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1. Introduction 

The number of international tourist arrivals grew 5% in 2018 (1.4 billion) due to the growing and emerging economies in middle classes, new technology, and business models, affordable cost, and visa facilities. At the same time, the amount of tourism export was USD 1.7 trillion. In 2018 extra USD 121 billion was earned from travel and transport when compared to 2017 (World Tourism Organization, 2020).

Sri Lanka's tourism industry is famous among international tourists. Sri Lanka is a unique island and it has many more untapped tourism products. Globally recognized Lonely Planet Company named it as its number one travel destination in 2019 even after the Easter Sunday attack. According to the Sri Lanka Tourism Development Authority (2019), more than one million tourists came to Sri Lanka after the Easter Sunday attack.

The demand for accommodation in the Sri Lankan tourism sector, homestay is a proper solution. When considering the third quarter in 2019, there are 520 registered homestay units and a 1574 room capacity available in Sri Lanka (SLTDA, 2019)

Generally, Homestay has been recognized as one way to provide cheap budget accommodation to visit and the best way to get close to the culture and tradition of a particular ethnic group. Homestay operators try to provide a unique and enjoyable experience. The successful Homestay operators have encouraged many new operators wanting to explore opportunities via Homestay programs by offering one or two of their rooms in their homes for rent to the guests. The number of participants had risen year by year indicating the awareness of the product to many people, particularly the rural villagers (Pusiran & Xiao, 2013). A homestay is a form of tourism where it enables visitors to stay with the host families. It exposes tourists to local traditions and culture for tourists.  It is sometimes used by people who wish to improve their language skills and become familiar with the local lifestyle (Bavani, et al., 2015).

In the Malaysian context, a homestay program is a form of lodging alternative offered to tourists visiting a village. In this program, the tourists have the chance to stay with the host family and experience the family’s daily routine. Furthermore, it also encourages direct or indirect involvement of the local or surrounding community (Leh & Hamzah , 2012). The homestay provider is a local family that offers their house as an accommodation unit. Also, homestay is alternative tourism where tourists will stay with the host’s family in the same house and will experience the everyday way of life of the family and the local community (Association of Southeast Asian Nations, 2016).

Visitor satisfaction is important to the success of a given tourism industry. It directly affects tourists revisiting the destination. Visitor satisfaction depends on various factors. Different researchers have found different factors that affect visitor satisfaction in the world Homestay industry.

Service quality is one major factor which affects tourist satisfaction and loyalty via reliability, responsiveness, assurance, tangibles, and empathy. Also cultural content in the homestay is another factor. It is very important to focus on the tourist’s needs and wants. Because this is related to satisfaction especially with service (Van & Viet, 2019). According to Bavani, et al (2015), visitor’s satisfaction in Kanchong Darat Homestay is affected by researched attributes. Thus facilities and quality service, security, service aspects are impact both local foreign guest satisfaction and the number of arrivals.

When considering Homestay Banghuris in Sepang, there was a meaningful positive relationship between guest satisfaction and service quality. The study findings also prove available quality of facilities, services are met visitor satisfaction in homestay (Al-Laymouna, Alsardiaa, & Albattatb, 2019). According to Kasuma et al (2016), promotions and service quality in the Homestays are given extra attention for guest satisfaction. Therefore the study recommended to mainly consider the quality of service, infrastructure, promotions, and products.

Ella is a popular destination among homestay tourists. Based on the previous research findings, there are some issues in the homestay operation. Such as lacking knowledge of foreign languages, ICT, marketing and promotional skills, lack of training and industry knowledge, etc. Even though there are several issues, homestay demand is increasing in the peak seasons annually. Therefore the study was conducted to examine visitor satisfaction in homestays via service, security, Promotion and marketing, and culture.

1.1 Research objectives

· To investigate factors behind visitor satisfaction in Ella homestays.

· To identify the relationships between investigated factors and visitor satisfaction in Ella homestays.

· To provide suggestions to improve visitor satisfaction in Ella homestays.

1.2 Research Questions 

· What are the factors behind visitor satisfaction in Ella homestays?

· What are the relationships between investigated factors and visitor satisfaction in Ella homestays?

· What are the suggestions to improve visitor satisfaction in Ella homestays?
2. Methodology

A quantitative research approach is used by the researcher. Ella city area was the research site and this area consists of many villages Ella, kithal ella, kingama, etc. The population was the homestay tourist who visits the Ella area during the last quarter of the 2019 year. The 150 respondents were selected as a research samples and a simple random sampling technique was used by the researcher. Both secondary and primary data were used. As a primary data source, the questionnaire was based on a five-point Likert scale. E publications, web pages, journal articles, reports, etc are used as secondary data sources. The marketing, promotions, service, culture, and security that create homestay operators in the Ella area are identified as independent variables in the framework and visitor satisfaction is defined as the dependent variable. Reliability, validity, correlation, ANOVA test are conducted to determine research objectives.
3. RESULTS AND DISCUSSION

The first part of the questionnaire collected from tourists emphasized general demographic information of tourists. 61.3% of them originate in European countries. 10% of Asians, 22.7% from American, and the rest of them came from other countries. 46% of respondents are male and the rest of them are females. 52.7% of respondents are in the 20 – 29 age group. 30 – 39 age group represents 25.3% and 40- 49 age group represent 12.7% of respondents. Also, 70.7% of them are unmarried, 16.7 % are in other categories. 63.3% are graduates and 34.7% are professionals. 18.7% are educationists, 12% are in the business field and the rest of them are in other categories. The majority of them are in the $31000- 40000 income group (31.3%). 25.3% are above $40000 income level. the important fact is 73.3% of them were on their first visit. Accordingly, 13.3%, 5.3%, 4% are obtained second third and fourth visits.
Cronbach's alpha test was used to measure the reliability of the data set. According to sekaran (2003), generally, less than 0.6 values are considered to be poor and over 0.8 value is good. There are five variables in the study. Marketing and promotions Cronbach's alpha value is 0.698, Service value is  0.841, Culture value is 0.832, Security value is 0.833 and visitor satisfaction value is 0.902. Then the data set and all variables can be determined as reliable. KMO and Bartlett’s test use to measure the validity of the data set and that values between 0.7 and 0.8 are good, values between 0.8 and 0.9 are great. KMO value of the mentioned variables are 0.747, 0.831, 0.780, 0.705 and 0.883 and all variables are valid.
To measure the relationship between the dependent variable and independent variables Pearson correlation value is measured. Based on the value +0.3 weak positive, +0.7 was a strong positive. 
Table 01 findings illustrate the relationship. Marketing and promotions which conducted homestay owners are measured by electronics, printing, WOM, seasonal discounts, etc. but it created a weak positive relationship with visitor satisfaction and Pearson correlation value is 0.372. Security has also created weak positives, but nearly strong positive relations with visitors. Value is 0.692. It affects more than marketing and promotions with satisfaction of visitors. Homestay culture (0.724 value) and service (0.732 value) are created with a strong positive relationship with visitor satisfaction. Advanced Sri Lankan authentic service and unique traditional homestay culture highly affects with visitor satisfaction.

Table 01: correlations
	Variable
	Pearson Correlation coefficient
	No of respondent
	P – Value (sig. value)
	Null Hypothesis (H0) 
	Alternative Hypothesis (H1) 

	Marketing and promotion - Visitor satisfaction
	0.372
	150
	0.000
	Rejected 
	Accepted 

	Service - Visitor satisfaction
	0.732
	150
	0.000
	Rejected 
	Accepted 

	Culture - Visitor satisfaction
	0.724
	150
	0.000
	Rejected 
	Accepted 

	Security - Visitor satisfaction
	0.692
	150
	0.000
	Rejected 
	Accepted 


Source: Survey data

Also based on the analysis accepted hypothesis are,

H1 – There is significant relationship between homestay marketing and promotion and visitor satisfaction
H2 – There is significant relationship between homestay service and visitor satisfaction
H3 – There is significant relationship between homestay culture and visitor satisfaction
H4 – There is significant relationship between homestay security and visitor satisfaction
The research finding interpreted that there was 63.1% of the variance in visitor satisfaction (dependent variable) interpreted by the independent variables (Marketing and promotions, service, culture, and security).

According to the ANOVA test all variables significant value equal to 0.000. To identify the relationship between the dependent variable and the independent variable, it is being used for regression analysis. The following equation has been identified for the regression analysis.

V S = 0.118 + 0.47 M & P + 0.335 Ser + 0.337 Cul +   0.236 Sec 
Even marketing, promotion, service, culture, and security coefficient is zero, visitor satisfaction at 0.118. This means other factors can also affect visitor satisfaction. If marketing and promotion increase by 1, then visitor satisfaction increase by 0.47. If accordingly service, culture, and security variables are increase by 1, then visitor satisfaction increases accordingly 0.335, 0.337, and 0.236.
4. conclusions/RECOMMENDATIONS

According to the objectives of the study, the first one is to investigate the factors behind visitor satisfaction in Ella homestays. Based on previous researcher studies and literature researcher-developed four factors that affect visitor satisfaction. These are marketing and promotions, service, culture, and security. The second objective is to identify the relationships between investigated factors and visitor satisfaction in Ella homestays. Marketing and promotions conducted by homestay owners created a weak positive relationship with visitor satisfaction. Security has also created weak positives, but nearly strong positive relations and homestay culture and service are created with a strong positive relationship with visitor satisfaction. These findings can give direction to both public and private sector organizations. Searching alternative cost-effective promotions will create a competitive advantage for homestay owners.  Based on the findings to improve visitor satisfaction in Ella homestays, the owner of homestays should focus on improving their promotion and marketing strategies. In particular, value-added experience or product needs to offer every season. Service should be improved with Sri Lankan authenticity. Because the majority of tourists valued the unique and authentic hospitality of Sri Lankan people available in Ella homestays. Local culture and customs should be focused because it creates a positive relationship. Security must be enhanced, as it impacts means trust which is a significant factor for tourist ease of mind and satisfaction. 
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