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Abstract. The objective of this study is to analyze the tourist profile and their percep-
tion of satisfaction with tourism services in the Latacunga canton. Hypothesis: The tour-
ist profile has a significant impact on satisfaction with tourism services consumed in the
Latacunga canton. Methodology: A quantitative, correlational, and field-based approach
was adopted. Data collection was carried out through structured surveys administered to
tourists using simple random sampling. Based on the observed variables, Principal
Component Analysis (PCA) was used to construct synthetic indices of tourist profile
and satisfaction. The hypothesis was tested using Pearson's correlation coefficient and a
linear regression model estimated with the statistical package STATA 16.1. Results:
The econometric results show a statistically significant inverse relationship between
tourist profile and satisfaction with tourism services in the Latacunga canton. The Pear-
son correlation coefficient (r = —0.318) indicates that as the visitor profile becomes
more specialized, experienced, or demanding, perceived satisfaction tends to decrease
systematically. This relationship is confirmed by the linear regression model, in which
the tourist profile shows a negative and highly significant coefficient (f = —0.53; p <
0.01). From an economic perspective, this result reflects a mismatch between the char-
acteristics of tourism demand and the structure of local supply, such that tourists with
more sophisticated profiles evaluate the quality of the services consumed more critical-
ly. In quantitative terms, a one-unit increase in the tourist profile index is associated
with an average reduction of 0.53 units in satisfaction. The coefficient of determination
(R*=0.1016) suggests that tourist profiles explain a limited, but significant, proportion
of the variability in satisfaction, highlighting the multidimensional nature of this phe-
nomenon and the influence of additional factors not included in the model. Overall, the
results provide novel evidence for emerging tourist destinations, demonstrating that at-
tracting more demanding tourist profiles does not guarantee higher levels of satisfaction
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if the offerings do not meet demand expectations. It is important that future research de-
termine the other factors that contribute to the remaining 89.84% of tourist satisfaction.
Keywords: Tourist satisfaction; Tourist profile; Tourism economics; Econometric anal-
ysis; Principal component analysis; Linear Regression; Emerging tourist destinations;
Latacunga; Ecuador.
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AHHoTanus. Llens JaHHOTO UCCIe0BaHUs — MPOAHATU3UPOBATh NMPO(UIL TYPUCTOB U
UX BOCIIPHUATHE YIOBJIETBOPEHHOCTH TyPUCTUYECKUMH yCIyramu B KaHToHe JlaTakyHra.
['mnore3a: nmpoduiabs TypHucTa OKa3blBaeT CYIIECTBEHHOE BIMSHHE Ha Y/I0OBJIETBOPEH-
HOCTb TYPUCTUYECKHUMH yCIyraMu, IpelocTaBisieMbIMU B KaHToHe JlarakyHra. Mero-
JI0JI0THsL: ObUTM MCIOJIb30BAHBI KOJTUYECTBEHHBIH, KOPPEISALIMOHHBIN 1 M0JIeBOI MOaX0-
Jpl. COOp JaHHBIX MPOBOJWIICS MTOCPEACTBOM CTPYKTYPUPOBAHHBIX OIIPOCOB TYPHUCTOB C
UCIIOJIb30BaHUEM METO/1a MTPOCTOM citydaifHo! BbIOOpkH. Ha ocHOBe HabmromaeMbIx me-
PEMEHHBIX ObUT MCIOJIB30BaH METOJ aHalu3a riaBHbIX KoMmrnoHeHToB (PCA) mnst mo-
CTPOEHUSI CUHTETUYECKUX MHJEKCOB NMPO(UIIs TypUCTa U YAOBIETBOPEHHOCTH. [ UnoTe-
3a ObUTa MPOBEPEHA C UCIOJIb30BaHueM Koddduimenta koppemnsiuu [Tupcona u moje-
JIM JIMHENHOW perpeccuy, IMOCTPOEHHOM ¢ MOMOIIbI0 cTatucTudeckoro nakera STATA
16.1. Pe3ynapTaThl: 3KOHOMETPUYECKHE PE3YJIbTAaThl MOKA3bIBAKOT CTATUCTUYECKH 3HA-
YUMYyI0 OOpaTHYIO 3aBHCHMOCTh MEXIY MpOQUIeM TypHCTa U YJIOBIECTBOPEHHOCTBHIO
TYpUCTHYECKUMH yciyramu B KaHToHe Jlatakynra. Koadduuuent koppensuu [Tupco-
Ha (r = —0,318) yka3pIBaeT Ha TO, YTO [0 MEPE TOTO, KaK MPOUIb TOCETUTENS CTAHO-
BUTCSL OoJjiee CreUaln3UpOBaHHBIM, OIBITHBIM WM TpeOOBaTeIbHBIM, BOCIIPUHUMAE-
Masi y/I0BJIETBOPEHHOCTb NMEET TEHICHLUIO K CUCTEMATUYECKOMY CHUKEHHIO. JTa B3a-
UMOCBSI3b MOATBEPKAACTCSA JTUHEHHONW PErpecCHOHHON MOJIeNblo, B KOTOPOil mpoduib
TypHUCTa MOKAa3bIBAE€T OTPULIATEIbHBIN U BHICOKO3HAUMMBIN koddduiment (f = —0,53; p
< 0,01). C sKOHOMHYECKON TOYKH 3pPEHHMsI, 3TOT pe3ybTaT OTpakaeT HECOOTBETCTBUE
MEXy XapaKTEPUCTHKAaMHU TYpUCTHYECKOIO CIIPOCa U CTPYKTYpOHl MECTHOrO IpeIo-
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JKEHUS, TaK YTO TYPUCTHI ¢ Oojiee TpeOoBaTeIbHBIMU MPOPUISIMUA OLIEHUBAIOT KAa4eCTBO
noTpeOIIIeMBIX yCIyT 0osiee KpUTUYECKH. B KOTMYEeCTBEHHOM BBIPaKEHUH YBEIHMUYCHHE
uH7AeKca Tpoduis TypucTa Ha OJIHY €AMHHUILY CBA3aHO CO CPETHUM CHUKEHHEM YPOBHS
ynosnerBopeHHoctd Ha 0,53 emununbl. Kosddunuent nerepmunammu (R? = 0,1016)
MpeJIoiaraeT, 4YTo NpopuId TypPUCTOB OOBSICHIIOT OrPAaHUYCHHYIO, HO 3HAYUMYIO J10-
JII0 U3MEHYMBOCTH YAOBJIETBOPEHHOCTH, IOAYEPKUBAs MHOIOMEPHBIN XapaKTep 3TOro
SBJICHUS U BIMSHUE JIOMOJIHUTENBHBIX (DAKTOPOB, HE BKIIOUEHHBIX B MOJeNb. B 1enom,
pe3yJIbTaThl NPEJOCTABISAIOT HOBBIE JAHHBIE U1 Pa3BUBAIOLIMXCA TYPUCTUUYECKUX
HAIpaBJIEHUH, IEMOHCTPUPYS, UTO MpHUBJIeueHUe Oosiee TpeOoBAaTENbHBIX MHpoduiIei
TYpPUCTOB HE TapaHTHUPYET Oosiee BHICOKOTO YPOBHS YIOBJIETBOPEHHOCTH, €CIIU Mpeia-
raemble yCIyT'H He COOTBETCTBYIOT OKMIAHHSAM cripoca. BaxHo, yToObl Oyayiue uc-
CJICIOBAHUS OMPEACIUIN Apyrue (pakTopsl, KOTOPhIE BIHSIOT Ha ocraBmuecs 89,84%
YAOBJIETBOPEHHOCTH TYPHUCTOB.

KioueBble ¢j10Ba: yI0BICTBOPEHHOCTh TYPUCTOB; MPOQHIb TYpUCTa; SKOHOMHUKA TY-
pHU3Ma; IKOHOMETPUUYECKUN aHallu3; aHAINU3 TJIaBHBIX KOMIIOHEHTOB; JIMHEHHAs perpec-
CHsl; pa3BUBAIOLMECS TYpUCTUUECKUE HanpaBieHus; JlarakyHra; DkBajgop

Jas untupoBanus: bpasanec 1., Hapauxo 3., Optuc-I'yaiitapa K. [Ipoduns Typrucron
U UX BOCIIPUSITHE YIOBICTBOPCHHOCTH TYPUCTHUECKUMH YCIIyTaMH B KaHTOHE JlaTtakyH-
ra, DxBanop // Hayunslii pesynbrar. Texnomoruu 6uszHeca u ceppuca. 2026. T. 12. Ne 2.

C. 18-40. DOI: 10.18413/2408-9346-2026-12-2-0-2

Introduction (BBexenue). Tourism is a
constantly evolving industry, as tourist pro-
files are volatile and tend to change sporadi-
cally according to people's lifestyles (Crotts,
1994; Dwyer etal., 2000; Gavurova et al.,
2020), which determine the consumption of
products.

The profile of tourists and their satisfac-
tion with the consumed tourist services play a
crucial role in the tourism economy (Brazales
etal., 2018, 2021; Nowak et al., 2007; Raha-
yu, 2017; Shvets et al., 2015; Sugiyarto et al.,
2003; Suhel & Bashir, 2018). The tourist pro-
file, which includes demographic characteris-
tics, preferences, and behaviors, influences
the demand for tourism services (Balaguer &
Cantavella, 2002; Brida & Risso, 2010; Drit-
sakis, 2004; Gupta & Dutta, 2018) and how
economic resources are spent at the destina-
tion (Cheng et al., 2023; Rahayu, 2017; Tiwa-
ri et al., 2021; Tsakiri et al., 2021).

Tourist satisfaction with tourism ser-
vices is a determining factor for the economic
success of the sector (Borges et al., 2016; Ce-
ron & Lechuga, 2018; Dmitrovi¢ et al., 2009;
Liu & Dewancker, 2017; Tiwari et al., 2021).
Satisfied tourists tend to spend more money
(Brazales, 2018; Brazales etal., 2022; Oya

etal., 2021), return to the destination on fu-
ture occasions, and recommend it to other
travelers (Urry, 2001). This boosts revenue
flow and has a positive impact on the local
economy (Brazales et al., 2021; Hirschman &
Lindblom, 1962; Ngoc et al., 2022), stimulat-
ing spending on hotels, restaurants, transpor-
tation, and tourist activities (Mussina et al.,
2019; Pearce, 1988; Spangenberg, 2005;
Stauvermann & Kumar, 2016).

The economic growth of tourism in Ec-
uador not only positively impacts the coun-
try's balance of payments but is also funda-
mental to improving tourist satisfaction by
fostering investments in infrastructure and
services that meet their needs and expecta-
tions. As tourism expands, more jobs are cre-
ated and local income increases, allowing
communities to offer richer and more person-
alized experiences to visitors (Brazales et al.,
2025). This dynamism creates a virtuous cy-
cle where tourist satisfaction improves, driv-
ing greater demand and attracting more trav-
elers who, in turn, contribute to the sector's
economic growth. This reinforces the im-
portance of tourism as an engine of sustaina-
ble development in Ecuador and highlights
the need for strategies that align economic
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growth with the interests of tourists and local
communities (Brazales et al., 2025).

Several investigations have examined
the profile (Alén et al., 2016; Buffa, 2015; De
La Torre & Pérez, 2017; Franco et al., 2017,
Magano etal., 2022; Merinov et al., 2023;
Moral etal., 2021; Oltean & Gabor, 2022;
Vifian et al., 2022) and the preferences of tou-
rists (Alves et al., 2023; Astariningsih et al.,
2020; Deng & Liu, 2021; Gao etal., 2024;
Mahdi & Esztergar, 2023; Rachmawati, 2024;
Teviana etal., 2021). These investigations
have analyzed socio-demographic aspects,
motivations and used various variables to
evaluate perceived satisfaction (Gartner,
1994; Gunn, 1994).

Therefore, it is essential to understand
the visitor profile and assess their level of sat-
isfaction with the tourism services they have
experienced (Brazales et al., 2022; Smolc¢i¢ &
Soldi¢, 2017; Vegara et al., 2018), as this has
a direct impact on the economy of the sector
(Fayissa et al., 2008; Hernandez et al., 2017;
Palafox, 2013). Tourist destinations must
adapt their offer and improve the quality of
their services in order to meet tourists’ expec-
tations and preferences (Hernandez, 2014;
Nowak, 2007; Palafox & Garcia, 2018).
These actions, in turn, will generate economic
benefits, promote sustainability, and foster the
long-term development of the tourism indus-
try (Alhowaish, 2016; Babolian, 2020; Bian-
chi & Man, 2021).

In addition, a predictive development
model as a strategic planning system is fun-
damental to addressing the dynamics of tour-
ism, as it allows for the identification of
trends in tourist behavior and the establish-
ment of forecasts that facilitate the adaptation
of services offered based on their expectations
and needs. Formulating a long-term vision for
tourism development not only guides the
creation of policies that promote visitor satis-
faction but also establishes clear priorities for
the sector, integrating a management ap-
proach that considers the socioeconomic and
cultural context of each destination. This en-
sures that strategies for improving service
quality align with the characteristics of the

tourist profile and, therefore, increase their
satisfaction and foster loyalty, thus guarantee-
ing sustainable development in the tourism
sector (Brazales et al., 2023).

Also, the Balanced Scorecard is an es-
sential strategic tool for companies in Ec-
uador's tourism sector that allows them to
align their financial objectives with customer
satisfaction by measuring not only profitabil-
ity but also how tourist experiences affect
their economic success. Proper management
of the quality of tourism products improves
the tourist's perception and encourages in-
vestment in services that meet their expecta-
tions, thus establishing a positive cycle be-
tween business growth and tourist satisfaction
(Illapa & Brazales, 2024).

Tourism in the city of Latacunga repre-
sents 0.01% of the total tourism in the country
based on records of the number of air arrivals
to the canton (Ministerio de Turismo Ecuador,
2024), it has a low hotel occupancy averaging
45% occupancy (Brazales et al., 2022), a neg-
ative growth rate and a limited tourist offer
(GAD Latacunga, 2020) compared to Ambato
or Quito, which are markets adjacent to Lat-
acunga.

In the context of tourism in Latacunga,
understanding the tourist profile and its rela-
tionship to satisfaction with the services con-
sumed is fundamental. Characterizing tour-
ists, including demographics, motivations,
and expectations, allows tourism service pro-
viders to tailor their offerings to the specific
needs of this segment (Brazales et al., 2024).
Particularly in emerging destinations like Lat-
acunga, where the tourism offering is still de-
veloping, it is crucial to use these insights to
optimize the visitor experience, foster loyalty,
and ultimately, positively impact the local
economy. Tourist satisfaction not only influ-
ences their desire to return but also contrib-
utes to increased spending in the region, pro-
moting sustainable development and continu-
ous improvement of the tourism services of-
fered (Brazales et al., 2024).

In this framework, one possible reason
for the problem of lack of knowledge about
the profile and satisfaction of services con-
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sumed is due to causes such as products not
being in line with the tourist or these products
not fully satisfying the tourist due to factors
exogenous to their profile, such as the quality
of the service, natural and heritage attractions,
climate, among other factors.

The objective of the research is to ana-
lyze the tourist profile and their perception of
satisfaction with tourism services in the Lat-
acunga canton. The hypothesis was if the
tourist profile has a significant impact on sat-
isfaction with tourism services in the Lat-
acunga canton.

Literature Review (O630p auTepary-
pwi). Tourist Profile. Tourist profile refers to
the detailed description of the characteristics,
behaviors, preferences and demographic, psy-
chographic and behavioral attributes of an in-
dividual or group participating in tourist ac-
tivities (Ibafiez et al., 2016). Tourist demand
refers to the number of individuals interested
in participating in tourist activities in a given
place and time (Brazales et al., 2018).

Tourist profiles are configured based on
the different typologies that exist worldwide
(Ceylan etal., 2021; Chebli etal., 2024,
Mudarra et al., 2019). The tourist profile is
closely linked to the satisfaction obtained
through the consumption of tourist products,
and varies depending on their motivations
(Caliskan, 2018; Carvache et al., 2019; Gis-
bert et al., 2018).

Even today, the profile of tourists can
be identified through the Internet (Buhalis &
Law, 2008), through social networks (Guer-
reiro etal.,, 2024; Sanchez etal., 2024),
through photos they share (Bakos, 1998;
Baloglu & Pekcan, 2006), GPS routes (De-
louche & Stehly, 2023; Kou etal., 2024),
payment and consumption receipts (Deng &
Liu, 2021).

It is worth noting that tourist profile
studies have managed to create personalized
travel itineraries (Chen etal., 2023; De La
Torre & Pérez, 2017; Folgado etal., 2014;
Franco etal., 2017; Y. Liu etal., 2024; Ma-
gano et al., 2022; Merinov et al., 2023; Tevi-
ana et al., 2021), have improved the tourists'
experience through the identification of travel

patterns (Mahdi & Esztergar, 2023), just as
personality is related to the choice of tourist
attractions (Urry, 2002), travel motivations
and preferences and concerns related to travel
(Alves et al., 2023).

The tourist profile is associated with
cultural practices (Bourdieu, 2015; Bourdieu
& Wacquant, 2013), hat is, the amount of tra-
ditions and folklore that they incorporate and
how it is reflected in their behavior in the
place of origin (Alvarez & Martinez, 2016).
Consequently, it is recognized that the tourist
can present both positive and negative behav-
iors in the destination (Krippendorf, 1984;
Urry, 2002). Tourist profiles represent the dif-
ferent market segments within the tourist ac-
tivity (Sandoval et al., 2018).

It is important to highlight that the tour-
ist profile is not equivalent to the promotional
profile of the destination (Solis et al., 2016),
in other words, the evaluation of the tourist
profile is carried out both quantitatively, con-
sidering aspects such as the expenditure made
both in the place of origin and in the place of
destination (Alegre & Pou, 2006), as well as
the duration of the stay (Brazales et al., 2020,
Ibafiez et al., 2016; Lavin et al., 2017; Palafox
& Garcia, 2018); and qualitatively (Quintana
& Feijoo, 2002).

Knowing the tourist profile plays a cru-
cial role in the consumption of tourism prod-
ucts in a given geographical area (Franco
etal., 2017; Gisbert etal.,, 2018; Mudarra
et al., 2019), whether in a specific locality or
in several territories within the same area
(Deng & Liu, 2021). This approach allows for
the existence of multiple tourist offers in a
single locality in order to satisfy tourists' de-
mands (Ascanio, 2010; Leiper, 1979; Teviana
etal., 2021). This, in turn, significantly in-
creases the likelihood that tourists will choose
a particular destination for their trip (Pina &
Delfa, 2003).

In summary, the main objective of cre-
ating a tourist profile is to increase the proba-
bility that tourists select the destination of-
fered (Alén et al., 2016; Baloglu & Pekcan,
20006; Ibafez et al., 2016; Nicolau, 2009; San-
chez et al., 2024). Such a profile is built con-
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sidering the attributes that best fit the needs of
tourists and that are available at the host des-
tination (Inkinen etal., 2024; Valle etal.,
2020). The selection of a tourist destination
depends of the personal preferences (Krip-
pendorf, 1986; Sirkis et al., 2022).

Satisfaction with tourist services. Tour-
ist satisfaction is a key factor in the traveler's
experience, as it reflects the degree of satis-
faction and contentment experienced by trav-
elers regarding their trip and the expectations
they had about the destination and tourist ser-
vices (Chebli et al., 2024; Gao et al., 2024;
Martinez et al., 2021), but it is still in its early
stages due to an insufficient satisfaction as-
sessment system in countries with GDPs that
do not depend largely on tourism (Krishna-
moorthy & Holladay, 2023; Qu, 2024).

The quality of tourism service plays a
fundamental role in customer satisfaction
(Fuller & Ricker, 2021), and it is vital to ana-
lyze this relationship to provide creative solu-
tions and improve the experience in a tourist
destination (Bronner & Neijens, 2006) and
thus position itself in the tourist context
(Saqib, 2019).

Strategic planning of a territory can be
significantly boosted by understanding and
satisfying the consumer and being served ac-
cording to their market segmentation (Ibrahim
& Gill, 2005) or niche (Saqib, 2019). The im-
portance of the length of stay is highlighted as
a central characteristic in consumer satisfac-
tion in tourist destinations, highlighting the
need to understand the dynamics of tourist
choice to improve satisfaction in tourist desti-
nations (Alegre & Lloreng, 2007; Bhattachar-
ya et al., 2023). Satisfaction can be measured
through evaluation indices in scenic tourist
places based on multiple data fusions or mul-
tivariate analysis (Xu, 2024).

Tourists seek satisfying experiences
(Acerenza, 2003; Acerenza, 2015) as well as
professional services (Croes etal., 2021),
green spaces (Gkavra et al., 2023; Krippen-
dorf, 1982), he culinary experience directly
affects tourist satisfaction and loyalty (Hen-
driyani et al., 2020) and especially the climate

influences tourist satisfaction and spending at
the destination (Lam et al., 2019).

It is argued that traditional measures of
service quality are insufficient to assess the
satisfaction of 'new' tourists (Brunner & Pe-
ters, 2009; Sharafuddin et al., 2022), which is
why the flow of experiences of all services
consumed during the consumption of tourist
activities should be measured (Brunner & Pe-
ters, 2009).

The interactions between cultural envi-
ronment and tourist attractions in relation to
tourist satisfaction have positive, high and
significant correlations, while the correlation
between tourist destination facilities and tour-
ist satisfaction shows less robustness, as well
as tourist destination service factors and tour-
ist satisfaction is also weak (Gong et al.,
2023).

This indicates that the quality of cultural
environment and tourist attractions play a
more prominent role in the overall satisfaction
of tourists visiting outdoor mountain tourism
destinations (Gong et al., 2023; Gu, 2023),
but on the other hand tourists in commercial
destinations value comfort, facilities and ser-
vice quality with value for money, while tour-
ists in religious destinations prioritize loca-
tion, cleanliness and breakfast (Singh et al.,
2023).

However, studies highlight that the en-
tertainment factor (Abdul etal., 2023;
Sheehan & Ritchie, 2005; Tham et al., 2023;
Wang, 2015; Yao et al., 2023; Yi et al., 2020)
has the most significant impact on the value
of the experience (Tseng et al., 2023) and on
the satisfaction of the visitor's experience
(Cegur, 2021; Lyu etal., 2019; Tseng et al.,
2023) which is supported by the quality of the
destination (not only the services) (Hussain
etal.,, 2023) with connectivity (Zhao et al.,
2023), with novelty (Son etal., 2023) and
above all with security (Sapkota et al., 2023).

Tourist satisfaction also depends on
perceived experiences of the service con-
sumed in hotels (hospitality), especially ser-
vices consumed in luxury hotels (Jahmani
et al., 2023; Mehnaz et al., 2023; Sanlhoz &
Kozak, 2021) and the unique and positioned
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gastronomy of the sector (Sangkaew et al.,
2023).

In the field of tourism, cognitive mod-
els can be used to understand how tourists
perceive and evaluate destinations, services,
and tourist experiences (Alegre & Lloreng,
2007; Brunner & Peters, 2009; Ibrahim &
Gill, 2005). These models help to analyze the
mental processes and subjective perceptions
that influence tourists' decisions (Borges
etal.,, 2016), highlighting the importance of
quality and emotional experiences in tourist
satisfaction highlighting the importance of
quality and emotional experiences in tourist
satisfaction (Dmitrovi¢ et al., 2009).

However, satisfaction with the services
consumed is related to an exponential growth
in the tourist offer (Brinca et al., 2021; Zhang
etal.,, 2009), based on a marked growth in
human capital and technological (Lucas,

Sociodemographic

incomes

Travel organization and
travel reservation
method

Motivation ) )
Tourist Profile

Preference for tourist
offers

Tourist recreation
activities

Distribution of
expenditure

1988; Rebelo, 1991). For this reason, the per-
ceived usefulness of the application of aug-
mented reality and virtual reality positively
influences the satisfaction of tourists, encour-
aging them to adopt these technologies for
hotel reservations (Lim et al., 2024).
Therefore, the city and scenic spots
should improve the level of smart tourism
service (Ku & Chen, 2024), strengthen the
construction of hardware and software facili-
ties, and focus on protecting the rights and
interests of tourists (Shao et al., 2023).
Materials and Methods (MatepuaJibi
U MeTobl HccaenoBanms). Quantitative, cor-
relational, field, cross-sectional study using
deductive and bibliographic logic as support
for the quantitative, non-experimental.
Below is the research design with
its variables and constructs according

to Figure 1.
Tourist destination
Tourist satisfaction level
Quality Accommodation
B1
Satisfaction with Quality Food and
Tourist Services Beverages

Quality of Tourist
Resources

Recommendation

Evaluation of products/
services

Fig .1. Research design
Puc. 1. /luzaiin uccneoosanus
Note: The research design was adapted from the Book “Indicadores para un Observatorio

Turistico” (Brazales, 2018).

The research design is structured by two
variables, tourist profile and satisfaction with
tourist services. Each of the variables is com-
posed of constructs.

Population and sample. The population
is made up of tourists who arrive at the Lat-
acunga canton and have consumed tourist
services, N= 233,181 (Valle et al., 2020) (the

population of tourists who entered the Coto-
paxi National Park in 2023 was taken as a ref-
erence), with a simple random probability
sampling, n=69; with 90% confidence and
10% margin of error, given that the country is
currently experiencing a security crisis, which
compromises the physical and mental state of
both the interviewer and the respondent.
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Information gathering. The instruments
used were surveys using structured question-
naires, using questions on variables with dec-
imal, numerical, ordinal, continuous and dis-
crete scales for tourists, both for the two in-
struments of each variable respectively.

Validity. By theoretical correspondence
between items and by concept of validity
through the questions of the book Indicators
for a Tourism Observatory focused on the
provinces of Zone 3 of Ecuador (Brazales,
2018).

Reliability. The pilot test and
Cronbach's alpha were used.

Statistical tool. First, principal compo-
nent analysis (PCA) was used to obtain non-
rotated component indices of the variables.

Secondly, the non-rotated indices of
each variable were used to test the hypothesis
using the Pearson correlation coefficient and
based on its significance (p<0.05).

Thirdly, linear regression was per-
formed between the indices of each variable.

Data processing. Using the Stata statis-
tical package.

Econometric model: satisfaction with
tourist services based on the tourist profile.
To model the satisfaction of tourist services
based on the tourist profile, we started from
formula 1 to build formulation 2, where B0 is
the ordinate at the origin (satisfaction of tour-
ist services when the tourist profile is equal to
zero, and is significant at 0.05). Meanwhile,
B1 is the slope coefficient that indicates any
change in the variables and ¢ is the error term,
which captures the variability not explained
by the linear relationship between the varia-
bles:

y=B0 +p1xX+e (1)

Satisfaction with tourist services =
BO + B1x Tourist Profile + ¢ (2)

Structuring the instrument. A literature
review was conducted, constructs were also
sought in the literature and the questions were
taken from the validated instruments of the
book of (Brazales, 2018).

For the independent variable “Tourist
Profile” 23 questions were obtained, which
are divided into constructs as follows:

5 questions from the socio-demographic
construct; 1 question from the income con-
struct; 5 questions from the travel organiza-
tion and travel reservation method construct;
1 question from the positioning construct;
3 questions from the motivation construct;
3 questions from the tourist offer preference
construct; 1 question from the tourist creation
activities construct; 4 questions from the ex-
penditure distribution construct.

For the dependent variable “Satisfaction
with tourist services” 23 questions were ob-
tained, divided as follows: 2 questions from
the tourist destination construct; 4 questions
from the tourist satisfaction level construct by
segment; 3 questions from the accommoda-
tion quality construct; 3 questions from the
food and beverage quality construct; 3 ques-
tions from the tourist resource quality con-
struct; 4 questions from the recommendation
construct; 4 questions from the prod-
uct/service evaluation construct.

Pilot and instrument correction. The pi-
lot was conducted between the first and sec-
ond week of January 2024 with 46 tourists,
which resulted in a Cronbach's Alpha of 0.79
for the independent variable and a Cronbach's
Alpha of 0.96 for the dependent variable. The
Alpha values of the variables were within
their ranges. However, questions 12 and 14
were eliminated from the independent varia-
ble questionnaire since they were similar and
redundant questions.

Survey Application. The surveys were
subsequently conducted from the third week
of January to the first week of February 2024
among tourists who had consumed Lat-
acunga's tourism products.

Cronbach's alpha. The Cronbach's al-
pha of the standardized variables for the vali-
dated instruments had the following values:
Tourist Profile wvariable instrument: 0.70;
Tourist Services Satisfaction variable instru-
ment: 0.94.

The values are within the ranges, show-
ing that they are reliable and validated in-
struments.

HAYYHBIN PE3YJIbTAT. TEXHOJIOTMU BU3HECA Y CEPBUCA
RESEARCH RESULT. BUSINESS AND SERVICE TECHNOLOGIES



Hayunwliil peayabmam. TexHosozuu 6usHeca u cepsuca. T.12, Ne 2, 2026
Research Result. Business and Service Technologies, 12(2), 2026

Results (Pe3yabTaThl HCCI€10BAHUSA
U ux oOcyxnenue). Principal component
analysis (PCA) of the variables. In order to
carry out the multivariate analysis of principal
components, the variables were standardized
using the mean, variance and standard devia-

tion. In this process, the standardized varia-
bles were given a mean of 1, while the vari-
ance and standard deviation were set to 0.
Tables 1 and 2 express the main com-
ponents of each of the study variables.

Table 1
Tourist Profile, PCA
Tabauua 1
Typucmuueckuii npoguns, PCA
Component Eigenvalue Difference Proportion  Cumulative
Comp1 4.08875 1.92486 0.1947 0.1947
Comp2 2.16389 .182959 0.1030 0.2977
Comp3 1.98093 .431911 0.0943 0.3921
Comp4 1.54902 .0511805 0.0738 0.4658
Comp5 1.49784 .237114 0.0713 0.5372
Comp6 1.26072 .176666 0.0600 0.5972
Comp7 1.08406 .0300455 0.0516 0.6488
Comp8 1.05401 .0724087 0.0502 0.6990
Comp9 .981601 .141038 0.0467 0.7458
Comple .840563 .00966207 0.0400 0.7858
Compll .830901 .215148 0.0396 0.8253
Comp12 .615753 .0352334 0.0293 0.8547
Comp13 .58052 .0647108 0.0276 0.8823
Compl4 .515809 .0557105 0.0246 0.9069
Comp15 .460098 .0463101 0.0219 0.9288
Comp16 .413788 .0875731 0.0197 0.9485
Comp17 .326215 .0382906 0.0155 0.9640
Comp18 .287924 .0542189 0.0137 0.9777
Comp19 .233706 .0946556 0.0111 0.9889
Comp20 .13905 .0441793 0.0066 0.9955
Comp21 .0948706 0.0045 1.0000

Note: with PCA the explained variance for the tourist profile index was 0.1947.

Subsequently, the indices for each vari-
able were obtained, as shown in Table 2.

The indices presented in Table 3 were
constructed wusing an unrotated Principal
Component Analysis (PCA) from standard-
ized variables and represent synthetic
measures of tourist profiles and satisfaction
with tourism services. These indices represent
linear combinations of the original standard-
ized variables and allow for the summariza-

tion of multivariate information into compa-
rable quantitative measures.

In the case of tourist profiles, positive
index values reflect visitors with more inten-
sive characteristics in terms of experience,
level of information, demands, and specializa-
tion, while negative values represent less spe-
cialized profiles or those with lower expecta-
tions regarding the tourism offerings. The
dispersion observed in the indices suggests
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high heterogeneity in the profiles of tourists

visiting the Latacunga canton. Meanwhile, the
indices of satisfaction with tourism services

show considerable variability, while negative
values eflect less demanding profiles and un-
favorable perceptions of the service.

Table 2
Satisfaction with tourist services, PCA
Tabauuya 2
Yooenemeopennocme mypucmuueckumu ycnyeamu, PCA

Component Eigenvalue Difference Proportion  Cumulative
Comp1 11.3095 9.62763 0.4917 0.4917
Comp2 1.68185 .250957 0.0731 0.5648
Comp3 1.43089 .144307 0.0622 0.6271
Comp4 1.28659 .183596 0.0559 0.6830
Comp5 1.10299 .261376 0.0480 0.7309
Comp6 .841614 .0330473 0.0366 0.7675
Comp7 . 808566 .0506317 0.0352 0.8027
Comp8 .757935 .138836 0.0330 0.8356
Comp9 .619098 .0355815 0.0269 0.8626
Comp10 .583517 .157335 0.0254 0.8879
Comp11 .426182 .0485517 0.0185 0.9065
Comp12 .37763 .0481956 0.0164 0.9229
Comp13 .329434 .047069 0.0143 0.9372
Comp14 .282365 .0579383 0.0123 0.9495
Comp15 .224427 .0237954 0.0098 0.9592
Comp1l6 .200632 .0169489 0.0087 0.9680
Comp1l7 .183683 .0310069 0.0080 0.9760
Comp18 .152676 .0361269 0.0066 0.9826
Comp19 .116549 .0229165 0.0051 0.9877
Comp20 .0936324 .00973827 0.0041 0.9917
Comp21 .0838941 .0276467 0.0036 0.9954
Comp22 .0562474 .00612333 0.0024 0.9978
Comp23 .050124 0.0022 1.0000

Note: with PCA the explained variance for the satisfaction with tourist services index was 0.4917.

Indices of the variables obtained by PCA

Iloxazamenu nepemennsix, noayuennvie ¢ nomoupto (PCA)

Table 3

Tabnuuya 2

Tourist profile

Satisfaction with tourist services

1.140908000
-0.192505200
-0.968995000
-0.205905200

1.153174000

-0.69130240
1.30477500
5.03318100
0.96879330

-2.03487300
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4.751969000
-1.425438000
-1.532041000
2.253183000
3.528412000
1.706632000
1.531897000
1.462555000
1.639981000
-0.003378100
1.562383000
4.395789000
0.589414100
-0.742858200
2.103388000
-1.355911000
-1.631107000
-0.450296700
-1.861717000
-0.253798500
-2.632011000
2.195915000
0.462387000
-0.002251200
-0.118477100
0.840369800
0.422796300
-0.479139600
2.169278000
-2.827304000
0.204880200
-1.660428000
-1.215987000
0.917837300
-0.769164000

0.934828100

1.895090000
0.802237100
-1.072048000
2.432886000
-2.190286000
0.862473700
0.679808200
-3.575483000
2.811762000
-1.546724000
-0.518094700
2.137192000
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4.23923000
1.26124300
2.10784800
-0.64646910
0.44150770
-1.56338000
1.15206500
1.31497500
-5.32887900
-3.95913800
0.54904360
-5.57997000
2.71679400
0.41814160
-3.72146500
1.84142900
0.09514630
0.47998290
3.53584700
-2.44839300
-0.27004410
-5.46140000
-3.18445300
-6.88223300
2.03936000
-5.10545700
3.67558400
-5.75596800
1.23880700
3.74236000
-7.61463400
2.94950500
0.78389320
-3.56944100
0.36632380

-0.45106110

0.03986140
2.08070900
1.68003600
0.25715870
5.04185200
4.88007400
-3.92044900
2.78734100
-5.13349000
3.53634500
2.70086500
-6.68191700
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-4.157210000
-4.856884000
-4.177843000
-1.463643000
0.971057500
-1.496882000
-1.137204000
-2.525203000
-3.634543000
-2.403369000
0.773541600
0.430616000
-0.013237400
1.489306000
0.162035200
3.681385000

4.81812300
4.81812300
2.60123700
-7.20307700
0.56899110
-0.80253710
-0.39368360
0.34441690
1.90997700
-3.19092000
0.66001370
1.36968900
0.30286430
0.99902690
3.07115000
4.87094500

Note. Own elaboration using PCA with non-rotated components in Stata 16.1.

The variability observed in both indices
demonstrates the heterogeneity of tourists vis-
iting the Latacunga canton and justifies the
use of these indicators as summary variables.
The use of indices derived from the PCA
helps to minimize multicollinearity problems
and provides a solid empirical basis for sub-

sequent econometric analysis, allowing for a
more efficient evaluation of the relationship
between the tourist profile and their level of
satisfaction.
Hypothesis testing. Pearson coefficient
is showed in the table 4.

Table 4

Pearson coefficient between variables

Tabnuua 4

Kosppuuyuenm xoppenayuu Iupcona mesxncoy nepemennvimu

Tourist profile

Satisfaction with tourist services

Tourist profile
Satisfaction with tourist services

-0.3188 1

sig. 0.0076* -
Note. Own elaboration. Correlation between variables obtained by processing the response data in

STATA

*p-sig <0.05, means that the results were not random.

The correlation between the tourist pro-
file and satisfaction with tourist services,
measured by the Pearson coefficient is -
0.3188. This value indicates a moderate nega-
tive correlation between the two variables.

A negative correlation means that as
one variable increases, the other tends to de-
crease. In this case, it indicates that as the

tourist profile increases (which implies specif-
ic characteristics of the tourist, such as age,
income, preferences, etc.), satisfaction with
tourist services tends to decrease. However, it
is important to note that correlation does not
imply causality.

Lineal regression. The regression is an-

alyzed in table 5.
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Table 5
Linear regression of tourist service satisfaction based on tourist profile
Tabauua 5
Jluneitnas pezpeccus y0061emeopeHnocmuy mypucmuiecKumMu yciyeamu
Ha 0CHO6e NPodua mypucma
Observations: 69
Coefficients
MODEL Ro
Std. . 95% | F(1,6 | Prob> Adj | ot
B Bror | ¢ | 8| o | | F | R |RrR2|Ms
E
Constant | 7.08¢-09 | 3865 | 0.00 ot
=77 .10 | .08 | 3.2
| 910 | 8| 000 16 g | 1
Tourist profile -.5301 1925 | -2.75 | .00* 14

Dependent variable: Satisfaction with tourist services

Note. Own elaboration. Formula: Satisfaction with tourist services = 0.00000000708 - 0.5301 x

Tourist profile.
* p<0.05

Validation of assumptions: Multicollin-
earity: (VIF=1.00).

Heteroscedasticity with a Breusch-
Pagan P-value > .05, therefore the null hy-
pothesis of homoscedasticity is accepted.

Normality of errors with a P-value > .05
in the Jarque-Bera test.

Independence of errors with a p-value
of zero (= .0000) between the errors and the
independent variable.

The regression coefficients from the ta-
ble 5 are then interpreted: Coefficient of the
variable Tourist Profile: The coefficient B is -
0.5301253. This means that, holding all other
variables constant, a one-unit increase in tour-
ist profile is associated with a decrease of ap-
proximately 0.53 units in satisfaction with
tourist services. This negative coefficient in-
dicates an inverse relationship between tourist
profile and satisfaction with tourist services. It
is important to note that this coefficient has a
significant p-value (0.008), indicating that the
coefficient is unlikely to be equal to zero by
chance.

The coefficient of the constant is very
close to zero (0.00000000708), suggesting
that it does not have a substantial impact on
satisfaction with tourism services. Further-
more, the p-value associated with this coeffi-

cient is high (1.000), indicating that it is not
statistically significant. Regarding the model
adjustment measures: R-squared: The value of
R-squared is 0.1016, which means that ap-
proximately 10.16% of the variability in satis-
faction with tourism services can be explained
by the tourist profile and the other 89.84% of
the satisfaction with the consumed services
depends on other variables outside this econ-
ometric model. In other words, the linear re-
gression model has a moderate fit for predict-
ing satisfaction with tourism services.

Adjusted R-squared (Adj R-squared):
The Adjusted R-squared value is 0.0882. This
measure adjusts the R-squared taking into ac-
count the number of variables in the model
and the sample size.

It is important to note that the regres-
sion results also include information on the
statistical significance of the coefficients. In
this case, the t-value associated with the Tour-
ist Profile coefficient is -2.75, with a p-value
of 0.008. This indicates that the coefficient is
statistically significant and suggests that there
is a significant relationship between the tour-
ist profile and satisfaction with tourist ser-
vices in the Latacunga canton.

Conclusions 3axiawouenue). The analy-
sis of the tourist profile allowed for the identi-
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fication of a set of sociodemographic, motiva-
tional, and behavioral characteristics, from
which the constructs corresponding to the var-
iables of the research model were developed.
Subsequently, these variables were measured
and analyzed to evaluate their relationship
with satisfaction regarding the tourism ser-
vices consumed in the Latacunga canton, us-
ing correlation and linear regression tech-
niques.

The results show a moderate negative
relationship between the tourist profile and
satisfaction with tourism services, with a
Pearson correlation coefficient of r = -0.3188.
This result indicates that as the tourist profile
is characterized by higher levels of specializa-
tion, experience, or demands, the level of per-
ceived satisfaction tends to decrease.

This relationship is confirmed through
the estimated linear regression model, in
which the coefficient associated with the tour-
ist profile variable has a negative sign and is
statistically ~ significant (B = -0.5301;
p < 0.05). In economic terms, the estimated
coefficient suggests that a one-unit increase in
the tourist profile index is associated, on av-
erage, with a reduction of approximately 0.53
units in the level of satisfaction with the tour-
ism services consumed. Consequently, the
alternative hypothesis (H:) is accepted, which
states that the tourist profile significantly in-
fluences satisfaction with tourism services in
the Latacunga canton.

The model's coefficient of determina-
tion (R? = 0.10) indicates that the tourist pro-
file explains approximately 10% of the ob-
served variability in satisfaction. While this
value can be considered moderate, it is con-
sistent with the empirical literature on tourism
satisfaction, where this type of variable exhib-
its high heterogeneity and depends on multi-
ple unobservable factors. Furthermore, the
diagnostic tests confirm compliance with the
classic assumptions of the linear regression
model, ruling out problems of multicollineari-
ty, heteroscedasticity, autocorrelation, and
non-normality of the errors, thus supporting
the statistical validity of the results obtained.

Economic Discussion of the Results.
From an economic and tourism perspective,
the inverse relationship identified between
tourist profile and satisfaction is not contra-
dictory, but rather reflects a structural misa-
lignment between the characteristics of tour-
ism demand and the destination's service sup-
ply. In particular, tourists with higher levels
of income, education, travel experience, or
planning tend to have higher expectations re-
garding the quality, diversity, and profession-
alism of tourism services. When these expec-
tations are not met by the local offerings, the
overall assessment of the tourist experience is
negatively affected.

Likewise, the result can be interpreted
as evidence of a mismatch between the visitor
profile and the destination's current position-
ing, which seems to cater more to traditional
or low-specialization tourism. In this context,
the arrival of tourists with more sophisticated
profiles generates a greater propensity to
compare with other destinations, which re-
duces the relative perception of quality and,
consequently, the level of satisfaction.

From an economic standpoint, these re-
duced levels of satisfaction can translate into
a lower propensity for tourism spending, a
decreased likelihood of return visits, and few-
er recommendations of the destination, nega-
tively impacting the local economic dynamics
and the tourism competitiveness of the Lat-
acunga canton. In this sense, tourist satisfac-
tion is not only an indicator of visitor well-
being but also a relevant determinant of the
destination's economic performance.

Practical implications. The importance
of adapting and diversifying tourism services
to meet the needs of the different tourist pro-
files visiting the destination is evident. Per-
sonalizing tourism products, designing differ-
entiated experiences, and tailoring services to
specific segments would reduce the gap be-
tween expectations and actual experience,
contributing to improved satisfaction levels.

Likewise, the results highlight the need
to strengthen the quality of tourism services,
particularly through ongoing training for hu-
man capital, improved service standards, and
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professional development for service provid-
ers. Since tourists with more specialized pro-
files tend to have higher expectations, service
quality becomes a key factor in avoiding neg-
ative perceptions and enhancing the destina-
tion's competitiveness.

Another relevant practical implication
relates to the implementation of systematic
feedback mechanisms. The continuous collec-
tion and analysis of tourists' opinions, percep-
tions, and suggestions will allow for the iden-
tification of specific weaknesses in the tour-
ism offerings and enable timely adjustments
in destination management, fostering continu-
ous improvement of the tourist experience.

Furthermore, considering the tourist
profile as a strategic variable can guide the
promotion of sustainable tourism initiatives,
aligned with the preferences of visitors inter-
ested in responsible practices, heritage con-
servation, and authentic experiences. This not
only contributes to greater tourist satisfaction
but also to the economic, social, and envi-
ronmental sustainability of the destination.

Finally, the results suggest that seg-
menting the tourism market based on visitor
profiles is a fundamental tool for designing
more efficient marketing campaigns. A pro-
motional strategy aligned with the destina-
tion's actual offerings would attract tourist
segments whose expectations are compatible
with local capabilities, avoiding negative ef-
fects on satisfaction and the image of the Lat-
acunga canton.

Theorical implications. From a theoreti-
cal perspective, the study's results provide
empirical evidence that reinforces the concep-
tual relationship between tourist profile and
satisfaction with tourism services, contrib-
uting to the development of the literature in
tourism economics. The statistical signifi-
cance of tourist profile as an explanatory vari-
able for satisfaction confirms the theoretical
arguments that maintain that the characteris-
tics, motivations, and behaviors of visitors
directly influence their evaluation of the tour-
ism experience.

Furthermore, the identified relationship
provides relevant elements for understanding

tourism from an experiential approach, in
which satisfaction depends not only on the
objective provision of services but also on the
expectations, perceptions, and comparisons
made by tourists based on their profile. In this
sense, the study contributes to consolidating
the notion that the tourism experience is a
subjective and heterogeneous economic phe-
nomenon, conditioned by the characteristics
of the consumer.

Additionally, the results expand the tra-
ditional analysis of tourist satisfaction by in-
corporating tourist profiles as a relevant ex-
planatory variable. This opens new lines of
research focused on examining how different
profiles influence satisfaction in diverse terri-
torial contexts, especially in emerging or less
established tourist destinations.

Finally, the study contributes conceptu-
al elements for refining tourism market seg-
mentation, demonstrating that not all tourist
profiles react homogeneously to the services
offered. From a theoretical-economic perspec-
tive, this heterogeneity reinforces the need to
analyze tourism demand in a segmented man-
ner, incorporating structural variables of the
visitor profile into explanatory models of sat-
isfaction and the tourism performance of des-
tinations.

Limitations and Future Research. This
study has some limitations that should be con-
sidered when interpreting the results. First,
the estimated linear regression model identi-
fies statistical, not causal, relationships.
Therefore, other factors not included in the
analysis — such as public management of the
destination, security, weather conditions, con-
nectivity, or contextual variables — could in-
fluence the level of tourist satisfaction.

Second, the analysis is limited to the
Latacunga canton, which restricts the general-
izability of the results to other destinations
with different structural characteristics and
levels of tourism development. Furthermore,
although simple random sampling was used, it
may not have fully captured the heterogeneity
of tourist profiles present in the destination.

Additionally, the quantitative approach
employed may have overlooked relevant qual-
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itative dimensions of the tourist experience,
such as visitor perceptions, emotions, and ex-
pectations, which significantly influence satis-
faction.

Future research could expand the model
by incorporating new explanatory variables,
analyzing specific tourist profiles, employing
mixed methods approaches, and developing
longitudinal studies to examine the evolution
of tourist satisfaction over time. Likewise,
comparative studies between destinations
would contribute to a deeper understanding of
the relationship between tourist profiles and
satisfaction with tourism services.
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