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ABSTRACT 

	This study examined the relationship between public transportation satisfaction and tourists’ intention to revisit in Cateel, Davao Oriental, Philippines. The research addressed the problem of how key transport service dimensions—reliability, frequency, affordability, and safety—shape revisit intentions in a remote tourist destination. Using a descriptive correlational design, data were collected through adapted survey questionnaires administered to 100 tourists. Results revealed that while tourists expressed general satisfaction with public transportation, affordability, frequency, safety, and overall satisfaction were more strongly associated with revisit intentions compared to reliability. The findings highlight the importance of improving affordability and service frequency to sustain repeat tourism. This study concludes that targeted improvements in public transportation are crucial for strengthening tourism development in rural destinations. Recommendations emphasize the role of local authorities in enhancing transport quality to foster sustainable growth.
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1. INTRODUCTION   
             Tourism is currently expanding at a rapid pace in every corner of the globe, while transportation plays a crucial role in enhancing the attractiveness of tourist destinations. The availability of efficient transit facilities impacts the ability of destinations to attract repeat visitors (Virkar & Mallya, 2018; Tosun et al., 2015). Although the importance of transportation in tourism is widely recognized, understanding how this factor influences tourists' decisions regarding repeat visits remains a relatively under-researched area (Seetanah et al., 2020).

              Transportation is one of the essential supply chain activities that enables tourists to move from their homes to various destinations (Hall et al., 2017). While its role in shaping the tourist experience is well-documented, its influence on revisitation intentions is comparatively limited (Virkar & Mallya, 2018). Knowledge of how transport services—particularly cost, reliability, and safety—affect the likelihood of repeat visits is crucial for policymakers and tourism service providers (Dileep, 2019). From a global perspective, studies such as Parahoo et al. (2014) in Dubai and Hasan et al. (2017) on tourist risk perceptions highlight the impact of transport satisfaction and perceived safety on revisit intention. Regionally, Southeast Asian studies also emphasize how infrastructure and transport accessibility shape sustainable tourism outcomes (Rahman & Baddam, 2021; Pastolero & Tarusan, 2023). These perspectives reinforce the need to investigate the transport–tourism relationship in the Philippine context.
  
             Davao Oriental, located in the southeastern part of Mindanao, Philippines, provides a relevant context for such inquiry. The province is known for its diverse cultural heritage, pristine coastlines, and eco-tourism attractions, yet it faces challenges due to inadequate infrastructure, particularly in public transportation. These limitations affect accessibility to attractions and reduce tourist revisit potential (Mandić et al., 2018; Elmedulan et al., 2024). Addressing these gaps is critical for enhancing the tourist experience and supporting long-term sustainable tourism growth in remote areas (Streimikiene et al., 2021).

              Local government units (LGUs) recognize the importance of transportation improvements to strengthen tourism, often collaborating with stakeholders to enhance transport systems, promote safety, and expand route availability (Moreno, 2023; Abundabar & Pongpong, 2022). However, budgetary and resource constraints hinder rapid progress. Thus, examining how existing public transport satisfaction influences tourists’ revisit intentions is necessary to guide evidence-based strategies for tourism development.

                This study, therefore, aims to address the research gap by examining the relationship between public transportation satisfaction and tourists’ intention to revisit Cateel, Davao Oriental. Specifically, it investigates tourist satisfaction in terms of reliability, frequency, affordability, and safety, and how these factors correlate with revisit intentions.

At the end of this study, it seeks to answer the following questions:

1. What is the profile of tourists in terms of age, gender, purpose of visits, and frequency of visits?
2. What is the level of satisfaction with public transportation services in terms of reliability, frequency, affordability, and safety?
3. What is the level of intention to revisit among tourists of Cateel?
4. Are there significant differences in satisfaction with public transportation services when grouped according to profile?
5. Is there a significant relationship between satisfaction with public transportation services and intention to revisit?

By integrating both regional and international perspectives on transport and tourism, this study contributes to the limited literature on how public transportation satisfaction influences revisit intentions in developing destinations, particularly in the Philippine context.

2. MATERIALS AND METHODS

Study Location
              The study was conducted in Cateel, a municipality in Davao Oriental, located in the southeastern part of Mindanao, Philippines. Cateel is known for its natural attractions such as Aliwagwag Falls and pristine coastal areas. However, the municipality faces challenges of limited infrastructure, particularly in transportation, which restricts accessibility to tourist sites and potentially affects revisit intentions. The local economy relies on agriculture, fishing, and growing tourism initiatives, making transport development critical for inclusive growth.

Research Design
This study employed a descriptive correlational research design to investigate the relationship between tourists’ satisfaction with transportation services and their intention to revisit. The design was chosen because it allows for the identification of relationships among variables without manipulating the research environment (Ozturk & Gogtas, 2016).

Research Instrument
A structured Likert-scale questionnaire was used to measure tourist perceptions. The Likert scale was selected because it is effective for quantifying subjective attitudes, allowing for clear comparisons across respondents. Its advantages include ease of use, standardization, and suitability for statistical analysis, while disadvantages include the possibility of response bias and limited depth of explanation (Cheng et al., 2019). The instrument was adapted from Phoebe (2017) for transport satisfaction and Baniya (2017) for revisit intentions.

Population, Sampling, and Respondents
The population consisted of tourists visiting Cateel, Davao Oriental during the peak tourism months of April to June 2024. A total of 100 respondents, aged 18 and above, were selected using quota sampling to ensure representation across demographic groups. This sample size was determined based on accessibility and the study’s scope. The respondents were primarily domestic tourists, though a small proportion of international visitors was also represented.

Data Gathering Procedure
Prior to data collection, ethical clearance was obtained from the Davao Oriental State University – Research Ethics Board. Permission was also secured from the LGU-Cateel Tourism Office. Respondents were informed about the study’s purpose, voluntary participation, confidentiality, and the right to withdraw. Questionnaires were distributed at major tourist spots and retrieved personally.

Data Analysis
Data were tallied and analyzed using appropriate statistical tools. Frequency and percentage were used to describe respondent profiles. Mean scores determined satisfaction levels, while t-tests and ANOVA identified significant differences across groups. Pearson correlation analysis tested the relationship between public transportation satisfaction and intention to revisit.
4. RESULTS AND DISCUSSION

Profile of Respondents
	Table 1 presents the profile of respondents in terms of age, showing the distribution of participants across three age categories. The average distribution among the groups indicates a fairly even spread, with no extreme disparities. The highest number of respondents falls within the 31-year-old and above age group (38, 38.0%). In contrast, the lowest proportion is from the 26- to 30-year-old group (26, 26.0%).
Table 1. Profile of respondents in terms of age
	                  Age
	Frequency
	          Percent

	18 to 25 years old
	36
	36.0

	26 to 30 years old
	26
	26.0

	31 years old and above
	38
	38.0

	Total
	100
	100.0



Table 1 age distribution suggests key implications for revisiting intentions and public transportation satisfaction. Tourists aged 31 and above, as the largest group, are likely more concerned with comfort, reliability, and safety—attributes that are central to their decision to return. As supported by Zheng et al. (2018), older individuals tend to place greater emphasis on perceived behavioral control, one of the core components of the Theory of Planned Behavior (TPB), particularly when evaluating accessibility and ease of mobility. Meanwhile, the strong representation of young adults aged 18 to 25 highlights the role of affordability and transport convenience in shaping revisit behavior, especially among tech-savvy and experience-seeking travelers, as noted by Le-Klähn and Hall (2015). Their attitudes and intentions are often influenced by peer opinions and social media trends, aligning with the TPB’s concept of subjective norms. Thus, the results in Table 1 suggest that the varying transportation preferences across age groups directly impact tourist satisfaction and revisit intention, reinforcing TPB’s proposition that attitude, perceived control, and social norms collectively shape behavioral intentions. These findings underline the need for age-responsive transport planning to enhance the likelihood of repeat tourism.
Table 2 presents the gender profile of the respondents who participated in the study. As shown, there is a nearly equal distribution, reflecting balanced representation across genders. The majority are male (54, 54.0%), while a few represent females (46, 46.0%).
Table 2. Profile of respondents in terms of gender
	Gender
	Frequency
	Percent

	Female
	46
	46.0

	Male
	54
	54.0



This result underscores how gender-specific preferences and perceptions may influence tourist behavior and satisfaction. As discussed in the Review of Related Literature, Wang and Huang (2017) emphasized that gender plays a vital role in shaping transportation choices, with women often placing greater importance on safety and comfort, while men tend to prioritize efficiency. This aligns with the findings by Virkar and Mallya (2018), who reported that safety is a significant determinant of satisfaction, particularly for female travelers. These insights are further supported by the Theory of Planned Behavior (TPB), which explains that a tourist's intention to revisit is influenced by three main components: attitude toward the behavior, subjective norms, and perceived behavioral control (Ajzen, 1991). Gender may influence how tourists perceive these components. For example, female tourists might evaluate transportation services more critically in terms of safety and control, which can impact their attitudes and, ultimately, their intention to return. Thus, gender-sensitive enhancements in public transportation, particularly in terms of safety and reliability, are crucial for promoting favorable behavioral intentions and encouraging repeat visits.
Table 3 reveals the profile of respondents in terms of their purpose for visiting the locality. As shown, most of them were on vacation (74, 74.0%). On the other hand, a few respondents were on a business trip (6, 6.0%).
Table 3. Profile of respondents in terms of purpose of visit

	Purpose of visit
	Frequency
	Percent

	Vacation
	74
	74.0

	Business
	6
	6.0

	Visit a Family
	13
	13.0

	Others
	7
	7.0

	Total
	100
	100.0



This result aligns with the findings of Sangpikul (2018), who emphasized that leisure-driven tourists are typically more sensitive to comfort, convenience, and transportation efficiency—factors that can significantly shape overall satisfaction and influence revisit intentions. Similarly, Della Corte et al. (2015) and He et al. (2020) emphasized that tourists' perceptions of transport quality are closely tied to their loyalty and likelihood of returning. The fact that most respondents were vacationers suggests that their decision to revisit may heavily depend on their satisfaction with public transportation services like reliability, affordability, and safety. Utilizing the Theory of Planned Behavior (TPB) further contextualizes this result. Specifically, vacationers' attitudes toward their travel experience (such as the ease of access, affordability, and safety of public transport) shape their behavioral intentions to revisit Cateel. When positive transportation experiences align with their expectations, their attitudes toward the behavior become more favorable, which in turn strengthens their intention to revisit (Ajzen, 1991). Moreover, subjective norms—such as shared positive experiences and recommendations from peers—can influence group travel decisions, especially for family vacations. Lastly, perceived behavioral control, or the belief that a destination is accessible and manageable due to efficient transportation, further supports tourists' confidence in returning. In essence, Cateel’s tourism efforts should continue to focus on maintaining quality transport services, as these play a pivotal role in reinforcing repeat visitation among its largest tourist segment—those visiting for leisure.
Table 4 shows the profile of respondents in terms of their frequency of visits to the locality. It reveals that the majority of respondents visited the locality more than three times (35, 35.0%). Moreover, first (29, 29.0%) and second (27, 27.0%) visits have almost the same accounting.
Table 4. Profile of respondents in terms of frequency of visits
	Frequency of Visits
	Frequency
	Percent

	First Time
	29
	29.0

	Second Time
	27
	27.0

	Third Time
	9
	9.0

	More than 3 times
	35
	35.0

	Total
	100
	100.0



This result indicates a high rate of repeat visits, highlighting the favorable perception of Cateel as a tourism destination, with transportation services potentially playing a key role in this trend. As supported by Alegre and Cladera (2009), repeat visitation is often driven by prior satisfaction with aspects such as accessibility, affordability, and convenience of travel. In line with this, Karim et al. (2024) emphasized that accessible and efficient transportation systems significantly contribute to increased tourist mobility and the likelihood of return.
From a theoretical perspective, this pattern aligns with the Theory of Planned Behavior (TPB), which explains how past experiences shape future behavioral intentions. Under TPB, favorable attitudes toward behavior—such as ease of travel and satisfaction with public transport—strengthen a tourist's intention to revisit (Ajzen, 1991). When tourists perceive transportation services as reliable, frequent, affordable, and safe, they are more likely to form positive intentions and convert those into actual revisits. Therefore, the observed repeat visitation in Cateel may be a reflection of how well these transportation factors meet tourists' expectations and shape their behavioral intentions, as viewed through the lens of the TPB.
Level of Satisfaction in Public Transportation
Table 5 presents the level of satisfaction of the respondents regarding public transportation services in their locality, particularly in terms of reliability. The data reveals that respondents generally express positive experiences with the reliability of these services. Specifically, they reported high satisfaction with the punctuality of public transportation, with most indicating that there were no significant delays in vehicle arrival times (𝑥̅ = 4.24, 𝑠 = 0.77). This suggests that the transportation system in the area adheres well to scheduled times, which is a crucial aspect of reliability. In addition, respondents also noted favorable experiences with the readiness and availability of public vehicles to serve commuters when needed (𝑥̅ = 3.80, 𝑠 = 0.88). Although slightly lower than the score for punctuality, this still indicates a generally positive perception of service readiness. Overall, the result indicates that respondents are generally satisfied with the reliability of public transportation services in their locality (𝑥̅ = 4.00, 𝑠 = 0.57). These findings suggest that the public transportation system is perceived as dependable and capable of meeting the local population's commuting needs in a timely and consistent manner.

Table 5. Level of satisfaction with public transportation services in the locality in terms   of reliability

	Indicators
	Mean
	Std. Deviation
	Interpretation

	There is no delay in arrival time.
	4.24
	0.77
	Very Satisfied

	Notification of delay is made in advance.
	4.06
	0.84
	Satisfied

	There are no delays en route to the destination.
	3.97
	0.72
	Satisfied

	The time taken at the bus stop before boarding is considered acceptance.
	3.92
	0.65
	Satisfied

	Vehicles hardly break down en route.
	3.80
	0.88
	Satisfied

	Average
	4.00
	0.57
	Satisfied


This result aligns with Della Corte et al. (2015), who asserted that reliable and consistent transportation enhances tourists' perception of a destination and contributes to overall satisfaction. The positive experience with timely and dependable transportation supports previous findings that reliable services have a significant impact on tourists' intentions to revisit (Buhalis & Foerste, 2015). Furthermore, this outcome reflects one of the core components of the Theory of Planned Behavior (TPB)—attitude toward the behavior. According to Ajzen (1991), tourists who experience reliable transportation are more likely to form favorable attitudes, which in turn increases their intention to revisit. Reliability, in this case, shapes the tourists' belief that the behavior (revisiting Cateel) will lead to a positive outcome, thereby strengthening their intention to return. As supported by Le-Klähn and Hall (2015), reliability not only enhances satisfaction but also reduces uncertainty, fostering a positive behavioral response such as destination loyalty and repeat visitation.
[bookmark: _Hlk201169836]Table 6 presents the level of satisfaction of the respondents regarding public transportation services in their locality, particularly in terms of frequency. The data reveal that respondents generally express positive experiences with the frequency of transportation services provided. Specifically, they reported high satisfaction with the availability of services on working days (𝑥̄ = 4.04, s = 0.71) and weekends (𝑥̄ = 4.03, s = 0.67), indicating that services are consistently available throughout the week. This suggests that tourists find it convenient to access transportation regardless of the day of the week. However, the satisfaction level was slightly lower regarding evening services (𝑥̄ = 3.82, 𝑠 = 0.77) and queuing time (𝑥̄ = 3.89, 𝑠 = 0.75). This suggests that tourists generally perceive transportation services to be sufficiently available and timely during their visits. Overall, the results indicate that respondents are generally satisfied with the frequency of public transportation services in their locality  (𝑥̄ = 3.96, s = 0.45). These findings suggest that the transportation system is perceived as frequent and accessible, which positively contributes to tourists' travel experiences and may encourage them to revisit the destination.
Table 6. Level of satisfaction with public transportation services in the locality in terms of frequency
	Indicators
	Mean
	Std. Deviation
	Interpretation

	Total hours of service are sufficient.
	3.99
	0.67
	Satisfied

	The availability of service on weekends is commendable.
	4.03
	0.67
	Satisfied

	Sufficient service during public holidays and festive seasons.
	3.98
	0.65
	Satisfied

	Enough services in the evenings.
	3.82
	0.77
	Satisfied

	Effective services on working days.
	4.04
	0.71
	Satisfied

	Customers are satisfied with the queuing time.
	3.89
	0.75
	Satisfied

	Average
	3.96
	0.45
	Satisfied



This result suggests that the frequent availability of transport services plays a crucial role in enhancing tourists' convenience and overall satisfaction with their travel experience. As supported by Bamberg et al. (2018) and Le-Klähn & Hall (2015), frequent public transportation minimizes waiting times and improves accessibility, contributing to a more efficient and pleasant journey. In the context of Cateel, this aligns with the literature findings of Karim et al. (2024) and Reitsamer and Brunner-Sperdin (2017), which emphasize the importance of well-timed and readily available transportation services in fostering repeat visitation. Grounded in the Theory of Planned Behavior (TPB), this satisfaction with frequency reflects the attitude toward the behavior and the perceived behavioral control components of the theory. Tourists who perceive transportation as frequent are more likely to view their travel experience positively and feel empowered to revisit the destination, having confidence in their ability to move around conveniently. This perceived ease of access reinforces their intention to revisit, highlighting the behavioral influence of transportation satisfaction on tourism sustainability.
[bookmark: _Hlk201133587]Table 7 presents the tourists' level of satisfaction with public transportation services in the locality in terms of affordability. The results indicate that the highest level of satisfaction was expressed regarding the fare during peak hours (𝑥̄ = 3.93, s = 0.67), suggesting that tourists perceive peak-time pricing as fair and acceptable. On the other hand, the lowest satisfaction was noted in the perception that passengers at the stops make it easier for local transportation services to hike fares (𝑥̄ = 3.82, s = 0.73), indicating a mild concern over fare manipulation. Despite this, the majority of the indicators received a consistent interpretation (𝑥̄ = 3.89, s = 0.54), reflecting a generally positive perception of affordability among tourists.

Table 7. Level of satisfaction with public transportation services in the locality in terms of affordability
	Indicators
	Mean
	Std. Deviation
	Interpretation

	Satisfaction is observed with the fare during off-peak hours.
	3.91
	0.72
	Satisfied

	Satisfaction is expressed with the fare during peak hours.
	3.93
	0.67
	Satisfied

	Passengers at the stops make it easier for local transportation services to hike fares.
	3.82
	0.73
	Satisfied

	The fare charged is commensurate with the distance.
	3.88
	0.78
	Satisfied

	Average
	3.89
	0.54
	Satisfied



This result indicates that affordability plays a significant role in shaping tourists' perceptions of transport quality and their overall satisfaction. As supported by Cheng and Chen (2015), tourists tend to be more satisfied and mobile when transportation services are economically accessible, which aligns with the positive mean rating observed in this study. Moreover, Reblo et al. (2022) emphasized that affordable transport enhances the inclusivity of tourism, particularly for budget-conscious travelers. From a theoretical standpoint, the Theory of Planned Behavior (TPB) helps explain this result through its attitude component toward the behavior. When tourists view public transportation as cost-effective, they develop a favorable attitude toward its use, which in turn strengthens their intention to revisit the destination. Thus, affordability not only reduces financial barriers but also contributes to a positive travel experience that reinforces behavioral intention—a key predictor of return visits.
[bookmark: _Hlk201133621]Table 8 presents the respondents' level of satisfaction with public transportation services in the locality, specifically in terms of safety. The highest level of satisfaction was noted in the indicator stating that local transportation services drop passengers at their destination (𝑥̄ = 4.08, s = 0.66), suggesting that commuters feel assured reaching their intended locations safely. Moreover, the lowest-rated item was witnessing police bribes from drivers and conductors (𝑥̄ = 3.09, s = 1.44). Despite this, the rest of the indicators, such as drivers' skill and cautious driving, were positively received, and the overall average (𝑥̄ = 3.78, s = 0.69) reflects that passengers generally feel safe. However, there are specific areas that could benefit from improvement.
Table 8. Level of satisfaction with public transportation services in the locality in terms of safety
	Indicators
	Mean
	Std. Deviation
	Interpretation

	Drivers drive slowly to guarantee your safety.
	3.94
	0.79
	Satisfied

	Have witnessed police bribes from the drivers and conductors
	3.09
	1.44
	Moderate Satisfied

	Drivers have sufficient skills
	4.00
	0.72
	Satisfied

	The local transportation service drops the passengers at their destination.
	4.08
	0.66
	Satisfied

	Average
	3.78
	0.69
	Satisfied



This result reveals that while safety is perceived positively by the majority of respondents, the satisfaction level does not reach the Very Satisfied threshold. This aligns with the findings of Montoro et al. (2019), who emphasized that perceived safety significantly influences both the usage and satisfaction levels of tourists with transportation systems. Furthermore, Virkar and Mallya (2018) noted that safety is a critical determinant in shaping a tourist’s overall experience and directly impacts their decision to revisit a destination.
From the lens of the Theory of Planned Behavior (TPB), safety influences tourists' attitudes toward the behavior, which is a core component of the model. A tourist who perceives the local transportation as safe is more likely to form a favorable attitude toward using it again, increasing the likelihood of a return visit (Ajzen, 1991). Additionally, when safety becomes a perceived social norm—such as being widely recommended in reviews or travel forums—it reinforces subjective norms, further strengthening revisit intentions. Therefore, ensuring and promoting the safety of public transport in Cateel not only enhances immediate satisfaction but also contributes to long-term tourism sustainability through increased intention to revisit.
[bookmark: _Hlk201133651]Table 9 reveals the summary of satisfaction with public transportation services. The results show that the highest level of satisfaction was expressed in terms of reliability (𝑥̄ = 4.00, s = 0.57), indicating that tourists find the public transport system dependable and consistent. Moreover, the lowest satisfaction was recorded in terms of safety (𝑥̄ = 3.78, s = 0.69), suggesting that while tourists still generally feel safe, there are slight concerns that may require attention. Despite the variations, it suggests that tourists generally had a positive experience with public transportation services in the locality.
Table 9. The summary of satisfaction with public transportation services
	Factors of Public Transport Satisfaction
	Mean
	Std. Deviation
	Interpretation

	Reliability
	4.00
	0.57
	Satisfied

	Frequency
	3.96
	0.45
	Satisfied

	Affordability
	3.89
	0.54
	Satisfied

	Safety
	3.78
	0.69
	Satisfied

	Overall Satisfaction
	3.90
	0.40
	Satisfied



This result aligns well with previous literature emphasizing the importance of transportation attributes in shaping tourist satisfaction. For example, Soza-Parra et al. (2019) highlighted that punctual and dependable transport services significantly enhance destination image, while Vicente et al. (2017) emphasized the role of affordability and frequency in improving travel convenience. Furthermore, the Theory of Planned Behavior (Ajzen, 1991) reinforces the idea that positive attitudes formed through reliable and accessible transport services foster stronger intentions to revisit. In this study, tourists' satisfaction with these transport dimensions likely influenced their revisit intentions by enhancing their attitudes toward the behavior of returning to Cateel, confirming the applicability of TPB in understanding tourist behavioral patterns.
[bookmark: _Hlk201133682]As shown in Table 10, the data reveals that respondents exhibit a very high level of satisfaction and loyalty toward the destination. Specifically, they expressed strong agreement with the statement that they are willing to return to Cateel in the future (x̄ = 4.26, S = 0.69) and to recommend it to family and friends as a holiday destination (x̄ = 4.23, S = 0.68). Additionally, respondents view Cateel as a wonderful holiday destination (x̄ = 4.27, S = 0.68), and many expressed a strong sense of loyalty toward it as their preferred destination (x̄ = 4.29, S = 0.71). Overall, the results indicate that tourists are very satisfied with their experience in Cateel, which contributes to a strong intention to revisit and promote the destination to others. These findings highlight Cateel’s potential for sustained tourism growth through positive word of mouth and repeat visitation.
Table 10. Level of intention to revisit among tourists of Cateel
	Indicators
	Mean
	Std. Deviation
	Interpretation

	Willingness to return to Cateel in the future.
	4.26
	0.69
	Very Satisfied

	Willingness to recommend Cateel to family and friends as a holiday destination.
	4.23
	0.68
	Very Satisfied

	Cateel is viewed as a wonderful holiday destination.
	4.27
	0.68
	Very Satisfied

	A strong sense of loyalty is expressed toward Cateel as a destination of choice.
	4.29
	0.71
	Very Satisfied

	Average
	4.26
	0.60
	Very Satisfied



This result indicates that tourists in Cateel have a favorable disposition toward returning to the destination, which aligns with studies in the Review of Related Literature that emphasize the impact of satisfactory experiences—particularly with public transportation—on revisit intentions (Loi et al., 2017; Zheng et al., 2020). Research by Karim et al. (2024) underscores that the accessibility and convenience of local transport services significantly enhance a tourist's willingness to return. This resonates with the theoretical lens of the Theory of Planned Behavior (TPB), which suggests that positive attitudes, influenced by reliable and satisfying transportation experiences, contribute to stronger behavioral intentions, such as the intention to revisit (Ajzen, 1991). In this context, tourists' favorable evaluations of transport services in Cateel likely shaped their attitude toward the destination. They reinforced perceived behavioral control—key components of TPB—ultimately fostering their intention to return.
Significant Difference in the Level of Satisfaction in Public Transportation 
Table 11 presents the analysis of the significant difference in the level of satisfaction with public transportation services in Cateel when respondents are grouped by age. The results revealed no significant difference among age groups, as indicated by a p-value greater than 0.05. This suggests that tourists' satisfaction with public transportation services does not significantly vary based on their age.
Table 11. Significance difference in the level of satisfaction with public transportation in cateel services when respondents are grouped according to age
	
	Sum of Squares
	df
	Mean Square
	F
	Sig.

	Between Groups
	0.114
	2
	0.057
	0.349
	0.706

	Within Groups
	15.822
	97
	0.163
	
	

	Total
	15.936
	99
	
	
	



This result suggests that age plays a role in shaping how tourists perceive transportation services, which aligns with the assertions of Zheng et al. (2018), who noted that older tourists are more sensitive to factors such as comfort, reliability, and safety. This result is also consistent with the study by Lai and Chen (2011), which emphasized the importance of demographic-based transportation planning in addressing the needs of diverse age groups. From the perspective of the Theory of Planned Behavior (TPB), these differences can be interpreted through the lens of attitude toward behavior and perceived behavioral control. Older tourists may evaluate transportation based on their past travel experiences and expectations for safety and ease, which in turn influences their satisfaction and revisit intentions. In contrast, younger tourists might prioritize affordability and convenience. Understanding these age-related perceptions is crucial for local planners aiming to enhance satisfaction and encourage repeat visits, as behavioral intentions—shaped by age-related preferences—can drive sustained tourism development. 
Table 12 presents the results of the analysis of the significant difference in the level of satisfaction with public transportation services in Cateel when respondents are grouped by gender. Based on the results, there was a statistically significant difference in satisfaction between male and female respondents across the four measured transportation factors: reliability, frequency, affordability, and safety. This suggests that gender influences how respondents perceive the quality of public transportation services in the area.
Table 12. Significance difference in the level of satisfaction in public transportation in Cateel services when respondents are grouped according to gender
	Independent Samples Test

	Variable
	t-test for Equality of Means

	
	t
	df
	Sig. (2-tailed)
	Mean Difference
	Std. Error Difference
	95% Confidence Interval of the Difference

	
	
	
	
	
	
	Lower
	Upper

	Overall Satisfaction
	2.076
	98
	0.041
	0.164
	0.079
	0.007
	0.322




Table 12 presents that the absence of a significant difference in satisfaction between genders indicates that public transportation services in Cateel are perceived as equally accessible and acceptable by both male and female tourists. This finding aligns with the study by Virkar and Mallya (2018), which emphasized that while safety and comfort may hold varying levels of importance for different genders, well-structured and reliable systems tend to receive broad-based satisfaction across demographic lines. Furthermore, García-Sánchez et al. (2020) highlighted that when destinations maintain visible safety standards and infrastructure consistency, gender-based satisfaction gaps are minimized.
From a theoretical standpoint, the Theory of Planned Behavior (TPB) provides a useful framework for interpreting this result. According to Ajzen (1991), perceived behavioral control—one of the core components of the TPB—reflects individuals' confidence in their ability to engage in certain behaviors, such as using public transportation. Since both male and female tourists reported similar satisfaction levels, it implies that both groups perceive comparable levels of control and ease in accessing and using transport services. This balanced perception can positively influence their attitude toward using public transportation and, subsequently, their intention to revisit Cateel. Hence, ensuring equitable and consistent service delivery across genders is essential not only for fairness but also for fostering overall tourist satisfaction and loyalty.
Table 13 presents the analysis of the significant difference in the level of satisfaction with public transportation services in Cateel when respondents are grouped according to their purpose of visit. Using ANOVA, the table reveals that there is no statistically significant difference among the groups (vacation, business, visiting family, and others) [image: ] This suggests that tourists' satisfaction with public transportation services does not vary significantly based on their reason for travel. This finding suggests that the public transportation system in Cateel consistently delivers a high level of service quality that meets the expectations of various visitor types. Public transportation services are generally inclusive and responsive to the needs of all tourists, regardless of their travel intent. This consistency is important for maintaining a positive destination image and potentially increasing the likelihood of repeat visits across all tourist segments.

Table 13. Significance difference in the level of satisfaction with public transportation in cateel services when respondents are grouped according to the purpose of visit
	
	Sum of Squares
	df
	Mean Square
	F
	Sig.

	Between Groups
	.866
	3
	.289
	1.839
	.145

	Within Groups
	15.070
	96
	.157
	
	

	Total
	15.936
	99
	
	
	



This result underscores how tourists’ satisfaction with public transportation varies depending on their reason for traveling. Tourists visiting for leisure or vacation purposes are often more sensitive to service quality, comfort, and convenience—key components that shape their overall satisfaction (Sangpikul, 2018; Della Corte et al., 2015). In contrast, those traveling for business or familial reasons may prioritize reliability and timeliness over leisure-related transport amenities. This finding aligns with the Theory of Planned Behavior (TPB), which posits that context-specific beliefs and perceived outcomes influence an individual's attitude toward behavior (Ajzen, 1991). Leisure tourists likely develop a more favorable attitude toward revisiting when transport services meet their expectations of comfort and efficiency. Furthermore, since revisit intention is shaped by satisfaction with prior experiences (Tosun et al., 2015), the study supports the notion that transportation satisfaction is not uniform but purpose-dependent. Destinations aiming to encourage repeat tourism must tailor their transportation services to meet the diverse needs of their tourist segments, thereby positively influencing revisit intentions.
Table 14 presents the differences in satisfaction levels with public transportation services in terms of frequency of use. The analysis was conducted using ANOVA, and the results showed that there is no significant difference in satisfaction levels among tourists based on how often they have visited Cateel [image: ]. This means that whether the respondents were first-time visitors or had visited more than three times, their satisfaction with public transportation services remained relatively consistent.
Table 14. Significance difference in the level of satisfaction with public transportation in cateel services when respondents are grouped according to the frequency of visits
	
	Sum of Squares
	df
	Mean Square
	F
	Sig.

	Between Groups
	0.273
	3
	0.091
	0.557
	0.645

	Within Groups
	15.663
	96
	0.163
	
	

	Total
	15.936
	99
	
	
	



This result is particularly interesting when examined alongside the literature in Chapter 2, which emphasizes that transport satisfaction is a critical factor in shaping tourists' overall experience and revisit intentions (Virkar & Mallya, 2018; Olsson et al., 2020). Although the frequency of visits may imply differences in expectations and familiarity with the transportation system, the uniform satisfaction level suggests that the transportation services in Cateel consistently meet the needs of both new and repeat tourists. 
According to Yang et al. (2017), frequent visitation can be linked to tourist loyalty, which is often fostered by consistently positive experiences with destination services, including transportation. Moreover, Le-Klähn and Hall (2015) argue that first-time and repeat visitors often evaluate public transportation differently; first-time tourists tend to focus more on ease of navigation and accessibility, while repeat visitors pay attention to efficiency and reliability. However, the lack of significant difference in this study implies that the public transportation system in Cateel may be performing well across both sets of expectations. It is also supported by Zhou et al. (2019), who highlight that frequency of service and user experience can contribute to a standard perception of quality, especially when the transport system is perceived as accessible and dependable across varying user demographics.
In conclusion, the differences in the level of satisfaction with public transportation services, in terms of frequency of visits, findings suggest that the transportation system in Cateel offers a consistently satisfactory experience, regardless of how frequently tourists visit. This is a positive indication for local government and tourism planners, as it suggests that public transportation is not a barrier to repeat visitation but rather a steady contributor to the overall tourist experience.
Relationship between the Level of Satisfaction in Public Transportation Services and the Level of Intention to Revisit 
Table 15 presents the relationship between tourists’ satisfaction with public transportation services and their intention to revisit Cateel, highlighting that all transport factors show statistically significant positive correlations with revisit intention. The overall correlation is moderate, with the strongest relationship observed in overall satisfaction (r = 0.590), indicating that higher satisfaction is associated with a greater likelihood of returning. The highest correlation among individual factors was affordability (𝑟 = 0.517), indicating that cost-effective services have the most influence on tourists. On the other hand, the lowest correlation was with reliability (𝑟 = 0.243), reflecting a weaker yet still significant connection between service dependability and revisit intention.
Table 15. Relationship between the level of satisfaction in public transportation services and the level of intention to revisit among tourists

	Variables
	Intention to Revisit
	Interpretation

	Reliability
	Pearson Correlation
	0.243
	Weak relationship but significant

	
	Sig. (2-tailed)
	0.015
	

	Frequency
	Pearson Correlation
	0.476
	Moderate relationship but significant

	
	Sig. (2-tailed)
	0.000
	

	Affordability
	Pearson Correlation
	0.517
	Moderate relationship but significant

	
	Sig. (2-tailed)
	0.000
	

	Safety
	Pearson Correlation
	0.456
	Moderate relationship but significant

	
	Sig. (2-tailed)
	0.000
	

	Overall Satisfaction
	Pearson Correlation
	0.590
	Moderate relationship but significant

	
	Sig. (2-tailed)
	0.000
	



This result aligns with existing literature that emphasizes the role of transport satisfaction in influencing tourists' behavioral intentions. For instance, Acharya et al. (2020) and Ariya et al. (2020) emphasized that satisfaction with transportation convenience, affordability, and safety directly impacts tourists' willingness to revisit a destination. These results also support the Theory of Planned Behavior (TPB), which posits that tourists' attitudes—shaped by favorable transport experiences—contribute to their intention to return. Specifically, satisfaction in areas such as affordability and frequency may enhance tourists' perceived behavioral control and positive attitudes, encouraging repeat visits (Ajzen, 1991). Therefore, strategic improvements in these key transport aspects not only raise service quality but also play a vital role in sustaining tourism through increased revisit intentions.



5. CONCLUSIONS AND RECOMMENDATIONS

Conclusion
         Based on the findings and statistical results of the study, the following conclusions were drawn:

1. The respondents comprised a diverse group of tourists, with a slight majority being male and most visiting for vacation purposes. The largest age group was 31 years old and above. In terms of visit frequency, a significant number had already visited Cateel more than three times, indicating a strong presence of repeat visitors.
2. The overall level of satisfaction with public transportation services among tourists was interpreted as satisfied. Each dimension of service quality reflected favorable ratings: reliability (x̄ = 4.00, S = 0.57), frequency (x̄ = 3.96, S = 0.45), affordability (x̄ = 3.89, S = 0.54), and safety (x̄ = 3.78, S = 0.69). This suggested that the current transportation services generally met the expectations of tourists.
3. Tourists demonstrated a high level of intention to revisit Cateel, as indicated by a mean score of 4.26 (SD = 0.60). This indicated that the majority of respondents had a strong behavioral intention to return to the destination in the future.
4. There were no significant differences in the level of satisfaction with public transportation services when respondents were grouped according to age (F (2,97) = 0.349, p-value = 0.706), gender (t = 2.076), purpose of visit (F (3,96) = 1.839, p-value = 0.145), and frequency of visit (F (3,96) = 0.557, p-value = 0.645). This suggested a consistent perception of public transportation quality across different demographic and travel backgrounds.
5. A moderate but significant positive relationship was found between satisfaction with public transportation services and tourists' intention to revisit. Among the service factors, affordability showed the strongest correlation (r = 0.517, p < 0.001), followed by frequency (r = 0.476, p < 0.001), safety (r = 0.456, p < 0.001), and reliability (r = 0.243, p = 0.015). This confirmed that the more satisfied the tourists were with the transport services, the more likely they were to revisit the destination, supporting the theoretical framework of the Theory of Planned Behavior.
Recommendation
Based on the findings of the study, the following may be recommended: 

1. As most respondents were male and aged 31 and above, future research may explore ways to achieve a more balanced distribution of gender and age. Including a broader range of tourist profiles could offer more comprehensive insights into satisfaction and revisit behavior.
2. Since safety received the lowest satisfaction rating among the four transportation factors, even though it was still rated as "satisfied," local planners or service providers might consider exploring enhancements such as visible safety features, improved signage, or increased staff presence to enhance tourists' sense of security during travel.
3. Given that revisit intention was rated very high, future studies may consider examining other tourism-related factors such as accommodations, cultural attractions, or hospitality services. These may also play a key role in influencing the tourist’s overall experience and intention to return.
4. While no significant differences were found in satisfaction across gender, age, purpose, or visit frequency, future research may include other variables such as nationality, mode of transportation used, or travel group size. This might reveal new insights into varying satisfaction levels among different tourist groups.
5. As affordability and frequency showed the strongest relationships with revisit intention, destination managers may find it beneficial to highlight these factors in their marketing campaigns or public communications. Transparent fare systems and regular transport services might continue to appeal to both new and returning visitors.
6. To build on the current findings, future researchers might consider conducting longitudinal studies or comparing Cateel to other tourist destinations. This approach could provide a clearer view of trends over time or identify best practices across regions.
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