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Abstract

Tourism is an activity that allows economic development by generating employment,
promoting cultural manifestations, improving infrastructure, integrating local communities,
preserving attractions, and, ultimately, improving people's quality of life. The objective of
this research was to identify the level of customer satisfaction of an adventure tour operator
that shows a significant increase in competitors, the adventure tour operator Sol y Rio
located in the rural periphery of the city of Lima, Peru; that offers tourist services such as
canoeing, kayaking, canopy, and motocross. The method has a quantitative approach, with a
descriptive scope and non-experimental design. The survey was used for data collection,
and the questionnaire was used as an instrument. It was validated using the criteria of
expert judgment, and its reliability was determined using Cronbach's Alpha, obtaining a
result of 0.834, which indicates that the instrument is reliable. The research population
consisted of 3000 clients that the company receives monthly, the sampling was probabilistic
with the simple random method, and a sample of 340 clients was obtained. Finally, it was
concluded that the level of satisfaction with the service provided by the company is high for
39% of customers and regular for the 43.9%; it is shown in the frequent return of
customers.
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Introduction tourist attractions. A tourist during his

stay contributes financially to various
In recent times, tourism has become a items, such as gastronomy, hotels, among
potential source of income for many others; this being a stimulus for the
countries, causing greater expectations to growth of the activity at the international
fall worldwide due to the increase in level (Tinoco, 2003; Broncano, 2009).
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Peru has different tourist destinations,
each standing out for a particular
attraction. The diversity of climates and
lands that the country has makes it
desirable for the visit of tourists, since
various tourist activities can be developed
within the national territory. Some of
them are experiential tourism,
environmental tourism, and adventure
tourism. (Cayo and Apaza, 2017).

More and more companies are joining the
market, offering the same existing product
or service. These companies coexist in an
environment of competitiveness, where
customers are more informed and
demanding with their service. The tourist
will never resume the same service if they
had a bad experience. Therefore, it is
essential to guarantee a tourist service
that seeks to adapt to the demands of the
tourist which can guarantee their
satisfaction (Gil, Sosa and Quintana, 2002;
Chaviano and Aro, 2008).

Adventure tourism is an activity that
connects the natural space with
adrenaline, being a perfect option for
those looking for new emotions. This
activity takes place outside urbanized
environments, with nature being
conducive to its realization. The execution
of the activity demands physical effort and
much energy. Many existing adventure
tourism products respond to the
geography of the space and the user
profile, with a demand for different user
profiles (Malpartida, Barreto, Ninahuaman
and Bravo, 2020; Carvache, Carvache,
Carvache and Recalde, 2018).

The tour service operators fulfill the
function of intermediaries between the
tourist and the final tourist good; they are
responsible for the execution of the tours
and recognition packages of a tourist site,
among others (Villavicencio, Pincay,
Garcia and Méndez, 2019; Zagarra, Molina
and Sandoval, 2010).

In the country, various destinations offer
this adventure experience, the district of
Lunahuana being one of the alternatives
for this type of activity. It is located in the

province of Cafiete in the department of
Lima (180 km from the capital city) and
has a population of 4,923 inhabitants; it
was founded as a district on December 8,
1972. This district's location made its
transformation into an attractive place for
tourism due to the proximity of the Cafete
River, making it possible to practice
various adventure sports, including
canoeing and kayaking, characteristic
sports of the district (Ireijo, 2012).

The experience of the service offered,
before, during, and after its acquisition,
plays a fundamental role in user
satisfaction. A client with a positive or
negative experience will be in charge of
communicating with the rest of the users;
therefore, developing and maintaining a
high level of customer satisfaction is an
essential part of an organization's
strategies (Sanabria and Pulido, 2012).

Sol y Rio is one of the tour service
operators located in the Lunahuana
district; it has operations since 1989 and
has a favourable location near the banks
of the Cafiete River. Currently, the
company has 10 collaborators, 2
receptionists and 8 guides, and each guide
is oriented in a specific adventure sport,
thus guaranteeing specialization in each of
the services. Presently, the company offers
adventure tourism services, having within
its portfolio the following adventure
sports: canopy, ATV, kayak and canoeing.
Its strategic location makes it one of the
first options for the realization of these
services; however, over the years, the
number of companies in the field has
increased considerably, this being one of
the reasons why it is vital to know the
level of customer satisfaction, in this way
to be able to identify improvement
opportunities for the maintenance and
increase of tourists to the company.

The diversity of adventure sports and
operators of these services in the district
of Lunahuana makes the offer much more
demanding, hence the following research
question is formulated: What is the level
of customer satisfaction of the company
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Sol y Rio located in the district of
Lunahuana in the year 2019?

Customer satisfaction is a state of mind, a
product of the balance between customer
expectations and the service offered by
the company. If the result is neutral, no
positive emotion arises in the client, while
if the result is negative, the client will
experience an emotional state of
dissatisfaction. On the other hand, if the
client perceives a performance more
remarkable than his expectations, it will
imply pleasant satisfaction; which means
for the company greater customer loyalty
and promotion of this with other possible
customers, being a predominant factor for
service operators (Gosso, 2008; Boscan,
2010).

There are various antecedents on the
study of the satisfaction level variable, on
this, L-Kotler and Armstrong (2012), and
Marzo, Ramos and Peir6(2002) define that
customer satisfaction depends on the
perception of product performance about
customer expectations. Companies that
have a  well-structured marketing
department look for a way to always
guarantee customer satisfaction.
Customer satisfaction is structured by
three elements: perceived performance,
which refers to the result that the
customer perceives that they obtained in
the product or service they purchased.
Expectations are the hope or illusion that
customers must achieve something, and
satisfaction levels are when customers
experience one of these three levels of
satisfaction: dissatisfaction, satisfaction,
and complacency.

For Vavra (2006), according to the ISO
9001: 2000 standard, customer
satisfaction has the following dimensions:
Performance, is the satisfaction of the
operational characteristics of the product;
Reliability refers to the probability of
failure or malfunction of the product in a
specific time; Compliance, analyzes
whether the design and functionality of
the product comply with the pre-

established specifications or with the
consumer's expectations, which results
from the experience granted by the use of
the service in 2 phases: during and after
the provision of this, being this part of the
consumer experience (Tobias and
Mancilla, 2018); Quality of service is
defined as speed, courtesy, competence
and ease of repair of a product. The
quality of services is a primary factor for
sound management of clients' needs and
expectations of clients (Bento, Murta, and
Saez-Padilla, 2019); Reputation is the
reality of the public image and perception
of the company.

There are various antecedents to the
study of the variable level of satisfaction.
Morales, Arévalo, Padilla, and Bustamante
(2018), in the research “Level of
Satisfaction and Intention to Repeat the
Tourist Visit. the Canton Playas in Ecuador
Case”, found that the interviewees
expressed a high level of satisfaction and
identified the following factors as
determining factors for the choice and
repetition of the tourist destination: the
climate, the susceptibility to the price by
the consumer for the decision of the
destination, the provision of tourism
products and services and the
effectiveness of the distribution channels
for access to information.

Law & Yip (2010), in their research
entitled “A study of satisfaction level of
Hong Kong tourists with hot springs
hotels and resorts in Guangdong, China”
indicate that the level of satisfaction with
the quality of service in hot springs, hotels
and resorts tourism, was determined by
evaluating the dissimilarity between
expectations and perceptions of the
service of Hong Kong tourists. Research
shows that most respondents were
satisfied with the service they received
and that their perceptions of service
quality matched or exceeded their
expectations. Significant values imply that
the expected service is significantly
different  from  that  experienced.
Approximately 80% of satisfied tourists
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indicated that they would recommend
these hotels and resorts to their friends
and family.

Zheng et al. (2017), in the research
entitled “Research on customer
satisfaction in Marine Cultural and
Sustainable tourism. A case study of
Shanghai”, indicate that Chinese marine
cultural tourism is still in a stage of
development and growth customer
satisfaction is uneven. Improving the level
of customer satisfaction leads to meeting
customer demands in marine cultural
tourism and improving the
competitiveness of Chinese marine
cultural tourism.

Prabhu, Nawzad & Madan (2019), in their
work entitled "An empirical study on the
satisfaction level of national and
international tourists towards natural
attractions in Kurdistan," revealed that the
personal factor is the predominant factor
that influences the satisfaction of tourists
during their stay in the Kurdistan region.
In addition, the level of satisfaction
depends on various factors: the gender of
the travellers, the type of tourism, and the
origin of the tourists; and it was not
associated with age or education. It was
followed by accommodation and food,
climate and image, expenses, and facilities.

Cayo and Arcaya (2013), in their research
"Degree of satisfaction of tourist services
in the city of Puno 2011 - Peru", found that
tourists consider tourist places and
attractions to be the predominant aspects
to feel satisfied with the trip made; the
hygiene of the accommodation being an
essential aspect for tourists. On the other
hand, tourists feel widely satisfied with
international food; they consider the
tourist guides' knowledge about tourist
attractions necessary.

The research objective is to identify the
level of customer satisfaction of the Sol y
Rio tourist operator located in the
Lunahuana district during 2019. The
specific objectives set are to identify the
level of performance, the level of
reliability, the level of compliance, and the

level of reputation perceived by the clients
of the Sol y Rio company during 2019.

This research seeks to contribute to the
maintenance and increase of users of the
tourist services issued by the Sol y Rio
company. This information is vital to find
opportunities for improvement that
guarantee the satisfaction and
recommendation of its tourist services to
new users; it also seeks to contribute to
the academic community as a reference
for the development of new research on
the variable level of satisfaction in the
tourism sector of the district of
Lunahuana.

Method

It is quantitative research because
statistics were used to present the results,
which means the collection and analysis of
data from the Sol y Rio company were
based on numerical measurement:
counting. It was verified that it is
descriptive in scope because a group of
people was characterized to establish the
variables of the level of customer
satisfaction in the company. Likewise, it is
of non-experimental design because the
study variable was not intentionally
manipulated; only current information
was collected from the established place
as it occurs in its natural context to
analyze it. Finally, it is of a cross-sectional
type because the data collection occurred
in a unique time, where its purpose was to
describe the variables and analyze their
incidence and interrelation at a given
moment of the research.

The population was made up of the 3,000
monthly clients that the company Sol y Rio
receives on average, a figure that was
provided through a personal interview
with the General Manager, Mr. Yvanov
Calderon Flores, who referred to the
visitor records that they are prepared on a
daily and monthly basis to support this
figure during 2019.

Likewise, probabilistic sampling was used
by the simple random sampling method
where the formula (sample calculations)
was applied consisting of a population of
3000 clients, a confidence level of 1.96, a
margin of error 0.05, probability of failure
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0.5, probability of success 0.5, resulting in
sample 340.

As detailed in the previous paragraph, the
sample consisted of 340 clients of Sol y
Rio chosen randomly. The inclusion
criteria were the service's use and the
fulfillment of the age of the majority. On
the other hand, the exclusion criteria were
non-use of the service and non-
compliance with the age of the majority.

The data collection technique used in the
research was the survey, using the
questionnaire as an instrument for data
collection. It consisted of 25 closed
questions addressed to the users of the
services of the Sol y Rio company in the
Lunahuana district in 2019, using the
Likert measurement scale.

The results had a Cronbach's Alpha of
0.834, which is why it is established that
the instrument was reliable for data
processing. Therefore, the measurements
are stable and consistent. The validity of
the questionnaire was determined by
experts, having as criteria for approval the
relevance and adequacy of the questions
to collect information.

The survey for the data collection was
applied at the exit front of the facilities of
the Sol y Rio company. One of the criteria
for the survey application was the end of
the service by the user. Part of the
process was approaching the user with

the physical survey, requesting their
permission, and asking the questionnaire
questions.

The data analysis was carried out in the
SPSS version 24 program, where the
information collected for the variable level
of customer satisfaction was entered;
subsequently, the descriptive statistical
tables were analyzed (Alea, 2001).

Prior to collecting data from the Sol y Rio
company users, the authorization of Mr.
Yvanov Calderon Flores, general manager
of the company, was requested, who
through an interview gave his approval to
carry out the surveys within and outside
its facilities without the restriction of
hours. On the other hand, respect was a
fundamental criterion for this activity,
both for users and the company.

Results

The variable customer satisfaction was
described by the dimensions of
performance, reliability, = compliance,
quality of service, and reputation.

Demographic data

Table 1: Profile of the survey respondents.
The variable customer satisfaction was
described by the dimensions of
performance, reliability, = compliance,
quality of service, and reputation.

Demographic data

Table 1: Profile of respondents

N° Clientes Masculino Femenino
Edad
f % f % f %

18-23 54 16% 24 7% 39 11%

24-29 68 20% 36 11% 32 9%

30-35 76 22% 42 12% 34 10%

36-41 56 16% 23 7% 33 10%

42-47 51 15% 26 8% 25 7%
48 —amds 35 10% 18 5% 17 5%

Total 340 100% 169 49.70% 171 50.30%
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In Table 1, the results of the survey
respondents show 22% of customers are
30 to 41 years, 20% are 24 to 29 years,
followed by 16% of customers in the age

Regarding the performance dimension

range of 18 to 23 and the same proportion
of 36 to 41 years. On the other hand,
49.7% of the clients are women, and the
other 50.3% are men.

200
140
150
100
50 15
8 2% 1% 51% 4% 2 1%
5 [ i -l L
Muy alto Alto Regular Bajo Muy bajo

uf m%

Fig 1. Results of the performance dimension

In figure 1, it can be observed that 50% of
the clients perceive the level of
performance of the Sol y Rio company as
fair, 35% of the clients as high, 10% of the
clients as low and only 5% of customers

satisfied with the tour service provided by
the company, sometimes they feel
satisfied with the treatment offered by the
company's general staff and the service
that leaves everyone less satisfied is the
Canopy and Rappel, probably because

perceive the level of performance as high. these sports require more physical
These results are due to the fact that dexterity than other sports.
clients said that sometimes they feel

Regarding the reliability dimension

200 175
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Fig 2. Results of the reliability dimension
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Figure 2 shows the results for the level of
reliability of the company Sol y Rio, where
it was obtained that 51% of customers
perceive it as regular, 41% as high and 4%
as low; it is because the clients responded

Regarding the conformity dimension

180
160
140
120
100

80

60

40
9 3% 31%

20
o

Muy alto Alto

106

that when they have a problem about their
order, the company almost always solves
it immediately, with the company's
collaborators who mainly provide
immediate attention.

52

48% lS% 0 3%
- e

Bajo Muy bajo

Fig 3. Results of the conformity dimension

In figure 3, 48% of the clients perceive the
compliance of the Sol y Rio company as an
average level, while 31% as high, 15% as
low, 3% as very high, and 3% as very low.
Almost always, customers' perception

after using the services is according to
what they expected; most of the company
keeps the promises made. On the other
hand, it is regular because the clients
responded that the company sometimes
offers the right price.
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Regarding the quality-of-service dimension
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Fig 4. Results of the quality-of-service dimension

In figure 4, results are observed for the
dimension quality of service of the
company Sol y Rio, where 62% of the
clients think that the quality of service in
the company is high, while only 22% of
the customers responded that the level
the quality of services is average.

Regarding the reputation dimension

180
160
140

Muy alto Alto

163

Regular

HF B%

Customers responded that almost always
the staff who attended them was polite,
respectful, and friendly; collaborators
almost always show interest in providing
adequate information about the services;
the staff almost always provided good
care.

89
61
20
.6% 26% 48% 18% 7 2%
7 4 - Z 4 - 4 -’
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Fig 5. Results of the reputation dimension

Figure 5 shows the results of the last
dimension of the study in the Sol y Rio
company, where 48% of the clients
mention that the company's reputation
level is regular, 26% of the clients
perceived it as high, and 18% as low.
Clients sometimes received
recommendations from neighbours or

relatives to attend this company;
sometimes the client received positive
opinions about the company's quality of
service, this is because in recent months
the packages offered or the company has
improved services.
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Discussion

According to the findings, the level of
satisfaction with the service provided by
the tour operator Sol y Rio is regular for
43.9% of the clients, showing the need to
improve for better service delivery. This
result agrees with Pérez et al. (2015);
Anaya, Anaya, and Gemar (2021); Rajesh
(2013), and Chi & Qu (2008), who found
that to obtain a high level of satisfaction,
attention must be paid to the attributes of
the service in this way to guarantee a high
level of satisfaction in users. On the other
hand, the result differs from Pasquotto et
al. (2012), who obtained in their research
"Determinant Elements of Tourist Services
Consumer Satisfaction" that the average
satisfaction is high.

Regarding the fact that the performance
dimension about the service provided by
the company is regular (50%), the
satisfaction level results from comparing
the perceived performance of a product or
service with its expectations. This result
coincides with the results obtained in the
investigation by Morales et al. (2018),
where the provision of the product was
found as a key to the repetition of the
tourist service or product, being a
determining  element of customer
satisfaction.

Regarding the reliability dimension about
the service provided by the company, it is
regular (51%). This result is supported by
the research of Bollet et al. (2018), who
found average reliability about customer
satisfaction, and in turn, this would be
related to customer satisfaction.

The quality-of-service dimension was high
for 62% of the respondents, so it is
accepted in the market and would be
linked to customer satisfaction as one of
the dimensions with the highest positive
rating. The result coincides with Bollet et
al. (2018) and Moreno and Moreno
(2016), who confirm a direct and
significant relationship between service

quality and customer satisfaction. Law &
Yip (2010) They also indicate that the
quality of the service is measured between
the expectations and perceptions of the
service received by the clients, so that the
clients will feel satisfied if the service they
perceive exceeds their expectations.

Regarding the reputation dimension, it
was found that only 26% of the clients
perceive the reputation of the company
Sol y Rio as high. This result is related to
those obtained by Setiawan & Sayuti
(2017) in their research on an Agency of
Tourism in Indonesia where they conclude
that the corporate image positively affects
consumer satisfaction.

Conclusions

The level of satisfaction with the service
provided by the Sol y Rio company is high
for 39% of customers and regular for
43.9%; a situation that is shown with the
frequent return of customers, but it is not
manifested in the favourable opinions of
the service in the media.

Following this, it is concluded that the
level of performance with the service
provided by the Sol y Rio company is high
for 35% of customers, while for 50% of
customers it is regular since customers
feel a greater demand for Canopy and
Rappel services due to the effort they
require. On the other hand, it is concluded
that the level of reliability about the
service provided by the Sol y Rio company
is high for 41% of the clients and for 51%
it is regular since the attention provided is
immediate and the staff is always ready to
answer customer questions as soon as
possible.  Regarding the level of
compliance with the service provided by
the Sol y Rio company, it is concluded that
this is high for 31% of customers; while
for 48%, it is regular and is low for 15%.
These results are because the company
always promises a package tour with not
fully provided activities. Likewise, the
quality of care with the service provided
by the Sol y Rio company is high for 62%
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of the clients, while for 22% of the clients,
it is regular, and this is due to the
politeness, respect, and kindness that the
staff provides. Finally, it is concluded that
the reputation about the service provided
by the company is regular for 48% of the
clients, for 26% of the clients it is high and
low for 18%, since the company's
recognition is due to recommendations
from neighbours and relatives.
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