of difference on the factors in selecting Attraction when grouped according to profile variables. 

The Analysis of Variance to test difference on the factors in selecting Attraction as to Safety and Security when grouped 
according to profile variables. The computed value of 0.467 for Gender, 0.519 for Age, 0.859 for Civil Status, 0.198 for 
Occupation, 0.182 for Monthly Income, and 0.179 for Preferred Type of Attraction was greater than > the 0.05 Alpha 
level of significance, therefore, the null hypothesis was accepted, hence, there is no significant difference on the factors 
in selecting Attraction as to Safety and Security when grouped according to profile variables. This implies that the safety 
and security apply whatever sex, age, civil status, occupation, monthly income, and preferred type of attraction they are 
located into. Safety and security are important to tourists. In fact, research finds that safety and security are the most 
important travel considerations for some tourists. In addition, the installation of safety devices and behavioral security 
measures reduces tourists' anxiety and increases their sense of safety, especially among tourists who have had previous 
exposure to instances of crime [4]. 

The Analysis of Variance to test difference on the factors in selecting Attraction as to Management when grouped 
according to profile variables. The computed value of 0.972 for Gender, 0.519 for Age, 0.376 for Civil Status, 0.129 for 
Monthly Income, and 0.080 for Preferred Type of Attraction was greater than > the 0.05 Alpha level of significance, 
therefore, the null hypothesis was accepted, hence, there is no significant difference on the factors in selecting Attraction 
as to Management when grouped according to profile variables. On the other hand, the computed value of 0.036 for 
occupation was lower than > the 0.05 Alpha level of significance, therefore, the null hypothesis was rejected, hence, 
there is a significant difference on the factors in selecting Attraction as to Management. This implies that as to 
management, occupation is important to consider because as the guests earned degrees their expectations and 
standards become more higher. In the study of [2] shows that management in tourist destinations would benefit from 
provision of the authentic travel experience integrated with zoning the travel destination. Furthermore, Measures 
included management of tourists, employees, organizations, and environment. Administrative officers recognized that 
crowding must be managed in an integrated procedure; however, they tended to ignore the psychological management 
perspective. As tourists perceived environments in various ways, it is essential to use different management strategies 
at different groups. 

The Analysis of Variance to test difference on the factors in selecting Attraction as to Cleanliness and Sanitation when 
grouped according to profile variables. The computed value of 0.429 for Gender, 0.618 for Civil Status, 0.709 for 
Occupation, 0.908 for Monthly Income, and 0.129 for Preferred Type of Attraction was greater than > the 0.05 Alpha 
level of significance, therefore, the null hypothesis was accepted, hence, there is no significant difference on the factors 
in selecting Attraction as to Cleanliness and Sanitation when grouped according to profile variables. On the other hand, 
the computed value of 0.009 for age was lower than > the 0.05 Alpha level of significance, therefore, the null hypothesis 
was rejected, hence, there is a significant difference on the factors to be considered in selecting Attraction as to 
Cleanliness and Sanitation. The results show that age is necessary to consider in terms of cleanliness and sanitation. 
This means that older people tend to look for cleanliness and sanitation as they avail the tourist attraction. According 
to [18], the importance of hospitable service and clean, well-run facilities, providing information about area attractions 
planned activities, providing opportunities for socialization and entertainment outlets are equally important. This 
suggests that the attractiveness of a tourist destination could be spoiled if the services and facilities that facilitate 
tourists' comforts would not met. 

The Analysis of Variance to test differences in the factors in selecting Attraction as to Ambiance and Environment when 
grouped according to profile variables. The computed value of 0.876 for Gender, 0.220 for Age, 0.332 for Civil Status, 
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0.703 for Occupation, 0.335 for Monthly Income, and 0.063 for Preferred Type of Attraction was greater than > the 0.05 
Alpha level of significance, therefore, the null hypothesis was accepted, hence, there is no significant difference on the 
factors in selecting Attraction as to Ambiance and Environment when grouped according to profile variables. This 
implies that ambiance and environment it is not significant when it comes to profile. According to [19], the perception 
of the environment is one of the above-mentioned elements and, in tourism, represents one of the factors in building 
the destination image. Thus, perception of the environment could be understood as perception of quality because the 
place itself, or the scenery, is what visitors want to see, which is a common theme identified in landscape planning 
literature when discussing this issue. 

4 Conclusion 

Overall, the findings of this research paper provide valuable insights into the profile of the respondents and the factors 
that influence their selection of attractions. The majority of the respondents were female and from the age group of 18 
to 25 years old, with a mean age of 31 years old. In terms of civil status, most of the respondents were single, while in 
terms of occupation, the majority were from different occupations. The mean monthly income was 12,417.09, with most 
of the respondents earning 5,000 or below per month. Regarding the factors in selecting attractions, the respondents 
placed high importance on safety and security, management, cleanliness and sanitation, and ambiance and environment. 
These factors were ranked based on their perceived level of importance by the respondents, with the effectiveness of 
garbage and disposal segregation, quality of service, and the place being good for relaxation and stress-free 
surroundings being the top three factors. The computed overall weighted mean for each factor showed that they were 
all "very much considered" by the respondents. These findings can be useful for attraction managers and policymakers 
in understanding the preferences and priorities of their target audience. For instance, attraction managers can focus on 
enhancing safety measures, providing quality service, ensuring cleanliness and sanitation, and improving the ambiance 
and environment to attract more visitors. Policymakers can also use these findings to create policies and regulations 
that promote the development of safe, clean, and sustainable attractions that meet the needs of the public. This research 
sheds light on the profile of the respondents and the factors that influence their selection of attractions. The findings 
highlight the importance of safety, management, cleanliness and sanitation, and ambiance and environment in attracting 
visitors. The insights gained from this study can be useful for attraction managers and policymakers in creating 
attractive and sustainable destinations that cater to the needs of their target audience. 
 
Based on the findings and conclusions of the study, several recommendations have been identified. First and foremost, 
the tourist attraction management should prioritize the safety and security of their customers. This can be achieved by 
providing roving security guards who are visible and installing CCTV cameras to protect guests from harm. By doing so, 
tourists will feel safer and more secure during their visit, resulting in positive feedback and increased patronage. 
Secondly, the tourist attraction management should provide training and seminars to their employees on how to deal 
and serve customers properly. This will help them understand the importance of customer satisfaction and how it can 
contribute to the success of the business. Satisfied customers are more likely to return and recommend the attraction 
to others, resulting in increased revenue. Thirdly, the tourist attraction management should strictly implement the 
cleanliness of its surroundings. Maintaining a clean and hygienic environment is essential in attracting customers and 
creating a positive impression. This will help customers enjoy the place more and lead to repeat visits. Lastly, tourist 
attraction management should not only focus on the ambiance and environment but also offer activities that are good 
for individuals or groups. By providing activities, customers will have more options to choose from, leading to increased 
satisfaction and enjoyment. This can also encourage repeat visits and positive reviews. Implementing these 
recommendations can help tourist attraction management improve the overall customer experience, resulting in 
increased patronage, positive feedback, and higher revenue. 
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