
 

 

European Scholar Journal (ESJ) 
Available Online at: https://www.scholarzest.com 
Vol. 4 No.09, September 2023 
ISSN: 2660-5562  

 

32 | P a g e  

DESTINATION ATTRIBUTES AND TOURISTS’ CHOICE OF 
VISITOR ATTRACTIONS IN BAYELSA STATE, NIGERIA 

 

DEEDEE EBIINIMI EDSINTEI1    and OBIORA JUDIPAT NKIRU2 

1Department of Leisure and Tourism Management, International Institute of Tourism and Hospitality, Bayelsa State, 

Nigeria. 
2Department of Hospitality  and Tourism Management, Faculty of Management  Sciences, Universityof Port Harcourt, 

Choba, Rivers State, Nigeria 

Article history: Abstract: 

Received: 4th July 2023 The study investigated the relationship between destination attributes and tourists’ 

choice of destination in Bayelsa State, Nigeria. The descriptive survey research 

generated data from 322 visitors/tourists  found within the selected  visitor 
attraction sites in Bayelsa, State  during the survey with the use of  a well-structured 
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be pocket friendly as most local tourists cannot afford them, and the access to the 
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INTRODUCTION 

Tourists are attracted to destinations due to the available attributes at the destination. The attributes are expected to 
conform to the expectations of the tourists because of the touristic experience being sought by the target market. The 

implication is that the quality of destination attributes is capable of attracting tourists to destinations for touristic 
purposes. This is because of the role the attractiveness of the destination plays in the tourists’ decision-making process 

in terms of choice of location for leisure activities.   

It is the decision making process that destination marketers are expected to influence to enable tourists make a choice 
of their destination for their touristic experience through destination marketing communication. It is through destination 

promotion programmes that the managers of a particular destination seeks to ‘pull’ their target audience towards their 
destinations in both domestic and international tourism. Various destinations of the world compete for tourist arrivals 

from tourism generating regions of the world. This is what defines destination competitiveness. 
Destination competitiveness is a function of the attractiveness of the destination in the eyes of the target audience. The 

attractiveness of destination depends on the destination attributes which makes it possible for tourists to consider 

certain destinations in their choice list. Such attributes consist of visitor attractions, accessibility, accommodation, 
affordability, activities and subsidiary services.  Destination attributes are expected to contribute to tourists’ satisfaction 

and also enhance memorable touristic experiences of tourists.  
Consistent with Das (2013), tourism is the world's biggest enterprise and is unexpectedly increasing in scope. Tourism 

is turning into a famous leisure activity everywhere in the world with the implication that nations that wants to attract 

more tourists’ should develop and maintain destination attributes that will promote the destination. As a component of 
the tourism product, destination site attractiveness is of special significance in destination marketing.  

Nyong, Linus and Inyang (2018) did an observation on tourism sites and vacationers patronage in Southern district of 
Cross River state, Nigeria and asserted that tourism attributes can impact vacation spot patronage. Sonja and Ivana 

(2016) observed attractiveness as a vital causal factor of tourism viability within the countries of Southeast Europe and 
asserted that locations that provide the need attraction to tourists have greater competitive facet in terms of visitor 

inflow.  
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Bello and Bello (2019) performed a study on destination attributes and home vacationer’s desire of Obudu Mountain 

resort Calabar and posited that vacation spot attributes can impact visitor vacation spot preference These findings are 

proper but won't be applicable or generalized because it pertains to tourist enchantment attraction sites in Bayelsa 
nation.  

In extant literature, there are empirical evidence of studies conducted   in various contexts at the exclusion of  Rivers 
State, Nigeria to prove that destination attributes  affects tourists’choice of destinations or visitor attraction sites (Murphy 

et al., 2000; Hsu et al., 2009; Ahmed, Azam, & Bose 2010; Biswas, Omar, & Rashid-Radha, 2020; Suanmali 2014; Bello 

& Bello 2019; Zhang & Lam 1999; Virkar & Mallya, 2018; Kim et al. 2012;  Hsu et al., 2009;  Geoffrey, 2004;  Nadarajah, 
& Ramalu,  2017;  Javid & Roma 2016; Lau 2004; Azhar, Prayogi, & Sari, 2018). This current study attempts to fill the 

gap in literature by investigating the relationship between destination attributes on tourists’ choice of visitor attraction 
sites    in the context of   Port Harcourt, River State, Nigeria.  

Objectives of the Study 
The main objective of this study is to evaluate the relationship between destination attributes  and tourist’s choice of 

destination in Bayelsa state, Nigeria. 

Specific objectives include: 
i. To establish the relationship between attraction and tourist’s choice of of  visitor attraction  in Bayelsa state. 

ii.  To confirm the relationship between accessibility and tourist’s choice of  visitor attraction in Bayelsa state. 
iii. To establish the relationship between affordability and tourist’s  choice of  visitor attraction in Bayelsa state. 

Statement of Hypotheses 

Ho1: There is no positive and significant relationship between attraction and tourist’s choice of  visitor attraction in 
Bayelsa state. 

Ho2: There is no positive and significant relationship between accessibility and tourist’s choice of  visitor attraction in 
Bayelsa state.  

H3: There is no positive and significant relationship between affordability and tourist’s choice of  visitor attraction in 

Bayelsa state. 
 

LITERATURE REVIEW 
Theoretical Foundations  

The Push-Pull Theory: The 'pull elements' of a place, according to Dann (1977), are its appeal. According to Dann 
(1977), pull factors are the attributes of a destination that attracts visitors/tourists to a particular destination for touristic 

purposes. The notable pull factors include culture, scenery service, pricing, etc. Put differently, it the pull factors in a 

tourist destination that determines the destination choice by tourists. That means that it draws tourists to a destination 
of their choice. So, after taking a decision to travel touristically, the pull factors could drive a tourist/visitor to make 

choice of a destination as a result of the ‘pull effect of the destination attributes.   
On the other hand, the push factors are endogenous forces which relates to the needs and desires of the tourists such 

as the need to relax, rest, knowledge, social contact, experience  and escape from a dull and uninteresting environment. 

The application of this theory to the current study was based on the fact that tourists are first pushed by their 
requirements and desires to decide 'whether to travel,' and then pulled by the attraction of locations to decide 'where 

to go.' As a result, site attractiveness  becomes focal to their choice of destination. 
 

CONCEPTUAL REVIEW 
Concept of Destination Attributes 

Tourist destination could be described as a place visited by a tourist and may be  a village, city, region or a country 

(Dadgostar & Isotato, 1995). In the view of Jani, Jang and Hwang (2009) tourist destination is made up of multi-
destination trip attributes such as environmental atmospheric and service attributes. By their nature the attributes 

encourage tourists to visit a particular destination and possibly stay longer there. The attributes also have the capacity 
to engender return visits to destinations(Dann, 1997).  

As destinations compete globally for tourists’ visits, it is natural for destination managers to work towards getting large 

market share in the international tourism marketplace. However, when considering the competitive global tourism  
market, no destination can succeed without putting in some effort in the area of enhancing their destinations’ 

attractiveness through the instrumentality of destination attributes. For this current study, the destination attributes of 
interest are visitor attractions, accessibility and affordability. 

 

 
  

Visitor Attractions: In the view of Swarbrooke (1998), attraction  is a key and strategic component of tourism,  and 
there are four elements: feature in the natural environment, special events, man-made buildings for attracting visitors, 

and other purposes. The more destinations offer attractions the easier it will be for the improvement of market in that 
tourism destination. Most of the attractions of destination are depend on: mountains, beaches, the historical 

architecture, shopping, entertainment, and atmosphere of a great city (Holloway, et al, 2009).  

Each Visitor Attraction  has a set of activities for the consumption of visitors. For example, beach tourism offers sun 
bathing, sightseeing, etc., while mountains offer hiking and skiing. Some other VAs offer festivals, dancing, swimming, 
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cruising, climbing, etc. Other  major activities taking place at visitor attractions include  horse riding, canoeing and 

boating, boat regatta, bungee jumping, zip lining, jet skiing, and sun bathing. beach party and picnicking, ocean viewing, 

beach soccer and volley  and strolling   
Accessibility: Accessibility is described as the "relative ease or difficulty with which clients may reach their preferred 

location" (Kim, 1998). With a view to describing the make up of a destination accessibility, Buhalis (2000),  describes it 
as a combination of transportation system consisting made up of  routes, terminals and vehicles. Despite how beautiful 

a destination might be, it cannot be reached without a good transportation system. To enhance destination 

attractiveness, it is very important to have comfortable and reliable transportation connections with main urban 
destinations around the globe. This is expected to enhance  smooth mechanism at the destination and sufficient position 

of business related amenities. So, the convenience of reaching a destination is crucial in travel decision making. 
Affordability: The total sum a tourist will spend at a destination in order to satisfy himself touristically is an important 

determinant  in destination selection. This is because the total cost of travel has the capacity to stop a vacation trip. 
For a typical trip,  the price of travel  (the sum of costs of travel), is made up of costs of  accommodation, food, 

transportation to and from the destination, attractions, tour services (travel intermediaries) and other additional services 

on destination (Jafari, 2003). The cost of stay in the destination therefore depends on the type of accommodation, state 
of the destination’s economy, level of accommodation, s cost of production, seasonality as well as the distance of a 

destination. Gooroochurn and Sugiyarto (2003), are of the view that  most essential attractions  associated with 
destination  competitiveness  is price competitiveness. The foregoing explains why   visitors' price sensitivity is 

considerable in specific areas  of tourism studies (Lee et al., 1996). 

Empirical Review 
Attractions  and Tourist Destination Choice  

Tourists are encouraged to visit tourist spots. There are natural attractions like waterfalls and beaches, constructed 
attractions like waterfalls and fauna, and private commercial enterprises like man-made attractions. A study on tourist 

travel motivation in China conducted by Hsu et al, (2009) found that appealing qualities of a place have a role in the 

choice of destination. This finding was obtained when the researchers sampled 433 people using a self-structured 
questionnaire and used regression analysis to assess the association between travel motivation and tourist destination 

choice. According to the experts' conclusions, for a place to be competitive, it must have appealing features that would 
encourage travelers, since attractiveness is a key component to consider. 

Murphy et al., (2000) investigated the relationship between destination quality and tourist satisfaction. The statistical 
results  showed that the quality  a destination is a determinant of tourist satisfaction. The implication being that 

destinations cannot compete competitively without attractive features. In fact, Hsu et al., (2009) agreed with this 

assertion by inferring that  attractive features of a destination  remains the backbone of  a destination. 
Ahmed, Azam, and Bose (2010) explored nine variables (service quality, natural beauty, known destination, convenient 

lodging, adventure, security, effective and efficient transportation, safe and quality food, and shopping facility) 
influencing tour location choices by tourists  in Bangladesh.  Regression results showed that the destination features 

accounted for 24.6 percent of the variation in explaining the intention to choose a particular  trip location in Bangladesh 

and they were  statistically significant with tourist choice. 
In Bangladesh, Biswas, Omar, and Rashid-Radha (2020) examined the influence of tourist accessibility on tourist 

satisfaction. The study found that accessibility predicted tourist satisfaction significantly and age significantly moderated 
the relationship between attraction and tourist satisfaction as well as accessibility and tourist satisfaction. Suanmali 

(2014) did research on the elements that influence visitor satisfaction in Thailand. The  findings showed that visitor 
attractions were  the most important element influencing overall satisfaction. 

Bello and Bello (2019) performed research on Obudu Mountain Resort Calabar's destination features and domestic 

tourists' preferences. The article focused on the elements that impact domestic tourists' decision to visit Obudu Mountain 
Resort Calabar. The study recruited 323 domestic tourists using a standardized questionnaire. Pearson Moment 

Correlation was employed in the analysis. The findings revealed that all eight of the highest ranked Site Attractiveness 
of appeal had a favorable and substantial link with domestic tourists' choice of Obudu Mountain Resort, Calabar. 

Accessibility and Tourist Destination Choice 

Zhang and Lam (1999) performed a research of mainland Chinese visitors' motivation to visit Hong Kong. According to 
the findings, Hong Kong's accessibility is one of the top three important draw factors that lure mainland Chinese to 

Hong Kong. Kim et al. (2003) have studied the push pull factors and their effects on tourists, and found 12 pull items 
are grouped in three dimensions, which are key tourist resources, information and convenience of facilities, and 

accessibility and transportation. They compared the push and pull factors to the tourists’ demographic characteristics. 

The pull factors differed according to the visitors’ age, occupation and, gender.  
Virkar and Mallya (2018) provided a review of research on accessibility and tourism in India.  The results showed the 

role of tourist accessibility as a significant variable in tourism development. Kim et al. (2012) performed research on 
North Korean transportation infrastructure and destination patronage. The study's findings revealed that  destination is 

accessibility  influenced the choice of a destination. Studies conducted in Malaysia showed that the accessibility of 
destination helps to reduce the stress when chosen a destination as tourist want a destination that is easy to locate 

(Hsu et al., 2009). Similarly, Geoffrey (2004) discovered that there exist a widespread agreement that accessibility has 

a strong and positive correlation with tourist destination choice. 
Affordability and Tourist Destination Choice 
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In Malaysia, Nadarajah, and  Ramalu,  (2017) examined the effects of service quality, perceived value and trust on 

destination loyalty and intention to revisit among international tourists. The quantitative study generated primary data 

from  385 international tourists in Penang, Malaysia. The results showed service quality, perceived value and trust 
individually had significant effects on destination loyalty and intention to revisit respectively in the context of festivals 

that were celebrated every year. 
 Javid and Roma (2016), found that the local visitors' decision-making when selecting a destination was impacted by 

the price they are prepared to pay. If a place is unaffordable, it will deter visitors. Lau (2004) did a study on the 

affordability of tourism products in selected Singapore malls. The study aimed to discover what variables impact tourists' 
choice of a place. According to the study's findings, affordability ranks first among all qualities. This result was achieved 

when 125 respondents were asked which trait was most important to them. This research suggested that visitors 
prioritize less expensive places over more expensive ones, regardless of the complexity of other destinations. This 

means that even if a site has all of the advantages and desirable attributes, if the price is prohibitively exorbitant, visitors 
will most likely not consider visiting there. 

Azhar, Prayogi, and Sari (2018) investigated the effect of the marketing mix and service quality on tourist satisfaction 

and loyalty. The results showed that the marketing mix had a positive and significant effect on tourists satisfaction. The 
service quality had a positive and significant effect on tourists satisfaction in the region of Samosir. Marketing mix had 

a positive and significant effect on tourists’ loyalty. The service quality had a positive and significant effect on tourists  
loyalty.  

 

RESEARCH METHODOLOGY 
Research Design: A quantitative research design is a survey approach used to assess certain attributes from a 

representative sample using a structured questionnaire so that the results may be extrapolated to the complete 
population (Salih et al., 2010; Davis, 2000). In the current study, the researcher employed a structured questionnaire 

to investigate the relationship between visitor attraction sites in Bayelsa state. This approach is utilized in this study 

because it allows the researcher to collect information from respondents who are thought to be representative of the 
total population (Creswell, 2010).  

Population of the Study: In the context of research, a target population is defined as the population to whom the 
researcher would ideally like to generalize the study's findings (Gay & Airasian, 2000). It encompasses the bigger group 

to whom researchers seek to apply the findings of a smaller group study. In terms of the current study, the research 
population consists of visitors who the following visitor attraction sites: 

1) Ox-Bow Lake in Yenegoa city 

2) Okpoama Beach in Okpoama 
3) Kontiki Amusement Park and Resort Yenegoa 

4) Odi Holiday Resort in Odi  
5) Efi Crocodile Lake 

Sampling Unit: A sampling unit is one of the units selected for the purpose of sampling. Each unit being regarded as 

independent and indivisible when selection will be made. The sampling unit for this research include tourists that 
patronize selected sites in Bayelsa state. This implies that the present study focus only on tourists that patronize the 

listed sites in Bayelsa state 
 

Sampling and Sample Size Determination 
Sampling refers to the process of selecting units of observation from the population (Kothari, 1990). Baridam, (2011) 

also defined sampling as the process of selecting a reasonable portion of a population on which generalization could be 

made on the basis of the findings derived from the sample. 
To determine the exact sample size for the present study, the suggestion in Freund and William (2009) for determining 
infinite population is upheld.  The authors proposed the formula to determining the sample size ( ) as follows: 

 

Where  

= Probability for positive response. 

= Probability for negative response. 

= Tolerable error (0.05). 

= 1.96 from the critical table Z of 0.05 under infinity . 

= 0.05, the significant level 

Sample size 

Applying this formula to the present study, the sample size n is put at 323which is obtained as follows. 

 

n

( )
2

2

2/

e

PQZ
n =

P
Q

e

2/Z 


=n

( )
2

2

2/

e

PQZ
n =



European Scholar Journal (ESJ) 
__________________________________________________________________________ 

36 | P a g e  

 

 

 

 

 

Data Collection Method   
Convenience sampling approach which is a non-probability sampling was adopted for the study. Convenience sampling is 

a non-probability sample methodology that does not include any criterion prior to selecting tourists from selected visitor 

attraction sites in Bayelsa state  
Operational Measures of Variables 

In this study, Destination attributes is the independent variable, while tourist choice of visitor attraction is the dependent 
variable, destination  moderates the relationship between the destination attributes and tourism destination choice. 

Destination attributes has attractions, accessibility, and affordability as its dimensions. Tourist choice serve as a mono 

variable.  Each variable had 4 items each. The responses to each of the items was rated using a 5-point Likert-scale 
labelled as follows: 5 = strongly agree, 4 = Agree, 3 = Neutral, 2 = Disagree, 1 = strongly disagree.  

 
PRESENTATION AND ANALYSIS OF DATA 

Analysis of Questionnaire  
Table 1 and 2 below are used to analyse the questionnaire in terms of distribution and demographic profile of 

respondents respectively. 

 
Table 1 Questionnaire Distribution and Retrieval 

Questionnaire Frequency Percent 

Distributed  323 100% 

Not retrieved  22 6.81% 

Retrieved  301 93.19% 

Useful response  270 83.59% 

Not used 31 9.60% 

 

The table above shows the distribution of questionnaire to respondents and retrieval.  Three hundred and twenty three 
questionnaire were administered, three hundred and one (301) copies (93.19%) were retrieved, 22 (6.18%) copies 

distributed questionnaire were not retrieved. Two hundred and seventy questionnaires were useful, and 31 (9.60%) 

questionnaires were not used. Data collected from respondents were statistically treated as indicated on the table below: 
 

Table 2 Demographic profile of respondents 

S/No Demographic variables No Percent 

1 Gender   

 Male 122 45.2 
 Female 148 54.8 

 Total 270 100.0 

2 Marital Status   

 Single 100 37.0 
 Married 144 53.3 

 Divorced                                                          26 9.7 

 Total 270 100 

3 Occupation   

 Civil servant 89        33.0 
 Entrepreneur 80        29.6 

 Student  101        37.4 

 Total 270 100 

4 Age    

 18 – 25 55        20.3 

 26 – 35 95        35.2 

( ) ( )( )

( )2

2

05.0

3.07.096.1
=n

( )( )( )
( )0025.0

3.07.08416.3
=n

0025.0

806746.0
=n

32369.322 =n



European Scholar Journal (ESJ) 
__________________________________________________________________________ 

37 | P a g e  

 

 

 

36 – 45 

46 – 55 

                                 
56 & above 

82 

30 

18 

       30.3 

       11.1 

        3.1 

 
 

Total 270 100 

5            Educational Background    

               O’level 20  7.4 
               OND/HND 52  19.2 

               B.Sc 106  39.2 
               M.Sc/MBA 70                         26.0 

               Ph.D 22                          8.2 
               Total                                                                                270  100 

 

 Section 1 of Table 2 shows the gender of respondents. 122 respondents (45.2%) were male, while 148 respondents 
(54.8%) were female. This information implies that majority of the respondents were female. 

Section 2 of Table 2 shows the marital status of respondents. 100 respondents (37.0%) were single, 144 respondents 
(53.3%) were married, 26 respondents (9.7%) were divorced. This information implies that majority of the respondents 

were married 

Section 3 of Table 2 above shows the information on occupational status. The table revealed that (89) respondents 
(33.0%) were civil servant, (80) respondents (29.6%) were entrepreneur, while (101) respondents (37.4%) were 

students. This implies that students were of the majority.   
Section 4 of Table 2 above shows the information on age brackets of the respondents. 55 respondents (20.3%), were 

within 18-25 years, 95 respondents (35.2%) were within 26–35 years, 82 respondents (30.3%) were within 36–45, 30 

respondents (11.1%) were within 46-55 years, while 18 respondents (3.1%) were greater than 56 years. This 
information shows that majority of the respondents were within the ages of 26 – 35 years.  

Section 5 of Table 2 shows the educational background of respondents. O’level (20) (7.4%), OND/HND (52) (19.2%), 
B.Sc (106) (39.2%), M.Sc/MBA (70) (26.0%), Ph.D (22) (8.2%). From the information it shows that respondents with 

B.SC are of the majority 
 

 

TEST OF HYPOTHESES 
Simple Regression Analysis  

For this study, linear regression analysis was performed to relationship in the hypothesized relationships. 
DECISION RULE  

If   PV   < 0.05        = Reject  Ho 

PV   >0.05         =  Accept Ho 
 

Relationship between attraction and tourist choice. 
HO1: There is no positive and significant relationship between attractions and tourist choice of  visitor attraction in 

Baylesa State. 
HA1: There is positive and significant  relationship between attractions and tourist choice of  visitor attraction in Baylesa 

State. 

  
Table 3-4 Simple Regression  Analysis showing the relationship between attractions and tourist choice of  visitor 

attraction in Baylesa State. 
. 

Table 3 Model Summary 

Model R R Square 
Adjusted R 
Square 

Std. Error of 
the Estimate 

1 .868a .753 .752 .35798 

a. Predictors: (Constant), Attraction 

 
 

Table 4  ANOVAa 

Model 

Sum of 

Squares Df Mean Square F Sig. 

1 Regression 104.618 1 104.618 816.356 .000b 

Residual 34.345 268 .128   

Total 138.963 269    
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a. Dependent Variable: Tourist Choice 

b. Predictors: (Constant), Attraction 

 
Information in Table 3  shows the model summary result of    simple regression  analysis. The correlation coefficient (r) 

= .868. This value shows that a strong positive relationship exist between  attraction and tourist choice.   The positive 
sign of the correlation coefficient is an indication that a direct relationship exist between attractions and tourist choice. 

Furthermore R Square is .753 and adjusted R square = .752. This is an indication that 75.2% of the variance in tourist 

choice can be explained by the changes in independent variables of visitor attractions in the various communities. As a 
general rule, this model is considered as a ‘good fit’ as this, simple regression model is able to explain above 60% 

(threshold) of variance in the dependent variable: tourist choice (Moosa & Hassan, 2015). 
The ANOVA Table 4 also shows that F=816.356; pv= 0.000 < 0.05, indicating significant relationship between 

attractions and tourist choice.  Based on this result, the null hypothesis is rejected.  It means therefore that there is a 
significant relationship between attraction and tourist choice.  Accordingly therefore, we reject the null hypothesis and 

accept the alternative hypothesis.  

 
Relationship between   accessibility and tourist choice 

HO2: There is no significant relationship between accessibility and tourist choice of  visitor attraction in Baylesa State. 
HA2: There is significant  relationship between  accessibility and tourist choice of  visitor attraction in Baylesa State. 

 

Table 5 and 6: Simple Regression Analysis showing the relationship between accessibility and tourist choice. 
 

Table 5 Model Summary 

Model R R Square 

Adjusted R 

Square 

Std. Error of 

the Estimate 

1 .797a .635 .633 .43519 

a. Predictors: (Constant), Accessibility 
 

 

Table 6 ANOVAa 

Model 

Sum of 

Squares Df Mean Square F Sig. 

1 Regression 88.206 1 88.206 465.737 .000b 

Residual 50.757 268 .189   

Total 138.963 269    

a. Dependent Variable: Tourist Choice 

b. Predictors: (Constant), Accessibility 

 
Information in Table 5  shows the model summary result of    simple regression  analysis. The correlation coefficient (r) 

= .797. This value shows that a strong positive relationship exist between  accessibility and tourist choice.   The positive 
sign of the correlation coefficient is an indication that a direct relationship exist between accessibility and tourist choice. 

Furthermore R Square is .635 and adjusted R square = .633. This is an indication that 63.3% of the variance in tourist 
choice can be explained by the changes in independent variables of accessibility. As a general rule, this model is 

considered as a ‘good fit’ as this, simple regression model is able to explain above 60% (threshold) of variance in the 

dependent variable: tourist choice (Moosa & Hassan, 2015). 
The ANOVA Table 6 also shows that F=465.737; pv= 0.000 < 0.05, indicating significant relationship between 

accessibility  and tourist choice.  Based on this result, the null hypothesis is rejected.  It means therefore that there is 
a significant relationship between accessibility and tourist choice.  Accordingly therefore, we reject the null hypothesis 

and accept the alternative hypothesis.  

 
Relationship between affordability and tourist choice  

HO3: There is no significant relationship between affordability and tourist choice of  visitor attraction in Baylesa State. 
HA3: There is significant  relationship between affordability and tourist choice of  visitor attraction in Baylesa State. 

 

Table 7-8:  Linear Regression Analysis showing the relationship between affordability and tourist choice 
Table 7 Model Summary 

Model R R Square 
Adjusted R 

Square 
Std. Error of 
the Estimate 

1 .778a .606 .604 .45204 

a. Predictors: (Constant), Affordability 

 
 

Table 8 ANOVAa 
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Model 

Sum of 

Squares Df Mean Square F Sig. 

1 Regression 84.199 1 84.199 412.048 .000b 

Residual 54.764 268 .204   

Total 138.963 269    

a. Dependent Variable: Tourist Choice 
b. Predictors: (Constant), Affordability 

 
Information in Table 7 and 8 shows the result of    simple regression  analysis. The correlation coefficient (r) = .778 . 

This value shows that a strong positive relationship exist between affordability and tourist choice.   The positive sign of 

the correlation coefficient is an indication that a direct relationship exist between affordability and tourist choice. 
Furthermore R Square is .606 and adjusted R square = .604. This is an indication that 60.4% of the variance in tourist 

choice  can be explained by the changes in independent variables of affordability. As a general rule, this model is 
considered as a ‘good fit’ as this, simple regression model is able to explain above 60% (threshold) of variance in the 

dependent variable: residents’ quality of life (Moosa & Hassan, 2015). 

The ANOVA Table 8 also shows that F=412.048; pv= 0.000 < 0.05, indicating significant relationship between 
affordability and tourist choice.  Based on this result, the null hypothesis is rejected.  It means therefore that there is a 

significant relationship between affordability and tourist choice.  Accordingly therefore, we reject the null hypothesis 
and accept the alternative hypothesis.  

 

DISCUSSION OF FINDINGS  
This section discusses the findings of the study.  It  indicates how this study and previous studies are related or differ 

in certain perspectives. 
Relationship between attractions and tourist choice  

The outcome of analysis in Table 3 and 4 show that the type of attractions had significant relationship with tourist 
choice   to the visitor attraction sites  (r = 0.868, p=0.000 < 0.05). The finding is consistent with,  Murphy et al., (2000), 

Hsu et al., (2009) Ahmed, Azam, and Bose (2010),  Biswas, Omar, and Rashid-Radha (2020) Suanmali (2014)  and 

Bello and Bello (2019).  
Morrison (2002) explained the importance of activities in visitor attractions in  destination marketing by noting that 

programming involves developing special activities, events, or programmes to increase tourist spending or to give added 
appeal to a package or other hospitality/travel service. Activities constitute part of a destination product. It is made up 

of all activities available and what day visitor and tourists do during their visit to the destination. Morrison (2013) 

classified all activities under programs which is a component part of the destination product. 
Relationship between accessibility and tourist choice  

The outcome of analysis in Table 5 and 6 show that  accessibility had significant relationship with tourist choice   to the 
attraction sites  (r = 0.797, p=0.000 < 0.05).  This result is consistent with  Kim et al (2012), Geoffrey (2004),  Moore 

et al., (2012) opined that accessibility is key to tourist destination choice the scholar asserts that destinations that are 
not accessible will lose a lot of business. The findings of this study affirmed their positions as it revealed that tourist 

only go to a place that is not difficult to locate. Despite how beautiful an attraction might be, there is no tourist that will 

desire to go there for touristic purposes if accessing the location proves difficult. 
Relationship between affordability and tourist choice 

 The outcome of analysis in Table 7 and 8  show that  affordability had significant relationship with tourist choice   to 
the attraction sites  (r = 0.779, p=0.000 < 0.05). . The result is consistent with previous studies such  Bello and Bello 

(2019). The finding also  supports earlier findings of Lau (2004) who stated that price is one major factor that 

encourages or discourages patronage. The finding implies that destinations must be affordable to drive patronage  
 

CONCLUSION  
Overall, this study has examined the relationship between destination attributes and tourist choice towards attraction sites 

in Bayelsa state.  From the tourists behavioral perspective, the results of the empirical analyses have revealed that 

attraction, accessibility, and affordability  are  imporant factors in contributing to choice of a visitor attraction site in a 
destination. Based on these findings, the researcher concluded that though destination attributes is important in decision 

making of tourists when seeking for where to spend their quality time, the level of influence these attributes have is to a 
high level extent.  

 
RECOMMENDATIONS 

Based on the findings of this study, the researcher made the following recommendations: 

i. The local government and community stakeholders should invest heavily in awareness creation for visitor attraction 
sites in Bayelsa state as this will help showcase the attributes at their disposal. 

ii. The host community should be carried along with tourism developmental plans as no tourist want to encounter a 
hostile community during visits 

iii. The facilities should be developed and maintained so as to appeal to visiting tourists 

iv. The prices for their product and services should be pocket friendly as most local tourists cannot afford them 
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v. The access to the attraction sites should be developed and maintained. 

 

SUGGESTIONS FOR FURTHER STUDY  
This research was carried out in selected attraction sites in Bayelsa state. Similar study should also be done in other regions 

of Nigeria.  
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