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ABSTRACT

The research was to study tour guides’ professional competencies effects on service quality of tour guiding in Arusha municipality, Tanzania. The study design adopted in this study was descriptive study. The sample size involved 85 tour guides and 20 tour operators. Simple randomly and purposive sampling methods were used in identifying sample. Data collection instruments were questionnaires and interview. The quantitative data collected were analyzed using SPSS and presented in descriptive statistics and qualitative data were analyzed using content analysis through narrative interview. The findings revealed that The study discovers that tour guide professional competencies has impacts on service quality, increase customer loyalty, increase the volume of business, create good image to the customers, it leads new and special request of the same guide for the next guiding service. The study also observed that there is strong relationship between tour guide’s professional competencies and perceived quality service because the statistics significance is less than 0.05 which indicate positive relations. The challenges facing tour guides in their daily guiding activities were lack of support from tour operator, poor infrastructure conditions, and difficult clients. Also unexpected vehicle breakdown on safari, change of technology and overbooking, change of whether, outbreak diseases that some clients have and language barrier from different customer. The study recommended that tour operators, travel agents and other tourism stakeholders should provide more and required strong support to the tour guides and set strategies for tour guiding training and consideration should base on customer service and skills development and the government should set strategies on establishing and support tourism training institutions and improving infrastructures.
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CHAPTER ONE
1.0 INTRODUCTION
This chapter introduces the study by providing the introduction, background information to the problem, statement of the problem, objectives of the study, research questions, and significances of the study of the research.

1.1 Background to the Study
Tour guides play important roles in tourism industry as they help tourists to reach to the tourist attractions and meet their needs and expectations. They open up visitors with the vast attractions which are found in tourist destinations. All countries that offer culture, heritage, history and others are bound to represent their countries in different destinations that can fascinate the eyes of tourists who demand guiding services offered by tour guides. This attracts possibility of improving the standard of services delivery offered by tour guides, (Rabotić, 2008)
The international standard describe the following qualities of tour guides as, love of country, pleasing personality,  a genuine interest in people, resourcefulness, trustworthy, initiative, eager to learn, tactfulness and good sense of leadership. Other qualities include, good skills, good health, punctual, responsible, sensible, confident, dedicate, good sense humor and analytical mindset that means above – normal perception, (European committee for standardization, 2015) In Europe, tourist guides are represented by European Federation of Tourist Guide Associations (FEG) which deals with provision of training. The tourist guiding qualification is specific to each and every country; in some cases the qualification is national, in some cases it is broken up into regions. In all cases it is embedded in the educational and training ethic of that country.  European federation specifies tourist guide to high quality provision tourism services and specifies competences and outline a framework of appropriate training program of tour guides (FEG, 2015)and again in Kenya there is Professional Safari Guides Association which creates the certification of safari drive guide (FEG, 2015)
Tourists were still admiring Thailand as a favorite destination because the number of tourists  from Europe, America, Latin America, Australia, and Asia where the number of tour guide had been increasing, who are fluent in other languages such as French, German, Spanish, Italian, Japanese, and Chinese were required. Tour guide status, at prior time, was not widely accepted (Hu, 2007). Anybody, who was proficient in English, could be a tour guide. After the Tourism Authority of Thailand was founded in 1959, tourist guide has been developing the status by setting a Tour Guide Training Program at Chulalongkorn University in 1961. The program is provided to other regions around Thailand. Besides, Tour Guide Association was built on July 29, 1975 for being a meeting center of professional tour guides. Currently, competition in tourism industry has been increasing; the competition of tour guide jobs also increases. A highly educated person is more desired than one with a low education. Thareethip Laowirojanakul (1999)
Mak et al., (2011) conducted the study about critical issues affecting the service quality and professionalism of the tour guides in Hong Kong and Macau. The issues identified from the study are classified into six categories: unhealthy business practices of outbound travel agencies in China, immaturity of the Chinese tourism market, exploitative measures by inbound tour operators, human resource issues, role conflict, and service quality assurance mechanism.
In India tour guiding is a slightly fragmented professional work. Individuals must obtain a license to work as tour guides. As of now, there is a three tier tour guiding system- local level guides, state level guides and regional level guides. The tier is not a professional or educational hierarchy; rather it is based on area of operation. Training is a requirement for obtaining a tour-guide license. Such license is delivered by relevant authority to allow an individual to guide tourists in a particular area. Licensing authority is different for each level and area of operations and many times this result in dishonesty of licensing and training efforts, Prakash and Chowdhary (2010). In Vietnam the main tour guide performance attributes include appearance, language ability, communication skill, cultural understanding, passion of work, and destination knowledge (Nguyen, 2015)
The study conducted in South Africa by Reisinger and Steiner (2006) shows that finding a role for tour guides in authentic tourism calls for a rethink of what tour guides most commonly do. It also calls for a reconceptualization of interpretation as a tour guide responsibility. The study conducted by Ryan and Dewar (1995) analyzed the informational effectiveness of interpreters at historic sites. They found a poor correlation between the interpreters’ competency skills and information learnt by visitors. Malcolm-Davies (2004), who examined the extent to which costumed interpreters contributed to tourists’ experiences at historic sites, reported that costumed interpreters have succeeded in providing an historical atmosphere and a sense of the past but failed to provide enough learning.
In Rwanda, Uganda and Kenya; qualities of an ideal tour guides includes; strong communication skills, understandable, friendly, punctual, knowledgeable, interactive, engaging, funny, observant, good pacing and reflexive. In Kenya there is Professional Safari Guides Association which creates the certification of safari drive guide. Professional Safari Guides Association has created the certification of safari drive guide through examination process to establish standards such as Bronze, Silver and Gold. 
In Tanzania tour guides take pride in introducing tourists to their stunning country. The tour guides make Tanzania tourist adventure complete by sharing passion with guests and explaining the Tanzania cultures to them. Tanzania safari guides are registered with the Tanzanian Parks Board and have an intimate knowledge of the local African flora and fauna, geography and animal behavior patterns. The performance and effectiveness of tour guide in delivering quality services is depend on tour operator support because they provide itinerary and other necessary facilities needed to accomplish a tour (Salazar’s,2005)
Though the quality of service delivery by tour guides is hardly to measure and analyze in a meaningful way, its outcome can give us a real picture of either the service delivery is in quality standards needed to cater for the tourists needs and demands or not.  However the number of tour guides does not reflect the actual numbers of attractions available in Tanzania, Salazar’s (2005) The level and category of tour guide shall serve as an indicator of the guides’ expertise in the industry which can be determined after due evaluation of his /her skills and professional credentials; Junior guides, Senior guides and Master guides. When comparing local tour guides and foreign tour guides, the quality of services offered by foreign tour guides is in high standards compare to local tour guides due training; with the example of European guide.
During their training they are instructed, both implicitly and explicitly, how to use global discourses to represent and sell their natural and cultural heritage as authentically local. However, in the personal interaction with tourists, guides do not merely reproduce the narratives and practices they were taught at school; instead they themselves become creative storytellers, often subtly questioning or contesting the normative templates, (Salazar’s (2005) Then study conducted in Northern circuit of Tanzania show that; the common guided package tour offered includes attractions, accommodation, ground transport, food, tour guiding services (interpretation of nature, locating wildlife for viewing, informing visitors about wildlife and history as well as managing visitors’ interactions with local communities during the tour) and pre-arrival arrangements (Mkumbo, 2010; Okello and Yerian, 2009).

A lack of theory on tour guide roles and tour guides in general have been mentioned several times in older and more recent literatures. Black and Weiler (2005) point out that even if the tourism industry has been growing the last years, and tour guides have probably been existing since the first areas of travel, tour guiding has not been in the focus of research in the tourism area.

1.2 Statement of the Problem
Tour guides are generally considered to be service providers for visitors, no matter who they are working for; attractions, tour operator and travel agents, governments, public organizations, private corporations or themselves independently (Pond, 1993). Since they have direct contact with both the visitor and the visited during the actual travel experience, they are functioning as a bridge or a linkage between the demand and the supply sides. Particularly, in cross-cultural settings, they also need to act as cultural translators and interpreters (Nozawa, 1992; McDonnell, 2001).
Different studies about tour guides have been conducted. Leguma (2013) conducted the study about visitor satisfaction with guided package tours in the northern tourist circuit of Tanzania. The findings show that all components of the guided package tour are very important and they are very satisfied with the performance of the tour provider. Attractions, the tour guide and transportation are very important and very satisfying components of the guided package tour in the northern tourist circuit Nguyen (2015) carried about the study on the impacts of tour guide performance on foreign tourist satisfaction and destination loyalty in Vietnam. 
The results indicate that tour guide performance plays an important role on foreign tourists’ satisfaction and tourists’ destination loyalty in a package tour. Tour guide performance is comprised of five dimensions appearance, professional competence skill, solving problems skill, organizational skill, and entertainment introduction skill. The study conducted in Taiwan by Lin et al., (2017), show tour guides’ professional competencies are a critical factor influencing service quality of tour guiding and tourist satisfaction. Mak et al., (2011) conducted the study about critical issues affecting the service quality and professionalism of the tour guides in Hong Kong and Macau. The issues identified from the study are classified into six categories: unhealthy business practices of outbound travel agencies in China, immaturity of the Chinese tourism market, exploitative measures by inbound tour operators, human resource issues, role conflict, and service quality assurance mechanism.
 However different studies have been conducted about tour guides, there is no any study conducted about an assessment of the effect of tour guides’ competencies on the quality of guiding services case Arusha Municipality, Tanzania. This call a gap for this research to find out factors affecting the service quality of the tour guiding profession in Arusha Municipality.
1.3. Research Objectives

1.3.1 General Objective
To study an assessment of the effect of tour guides’ competencies on the quality of guiding services case Arusha Municipality. 
1.3.2  
Specific Objectives
This study was guided by the following specific objectives;
i. To identify the impacts tour guide’s professional competencies on service quality.
ii. To examine the dimensions of quality service as perceived by tourists. 
iii. To evaluate the relationship between tour guide’s professional competencies and perceived quality service. 

iv. To identify the challenges facing tour guides while performing their daily guiding activities 

1.4 Research Questions
i. What are the professional competencies that a tour guide should have? 

ii. Examine effects of dimensions of quality service as perceived by tourists? 

iii. Is there any relationship between a professional tour guide competencies on perceived level of quality service? 

iv. What are the challenges facing tour guides while performing their daily guiding activities? 

1.5 Significance of the Study
The result of the study is baseline information for future researchers in the same field to identify the gaps for other studies yet to be filled. These involve public and private stakeholders in tourism sector and the policy makers to understand the tour guides’ professional competencies effect on the service quality. Also help in identifying means of improving the quality of services delivered in tour guiding and include them in the tourism policy of the country. The government also gets informed about the challenges facing tour guides in delivering quality services in tourism industry hence the government and private stakeholders should create favorable environment to overcome those challenges. The study will help a researcher to be awarded a Master’s degree of Tourism Planning and Management of the Open University of Tanzania. 
CHAPTER TWO

 2.0 LITERATURE REVIEW

2.1 Introduction
This chapter focused on the following matters; definition of key terms, theoretical literature review, empirical literature review and policy review. 
2.2 Definition of Key Terms
2.2.1 Tour Guide
“According to the Association of Tour Manager (IATM) and European a Federation of Tourist Guide Association (EFTCA), (1998) define a tour guide as a person who interprets  in an inspiring and entertaining manner, in the language of the visitors choice, the cultural and natural heritage and environment “while the World Federation of Tourist Guide Association (2005) defines a tour guide as a person who guides visitors in the language of their choice and interprets the cultural and natural heritage of an area which a person normally possesses an area-specific qualification usually issued and or recognized by the appropriate authority. Pond (1993), therefore adds that a skillful guide is someone of the most valuable assets a tourism company can have because in many ways, guides are in the forefront of a business or company since are the ones who interact with visitors as often as possible. 
International Association of Tour Managers and the European Federation of Tourist Guide Association (EFTGA, 1998) defines tour guide as a person; Who guides groups or individual visitors from abroad or from the home country around the monuments, sites and museums of a city or region; to interpret in an inspiring and entertaining manner, in the language of the visitor’s choice, including the cultural and natural heritage and environment (Ap & Wong, 2001: 551).
There have been outlined various categories of tour guides,  classified tour guides based on the geographical boundaries in which tour guiding operations are conducted while other authors emphasis on the required qualifications, abilities and type of activities performed. However, a number of types of tour guides have been reviewed and these include; on-site guides; docents, personal or private guides; city guides, specialized guides, regional or provincial guides and tour guides. Holloway (1981), Tour guides have been described as information givers, source of knowledge, mentors surrogate parents, pathfinders, leaders, say tour guides help tourist to understand the place they visit. The information giving is of greatest importance in the tour guide drives for professional status”, while Wang et al. (2002) report that tour guide presentation; skills could make or break our tour.”
According to researcher tour guide is a professional person who lead tourists while showing them things of interesting such as natural attractions(wildlife, mountains, beaches and lakes), cultural attractions ( traditional dances, paints, craft and arts), historical attractions (historical sites, monuments,  museum, archeological site)  and  manmade attractions (handcrafts, paintings, and recreational facilities) .The international standard describe the following qualities of tour guides ; love of country, pleasing personality,  a genuine interest in people, resourcefulness, trustworthy, tactfulness and good sense of leadership. Other qualities include, good skills, good health, punctual, responsible, sensible, confident, dedicate, good sense humor and analytical mindset that means above – normal perception, (European committee for standardization).
2.2.2 Tour Operator
Tour operator is an organization, firm or any company who buys individual travel components, separately from their suppliers and combines them into a package tour which is sold with their own price tag to the public directly or through middlemen, Chand (2003) Tour operator is defined as an individual or a company who purchases the various items which comprises inclusive holiday in bulk and then sells the final products to the public either directly or indirectly to consumer Janet (2001). 
Chand (2003) Tour operators are grouped into four types; inbound or incoming tour operators, outbound tour operators, domestic tour operators and destination management companies or ground operators. Tour operator have the following importance in tourism industry these including, providing travel information, itinerary preparation, airlines ticketing and reservation, prepare tour packaging and costing, reservation, travel insurance, currency services, management of tour and  travel, Chand (2003)

2.2.3 Competency
Competency is defined as a characteristic of an employee that contributes to successful job performance and the achievement of organizational results. These include knowledge, skills and abilities plus other characteristics such as values, motivation, initiative and self- control, Competencies Workgroup (September 2002),

Many common elements have been observed in the various definitions of the concept of competencies whereby the common elements which were the most frequently mentioned on employee competencies are initiatives, innovative, interpersonal skills, motivation, personal credibility, teamwork, technical skills, creative thinking, ethical standards, technology, accountability (Ariffin, 2005). Competencies are important tool in workforce and succession planning. In this context, competencies are associated not only with workforce but also with what are their capabilities and attitude needed to meet current and future staffing needs as organizational significances and strategies shift and focus employee development efforts to eradicate the gap between abilities needed and those available. 
Moscardo (1998) identifies three primary ways in which professional competencies of tour guides quality service can help tourist to enhance the quality of their experience by providing information on available options so that tourist can make the best choices about what they do and where they go; providing information to encourage safety and comfort so tourist know how to cope with and better manage encountered difficulties and understand messages given by the warning signs (e.g. do not smoke here); and creating the actual experience so that tourist can participate in activities such as heritage walks, adventure, visit art galleries, and learn in areas of educational interest.
The general behavior of a guide, while on tour, in vehicles, in restaurants, dealing with tourists, is very important. Western tourists have specific ideas of how guides should behave. For example, being on time, being quick and well organized are very important to Westerners. Here are some guidelines and tips on good general behavior for tour guides. Be on time, quick, and well-organized, Use the visitors’ knowledge to find out if there is anything they want to see/taste and include these in the tour, Follow the laws of the country at all places you visit with the tourists

2.3 Types of Tour Guides
2.3.1 Sightseeing Tour Guide

A sightseeing tour guide will work predominantly on tour busses or motor coaches.
As the name suggests, they lead groups of tourists on sightseeing trips of their city or countryside. Sightseeing encompasses all forms of attractions and scenic sights, as well as historical landmarks and other interesting places. Sightseeing tour guides will often need to drive the tour bus, as well as provide the narration for the tour. Sightseeing tour guides are usually employed by a tour director. They are chosen for specific tours dependent on their skills and knowledge of an area.

2.3.2 Step-On Tour Guide

A step-on tour guide is hired by a tour director or tour guide to provide specific information regarding a particular sight or attraction. As the name suggests, they step onto the bus or train for a certain portion of the tour. The tour guide in charge will make use of a step-on tour guide when entering a large national park or attraction like Disneyworld. In this instance, the step-on guide has far more intricate knowledge about the location. Step-on tour guides are based in the area where they lead tours and usually work for a private company, museum, national park, or resort.
2.3.3 Adventure, Sport and Eco Tour Guides

Adventure and ecotourism is on the rise and with it comes the need for highly skilled adventure and eco tour guides, as well as sports tour guides. You must be qualified and skilled in a certain type of sport and need to have a passion for adventure. Whether it is hiking through the Amazon, cycling through the French countryside, or leading a safari tour through the African savannah, adventure tour guides must be responsible at all times. They have the lives of their tour group in their hands, and must be fully trained in emergency and first aid. On eco tours and adventure tours, mapping out routes and strategically planning each day is imperative, and you have to understand the climate, weather conditions, and geography and wildlife of the area in order to lead a safe and successful tour. Ecotourism guides aim to educate people about the natural environment they are traveling in. They encourage conservation and preservation of natural ecosystems as well as biodiversity. 
2.3.4 Freelance Guides

Freelance guides usually work on a contract basis per tour and provide visitors to an area with local tour narration and navigation. Freelance guides are frequently hired by tour manager or tour operators who are traveling to your city from overseas. Some freelance guides are also private tour specialists and offer their services to any group of tourists no matter how small to lead them around the city, offer translation services and give them tips and advice for the tour. Private guides will normally meet the travelers at the airport and lead them to various locations and attractions each day. Freelance guides can charge on a per tour basis if working with an accredited operator or director, but may decide to charge per hour or per day if leading private tours, depending on the requirements of the visitors.

2.4 Roles of Tour Guide
Tour guides play a vital role in bringing satisfaction to tourists visiting a country or region/state. The opportunity of direct interaction with the tourists makes them all the more responsible for projecting the correct image of the country/region, giving factually correct information about the destination, ensuring the safety and wellbeing of the tourists as well as pleasant and satisfying stay for them during their visits ( Goi, 2005). Tour guides have contributed a better quality travel experience for the tourist (Weiler and Richins, 1990; Cited by Chowdhary and Prakash 2008). Tour guide becomes directly and indirectly responsible for countless moments of truth as they are in a continuous and intense contact with the tour participants throughout the tour’s entire duration. Tour guides work cooperatively with travelers and other players, including tour operators, hotel and restaurant employees, and the like. As their link to a city, region or subject area, guides themselves are truly critical ‘moments of truth’ for the tourism industry (Pond, 1993).
Cohen (1985) also identifies four major functions that tour guides perform- instrumental, social, interaction, and communicative. Further, he identifies four types of tour guides who focus on each of these functions- originals, animators, tour leaders and professionals. Originals are pathfinders who perform primarily the instrumental function. They ensure that tourist reach their destination and return safely. They are also called path breakers because they select the route linking the attractions and make them accessible to the tourist.
They appear to agree with the concept of different roles for tour guides as described by Pond (1993). They also suggest that a guide’s role should involve both tour and experience management- the organization of itinerary and selection and interpretation of sites in an interactive process with tourists. Thus, while on one hand tour guides serve as cultural brokers whose pivotal role is to shape the visitors’ impressions and attitudes and help enhance their appreciation and understanding of their surroundings; on the other hand they serve as a buffer, insulating many tourists from the difficulties (and possibly some delights) of the visited culture.
2.5 Tour Guide Competencies
2.5.1 Knowledge 
Professional Knowledge in tour guiding refers to the facts, information, and skills acquired by a person through experience or education. It also concern with the theoretical or practical understanding of a subject "a thirst for knowledge".  Zane et.al (2002) mentioned that in a world characterized by rapid rates of change, what have emerged are quality and custom-driven services and products. This paradigmatic shift and focus on the learner has great implications in management. Learning is no longer a transfer of information but the creation of knowledge as it is visibly expressed by improvement in business results and innovations. While Philip and Mark (2003) proposed that the optimal service experience is seen as resulting from the successful integration of a comprehensive range of service competencies, either at the level of the individual service employee, or through strategic deployment of appropriate skills at the level of the organization.
According to WFTGA (The World Federation Tourist Guides Association), a TG, is the person that possesses a license issued or recognized by the appropriate authority in the country concerned, or where the domestic legislation of the country concerned does not provide for such license, has received in-depth guide training leading to qualification and/or recognition by the relevant local, regional or national authority, is as well the one who guides visitors within that specific country or area of that country in order to provide special information and explanation on matters relating to the history, archeology, monuments and works of art, cultural development, natural beauty, places of interest, and in general any matter which may promote the country for the purpose of tourism (WFTGA, 2003 and 2006). Therefore, guides, as being the front line for sightseeing, the ones who gives commentary and makes visitors feel welcome in a specific destination, (Braidwood et al., 2000; Ham et al., 2000; Weiler et al., 2000; Omar et al., 1998; Ponds, 1993) need a certain level of education within the tourism sector - as being the largest service industry employing more people than any other industry, that need more education institutions offering tourism programs among which is tour guide principles - in order to establish their identity and image (Saayman et al., 2003).

A good guide, need to keep updating the knowledge so that can share the latest and most correct information with the tourists they guide. This is not too difficult to do if they have a few research skills and tricks, and if they like to read, Weiler and Ham, (2002). Tour guides need to know when and where they must know something, and when and where they can use an expert instead of themselves. If there is no expert available, then they will have to learn about it so that they can give quality service to the tourists, Weiler and Ham, (2002).

2.5.2 Skills of Tour Guide
An ability and capacity acquired through deliberate, systematic, and sustained effort to smoothly and adaptively carryout complex activities or job functions involving ideas (cognitive skills), things (technical skills), and/or people (interpersonal skills), Oxford dictionaries (2010). No matter how much training you get, and no matter how much experience you have, you will only be a successful tour guide, if you have specific natural skills and talents. The important key skills of professional tour guides includes a high level of general knowledge, some have specialized site and destination expertise, good communication and organizational skills, providers of excellent customer service, leadership and management skills, qualified in first aid and occupational health and safety, and ecological and environmental awareness. 
Oral communication skills are regarded as the most important skill in tour guide’s job. It is widely accepted that skills can help them to perform the job. Skills in team work and leadership quality should be further enhanced. However, customer care, health and safety skills are also essential for high-quality tour guide, because they have to take one step forward to deal with the customer care so that to increase their service quality. By contrast, marketing and legal issues were rated relatively low as these two skills are not actually required by the job. In addition, there is also not many equipment to be handled in the travel trip. Kong, H. (2005)
According to Mak et al. (2011) tour guide should possess the following skills in order to be competent, these skills include, people skills, problem solving skills, language skills and organizational and leadership skills. A tour company is nothing without its tour guides—they are the backbone of the entire operation. Being a tour guide isn’t just about reading facts from a sheet, though; it’s a very demanding job that combines performance, memory, and customer service all into one. While every tour (and every guide) is different, the very best tour employees have a certain set of skills that make them really stand out, Steinberg (2015). 
Tour guides are one of the key front-line players in the tourism industry. Through their knowledge and interpretation of a destination's culture, communication and service skills, they have the ability to transform the tourists' visit into an experience and knowledge level. Service professionalism has become an important issue as destinations compete for tourists in a very competitive environment (Chang et al. (2012). Tourists travel all over the world and compare the skills, knowledge, behaviour and professionalism of tour guides from one country to another in terms of service quality. Guides therefore have to show high standards of professionalism all the time in order to be appreciated by international tourists.  A tour guide has a lot of competencies (skills, knowledge and way of behaving) that make up their professional profile, Mak et al. (2011).

2.5.3 Attitude of Tour Guide
Attitude is a settled way of thinking or feeling about someone or something, typically one that is reflected in a person's behavior. The attitude of a person is determined by psychological factors like ideas, values, beliefs, perception, etc. All these have a complex role in determining a person's attitude. Values are ideals, guiding principles in one’s life, or overarching goals that people strive to obtain (Maio and Olson, 1998). Attitude of a tour guide can be defined as a manner of thinking, feeling, or behaving that reflects a state of mind or disposition or a manner of acting, feeling, or thinking that shows one's disposition, opinion, etc. or the position or posture assumed by the body in connection with an action, feeling, mood.
An important factor that affects attitude is symbolic interactionism, these are rife with powerful symbols and charged with affect which can lead to a selective perception. Persuasion theories says that in politics, successful persuaders convince its message recipients into a selective perception or attitude polarization for turning against the opposite candidate through a repetitive process that they are in a noncommittal state and it is unacceptable and doesn't have any moral basis for it and for this they only require to chain the persuading message into a realm of plausibility  (Gopnik, 2015 and O’Keefe, 2016).  According to Mohamadkhani and Ashrafi(2013) illustrated that, institutions organizing training courses for tour guides in Tehran had been successful in terms of creating positive attitudes and reaction in learners to enhance their competencies in guiding activities.
Tour guiding work shows how you feel about your job, but also how you do your job. This involves attitude, behavior, honesty, respect, communication and how you get along with others. Work attitudes shows how workers work hard and stick to the rules and will be rewarded, move ahead, and that those who do not, will not enjoy much success at work. Attitude in tour guiding applies in different areas of the job such as: what you say, behavior of guiding, what you do, management of tours and activities, what you manage and organize. 
2.6 Factors Influencing Tour Guide Competences
Alongside market promotion and advertisement, tour guides generate direst influence in tourist’s repeat visiting and new business (Wong et.al, 1998). As interpretation is one of the major responsibilities of tour guides, it is essential to improve their communication and commentary skills so as to enrich tourists’ experience (Reisinger and Steiner, 2006). To improve guides’ professional skills and work performance, tour guide certification systems have been practiced in many countries. With the rapid development of ecotourism, it is also important to develop professional tour guides who will be specialized in this area (Black and Ham, 2005; Black and Weiler, 2005).
Capacity building for tour guiding education and training are important for destinations and for maintaining competitive advantage (White and Williams, 2000). Pond (1993) observes that training, evaluation and regulation of guides yields great rewards not only for travelers and guides but also for sites, cities and whole societies as well. Further Weiler and Ham (2002) recommend that for training to meet the needs of a country or region and contribute to sustainable development, the impetus for training must originate in the host country.
Tour guides’ professional competencies are a mixed-up concept with various sorts of tourism related knowledge, skills and attitude. From acquisition of certificates to cultivation of professional competencies, tour guides must experience long-term learning and training (Curtin, 2010). Such kind of specialty of tourism not only may result in and influence tour guides’ better and more efficient job performance and outcomes, Chowdhary and Prakash (2008). Since such professional competencies are extended from their professional knowledge, skills, attitude characterized by job-related dimensions through constant learning and self-development of higher level of capabilities possessed by them. These sort of competencies can be continuously learned and upgraded

2.7 Challenges Facing Tour Guide Service Delivery
Pearce (1984) considers that the emotional, cognitive and environment factors that shape the tourist guide interaction and the tourist experience and subsequent perception of the experience are the challenges facing tour guides. Tour guides may be the most criticized people in the world of travel that they are blamed for the problems of travel, such as bad weather and traffic jams (Ang, 1990). Pearce’s study highlights the tensions inherent in training is a challenge for tour guide in delivering quality services as one of the difficulties, guides lies in the balance between ensuring that guide’s talk accurate, from an academic or scientific perspective and not insisting that the guide give only a planned, well-researched lecture to the tourist (Pearce 1984)
The issues of guides training and development have been considered in greater detail by management academics, who view guiding as service provision that focus on such issues of professionalism and certification. However informal learning is still a challenge facing tour guide in delivery quality service (Mason and Christie 2003; Black and Ham 2005). Tour guides face challenges both from within and from their operating context. Guides may have personal limitations of skills, competences, etc. Externally, they must also subscribe to rules and regulations of their areas of operations, their employers and their clients, (Dahles, 2002; Dritsas, 2006). 
Chowdhary and Prakash (2010) based on their study of challenges faced by tour guides in India have identified at least 5 broad categories of challenges. These include general tourism environment; working conditions of tour guides; their relationships with local authorities; their relationship with trade intermediaries; and problems in handling tourists/ customers.
2.8. Service Quality Model
Tourism researchers have used different perspectives and models to examine tour guide competences on delivering quality services including expectancy-disconfirmation, assimilation or cognitive dissonance, contrast, assimilation-contrast, equity, attribution, comparison, generalized negativity, and value percept (Oh and Parks 1997). Among the models used is the SERVQUAL scale, the SERVQUAL represents service quality as the discrepancy between a customer's expectations for a service offering and the customer's perceptions of the service received, requiring respondents to answer questions about both their expectations and their perceptions (Parasuraman et. al. 1988). 
The use of perceived as opposed to actual service received makes the SERVQUAL measure an attitude measure that is related to, but not the same as, satisfaction (Parasuraman et. al. 1988). Parasuraman et. al. (1991) presented some revisions to the original SERVQUAL measure to remedy problems with high means and standard deviations found on some questions and to obtain a direct measure of the importance of each construct to the customer. Kettinger and Lee (1994) and Pitt et. al. (1995) were among the early adapters of SERVQUAL to the IS context. Their work sought to use SERVQUAL to measure the service quality of the IS function. Since this time concerns have been raised regarding the suitability of SERVQUAL to the IS context (Kettinger and Lee 1997; Pitt et al 1997; Carr 2002; van Dyke et. al 1999). 
SERVQUAL has been widely used to evaluate tourist satisfaction with hotels (Nash, Thyne and Davies, 2005; Saleh and Ryan, 1991). The model is adopted in this study because its scale is direct linking with tourists satisfaction in which their outcomes is quality services delivered by tour guides. The model shows that if tour guide is delivering unsatisfactory services to the tourists, their expectations will not be met.

SERVQUAL is multiple-item scale for measuring consumer perceptions of service quality. The five dimensions of SERVQUAL are also known as RATER, namely: reliability, assurance, tangible, empathy and responsiveness. 
Tangibility - refers to the physical facilities, equipment and appearance of personal characteristics. Tangible characteristics of service quality are concerning the appearance of employees, physical facilities and communication materials or equipment. The physical representation of the company and place where the service is delivered is usually the first thing that the customer observes. The first sight is critical and can decide about whole service perception and this is the first impression. The important aspects are; facilities, equipment, technology, employees, communication materials. (Olson and Slater 2002)
 Reliability - refers to the organization ability to provide the service dependably, including to keep customer’ record accurately on time, in the same manner and without errors every time. In reliability the company is checked if it is able to deliver what it promises. The main criteria taken into account by customers are; timeliness, consistency, regularity and accuracy (Olson and Slater 2002)
Responsiveness - is the willingness to help customers and provide prompt service, keeping customer waiting for no apparent reason, creates unnecessary negative perceptions of quality.  The willingness to help and provide prompt service that can buy the heart of the customer. The most important aspects are; Willingness to help, Prompt attention to requests problems resolution, complaint handling and flexibility, (Olson and Slater 2002)

 Assurance - refers to the knowledge and courtesy of employees and their ability to convey trust and confidence. It includes the following features such as competence to perform the service, politeness and respect for the customer, effective communication with the customer, and the general attitude that the server has the customer’s best at heart. It is important that customer trusts employees delivering service. In case of many services such as; medical, it is essential. Therefore the staff has to; be competent, have respect for customer and other employees, partners, be credible, be confidential and assure safety and security, Olson and Slater (2002)
Empathy - refers to caring, individualized attention that the firm provides to its customers. It involves the understanding of customer needs, the extent of customers’ personal attention, the extent to which operating hours are convenient to all their customers and the impression that the firm has the customer’s best interest at heart. 

In services it is necessary to care about every customer and even wider - stakeholder. In many services the customer arrives with his/her family of friends such as hospital services. It is necessary to be empathetic to all stakeholders. Empathy can be shown by; Access to staff, services, information and clear, appropriate and timely communication, understanding the stakeholder, appropriate service for customer needs and individualized attention. Olson and Slater (2002)
Any customer service agent can express sympathy for a customer’s situation, but a highly successful agent tends to feel true empathy for their customers. When customers agents empathizes with a customer, the agent experience the customers the customers frustration, anger, disappointment, elation, pleasure and other emotion alongside that customer allowing them to better understand the customer’s needs and take the steps necessary to keep the customer satisfied ,  Macha and Tonya (2010)
The dimensions described above are determined through “SERVQUAL” a concise multiple item scale with good reliability and validity were further improved, through a later reassessment study by the same authors (Parasuraman, 1991)
2.9 Gronroos’s Model 
According to the perceived Quality Model (SERVPERF) introduced by Gronroos (1982), the quality of the service as perceived by the customers is the result of a comparison between expectations of the customers and his real-life experiences. If the experiences exceed the expectation, the perceived quality is positively and vice versa. The model of total perceived service quality developed within The Nordic School of Services (Gronroos, 1983) customer-perceived quality should contain two dimensions, the technical dimension-the outcomes of the service encountered or what is received by customers and an additional impact based on the customer perceptions of the various interactions with the organization or how the so-called “moments of truth” (Norman, 1984) are perceived. The later dimension is called functional quality-the process of delivering the services itself, or how the service is provided. As conceptualized by Gronroos (1993), technical quality ‘involves what is provided and functional quality considers how it is provided. 
According to Gronroos (1997) when several organizations can provide a similar technical quality managing the interaction processes becomes imperative from quality perception perspectives. Managers must understand that specific resource, skills and processes that make up technical quality. As conceptualized by them, technical quality depends on good equipment a good information system, aesthetically pleasant physical facilities and technical competent service personnel. Functional quality, on the other hand, depends on the interpersonal skills and caring mindset of service staff and a customer oriented culture in the service organizations. 

2.10 Empirical Literature Review
Wong (2001) surveyed international tourists’ satisfaction with services provided by local tour guides in Hong Kong and found that international tourists are generally satisfied with the local guides in terms of professional skills, customer relationship/empathy, and communication. Huang et al. (2010) in their research about the role of tour guide on domestic and foreign tourists’ satisfaction in China also stated that tour guide performance is one of the most important factors affecting the satisfaction of clients, especially foreigners, in a package tour. 
In their research, reviewing relevant literature and focus group interviewing were employed to detect and measure the skills/attributes of tour guide performance. At the same time, after analyzing the three factors affecting the service quality of tour guide profession in Macau, including core service delivery, customer orientation, and communication effectiveness, Mak et al. (2010) concluded that tour guide is one of the most visible and critical players in the tourism industry, especially for sustainable development. 
Weiler and Walker (2014) affirmed the role of tour guide and stated that the communication skill of tour guides enhanced the guided tour experience as well as the tourists’ expectation. Previous research viewed at the factors of tour guide performance that affect the experience of tourists in package tour. For example, Yu et al. (2002) offered a theoretical framework to examine tour guide’s role of intercultural communication and mediation. They suggested that tour guide’s intercultural competence affects tourist satisfaction with quality of intercultural travel experience. Previous research looked at the factors of tour guide performance that affect the experience of tourists in package tour. 
According to Anthene et al (2010) factors affecting the service quality of the tour guiding profession in Macau, were classified into six categories: unhealthy business practices, market domination, immaturity of tourist market, changing tourist behavior, intense competition between inbound tour operators and human resource issues. Pearce (1984) consider that the emotional, cognitive and environment factors that shape the tourist guide interaction and the tourist experience and subsequent perception of the experience are the challenges facing tour guides.
Pearce’s study highlights the tensions inherent in training is a challenge for tour guide in delivering quality services as one of the difficulties, guides lies in the balance between ensuring that guide’s talk accurate, from an academic or scientific perspective and not insisting that the guide give only a planned, well-researched lecture to the tourist (Pearce 1984) The study conducted by Chilembwe and Mweiwa (2014) in Malawi shows that tour guides roles such as leadership, interpretation and education, information giving, mediation and representation were critical in building a destination image. 
Zhang and Chow (2004) cited by Chilembwe and Mweiwa (2014) pointed out that the success of the tourism industry most of the times relies on the performance of tour guides in various destinations because tour guides provide the required information to visitors. Tour guides are also known to have the powers to make a trip enjoyable or boring. It is further argued that when tour guides are able to produce quality service to guests or visitors, the image and reputation of the destination improves. Tourist experience can be shaped by the way in which tour guides execute their functions and what guides can decide to perform or not perform can either make or break a tour (Yu et al., 2004).
Competences and skills of knowledge about the area has been underlined as a core element of a guided tour. In detail, to be an expert in the field of the areas, local culture, lifestyle and traditions is being perceived as crucial and perceived as required by the visitors, this influence the quality services delivered by tour guides  in Tanzania Moteka (2015). Visitor satisfaction depends on different components of the guided package tour; the relationship between importance and performance of different components of the guided package tour; and the relationship between visitor satisfactions with the tour guide, Leguma (2013). The quality of service delivery by tour guides in Tanzania is hardly to measure and analyze in a meaningful way, its outcome can give us a real picture of either the service delivery is in quality standards needed to cater for the tourists needs and demands or not. When comparing local tour guides and foreign tour guides, the quality of services offered by foreign tour guides is in high standards compare to local tour guides due training; with the example of European guide. Salazar’s (2006)
2.11 Conceptual  Framework
The conceptual framework describes tour guides’ professional competencies effect on service quality of tour guiding. Tour guide profession competences include knowledge, skills and attitude. On the other hand, service quality dimensions includes; reliability, empathy, tangibility, assurance and responsiveness. When tour guides professional competencies is applied on dimensions of services quality it will help to reduce challenges facing tour guides in provision of service quality. Service quality delivered depend on tour guide professional competencies when applied in dimension of service quality.
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Figure 2.1: Conceptual Framework for Professional Tour Guides’ Competencies
Source: Modified from Chen, (2017)
This section summarizes the idea from past literature review that bring out the contributions for this study. It starts with the idea generated and the contributions. The general idea from the past literature is that there is a relationship between professional tour guides competencies and service quality. The service quality could be evaluated with the use of five service quality dimensions and the most useable is the SERVQUAL scale. Following the two clarifications about the different views of service quality of professional competencies of tour guiding (Boulding et al., 1993; Andreassen, 2000). 

2.12 Policy Review Related to the Study
National Tourism Policy of 1999 identified that shortage of appropriate and specialize core and skilled personnel in tourist industry, as well as poor comprehensive planning for human resources are among the constraints facing tourism industry. The section 4.1 of the policy in economic objectives states to create employment and promote human resources development as one of the objectives of the policy. The section 5.8 of the policy stated various strategies which will be used to achieve these objectives. 
These strategies are developing and investing in training of qualified local personnel at all levels for the industry and developing comprehensive skills for more training program. Also it establish more training facilities for the tourist industry, developing a competent workforce in the sector by nurturing a pool of creative, capable and internationally oriented managers, and encouraging labor efficiency and devising cost effective measures. Furthermore it establishing co-ordination and regulating mechanism in order to ensure that academic and professional quality required is maintained and encourage training and capacity building by local expertise.
CHAPTER THREE

3.0 RESEARCH METHODOLOGY

3.1 Introduction

This chapter presents the study area and research methodology.  It specifically focuses on the study area, research design and study population. The chapter also presents sampling procedures, samples and methods used in data collection and methods used in data analysis. Furthermore the chapter presents validity and reliability of the research instruments and ethical consideration.

3.2 Research Design
Research design is the conceptual structure on which research is conducted (C. R. Kothari 2009). The research design in this study incorporates the way data collected, measured and analyzed. Research data include primary and secondary data. In order for the researcher to answer the research questions, a descriptive study was conducted in the area. The researcher used descriptive design, descriptive research design are those research design which describing the characteristics of individual, or group (Kothari, 2004). This design adopted in this study because it helps to describe characteristics of tour guides and tour companies.
3.3 Study Area
The study was conducted in Arusha Municipality which lies close to the plentiful Northern tourist circuit hence become a gate way to Ngorongoro Conservation area, Arusha National Park, Tarangire National Park, Lake Manyara National Park and Serengeti National Park. A number of tour guides are employed in various tour companies found in the region. Arusha Municipality was selected for this study because there are many tour companies operating in the Municipality. Also the numbers of tour guides are employed in various tour companies found in the region and tour guides activities are conducted in this area. The researcher selected Arusha municipality because is a hub of different tourist attractions in the Northern circuit. This made it easy to get the required information about the problem. 

Figure 3.1: The Map of Arusha Municipality Showing Area of Study
Source: Arusha Municipality Council of Tanzania in 2010
3.4 Population

Population can be defined as all items in any field of inquiry constituent (Kothari, 2004). Population is a set of measurement which includes the interest of researcher. In this study there were four type of population. The targeted population included; tour guides and tour operators.
3.5 Sample and Sampling Frame
According to Sweeney and Williams, (2002) a sample is a small group of respondents drawn from a population that the researcher is interested in obtaining information about. The sample will be representative of the population only if it has the same basic characteristic of the population from which is drawn. A sampling frame is the list of elements from which the sample is actually drawn (Cooper and Schindler 2003). In other words, the sampling frame is a complete list of all sampling subjects that can adequately represent the population. A Sampling frame is a complete list of all sampling subjects that can adequately represent the population (Mugenda and Mugenda, 2003). The sampling frame may exist or a researcher can design the sample frame. The sampling frame which a researcher used included; tour guides and tour operators.
Table 3.1: Sample Size
	No.
	Respondents
	Frequency

	1
	Tour guides
	85

	2
	Tour operators
	20

	
	Total
	105


Source: Researcher (2017)

3.6 Sampling Techniques
The sampling design is the systematic flow of procedures of forming the manageable sample size that was investigated to answer the research questions (Cooper and Schindler, 2003). Basing on that fact, this study used the following techniques in selecting the subjects.

3.6.1 Simple Random Technique
The simple randomly sampling is probability sampling which was used in selecting respondents from the tour companies whereby forty five (45) tour guides will be selected. A simple random selection method was used because it provided an equal chance for all tour guides to be included in the sample (Robson, 2011; Vaske, 2008; Kothari, 2004). The researcher obtained the list of tour guides from the tour operators. A random number generator (http://stattrek.com/Tables/Random.aspx) used to generate random numbers of tour guides to be surveyed who are employed in different tour companies located in Arusha municipality
3.6.2 Purposive Sampling
Gibson and Brown (2009) states that, purposive sampling describes the process of selecting research participant on the basis of their relevance to the research. The aim was to select possible research participants that may possess unique characteristics, roles, opinions, knowledge, ideas or experiences that may be particularly relevant to the research. A sample will be chosen by a researcher on the basis that it is a representative of the sample of the population as a whole Grey (2009). The researcher relied on this method because he used his own judgment to select sample members. This technique applied in selecting tour operators.
3.7 Data Collection Instruments

Data collection is the process of selecting participants and gathering data from these participants (Burns and Grove, 2001). The research instrument enabled a researcher to collect information needed in answering the research questions. Primary data was further be obtained by the use of questionnaires and interviews. On the other hand, secondary data was collected through documentary study in written form and recorded materials.

3.7.1 Questionnaire

A questionnaire consists of a number of questions printed or typed in a definite order on a form or set of forms. The respondents will be supposed to answer the questions at their comfort. Kothari (2004); Clarifies some merits of questionnaires as; they involve low cost even when the universe will be large and will be widely spread geographically. They are free from bias of the interviewer; answers are in respondents’ own words when the researcher will ask question Respondents have adequate time to give well thought out answers. Respondents, who will not easily approachable, can also be reached conveniently. Researcher will use this approach in obtaining information from different people by sending the questionnaires to them especially tour guides having skills, knowledge and experience of the topic under investigation. In this study questionnaires used to collect information from the tour guides. Both open-ended and closed-ended questions used to enable a researcher to get sufficient data.

3.7.2 Interview

Cohen: (2000) defined Interview as a conversation between two people (The Interviewer and the Interviewee) where the Questions are asked by the Interviewer to obtain information from the Interviewee. The researcher was used this method to obtain the respondent feelings, experience and opinions from tour operators. This study employed a semi-structure interview in gathering information. The major advantage of semi-structured interview is the ability it gives the researcher to probe and ask follow-up questions thereby gaining a deeper understanding of the interviewee’s experience, feeling and perspectives concerning the topic under discussion. For this reason the semi-structured interview was used as the method for data gathering in this study. 

3.8 Data Analysis and Presentation
Data collected was summarized and presented by using frequency tables and percentage. Statistical Package for Social Scientists (SPSS) was used in analyzing data’s and the latest version of SPSS 22.0 used in data analysis. The contingency table and test of association used to evaluate various characteristics of the responses. Data analysis means to organize, provide structure and elicit meaning. According to Rwegoshora (2006) data analysis involves the ordering of data into constituent parts to obtain answers to the research questions. 
Quantitative data was analyzed by using descriptive statistics where by simple statistical analysis such as simple comparisons and percentages presented by using pie charts, tables and graphs. Statistical Package for Social Science (SPSS) 22.0 version was used to analyze the coded information of the questionnaire in this study. Qualitative data was analyzed through content analysis. In this study content analysis used to analyze data collected through interviews. Qualitative data presented through prepare compilation sheets, flowcharts, diagrams or matrices. 
3.9 Validity and Reliability of the Research Instruments
Reliability refers to the degree to which data collection technique or techniques would yield consistent findings or results. In other words, similar observations would be made or conclusions reached by other researcher or where there is transparency in how intelligence will be made from the raw data ensure reliability (Saunders 2007).  Validity is concerned with whether the findings are really about what they appear to be about. Is the relationship between two variables a causal relationship, (Mark Sounder et al. 2009).
To ensure validity of the data, triangulation of methods used in sampling and effective data collection. Triangulation used in cross-check information collected through interview, questionnaire and observation. Triangulation was help to demonstrate validity and open up new perception about the topic under investigation. The researcher developed for copyrights of published documents relating to the data collected to validate the information collected in the field. 

3.10 Ethical Considerations
Before the start of the main survey, the researcher was provided with a research clearance and introduction letter from the university in order get permission to collect information in the study area. Also respondents were clearly up-to-date about the purpose of the study and assured that the information they provided was to remain confidential and being used for research purpose only. To clear uncertainty all respondents provided with a clearance letter issued by the university. Respondent’s participation on the research was freely.
3.11 Activity Plan
The study (research) was divided into the following important sections for its success and fulfillment in writing a proposal, data collection, data analysis, data presentation and submission. The work plan below is in terms of months showing the proposal, data analysis, presentation and the submission. For data collection and processing, the time frame was done in two weeks, and the reason for this was time limits to researcher.
 Table 3.2 Activity Plan
	No.
	Task
	Weeks

	1
	Proposal 
	1-8
	
	
	

	2
	Data Collection
	
	9-12
	
	

	3
	Data Analysis
	
	
	13-15
	

	4
	Presentation and Submission
	
	
	
	16-19


Source: Researcher’s Computation, (2017)
CHAPTER FOUR

4.0 RESULTS AND DISCUSSION

4.1 Introduction 

This chapter presents the finding and discussion of the information obtained using questionnaires and interviews in Arusha municipality. The chapter starts with demographic characteristics of respondents basing on age, gender, education level and working experience of respondents. It proceeds with a presentation tour guide’s professional competencies, indicators of quality service as perceived by tourists and relationship between tour guide’s professional competencies in relation to perceived quality service. Finally, the chapter ends with discussion of findings.

4.2 Response Rate
The Questionnaire and interview were used to collect information from respondents. The total number of respondents were 105. A questionnaire was used to collect qualitative and quantitative data from the 85 tour guides, whereby the response rate were 50 which is 59% of tour guides and interview were used to collect qualitative data from tour operator where by 20 tour operator were targeted but only 10 tour operator only were agreed to be interviewed which is 50% of respondents. Therefore the total respondents which were targeted in this study was 105 but the respondents who agreed to fill questionnaire and be interviewed were 60 which is 57% of total respondents.

4.3 Demographic Characteristics of the Respondents
The characteristics of the respondents presented here include age, gender, and marital status and education levels. These characteristics have direct relationship to the respondents’ behavior. 
4.3.1 Age of the Respondents
Table 4.1 indicates that, 46% of tour guides had 33-37 years, 24% had 23-32 years, 10% had 23-27 years, while another 10% had 38-42 years and 4% had 48-52 years. Age of respondents is important because it help the researcher to understand if the respondents is matured enough to understand and discuss various matters in the community.
Table 4.1 Age of Tour Guide Respondents
	No.
	Age Category
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	1
	23-27
	5
	10.0
	10.0
	10.0

	2
	23-32
	12
	24.0
	24.0
	34.0

	4
	33-37
	23
	46.0
	46.0
	80.0

	5
	38-42
	5
	10.0
	10.0
	90.0

	6
	43-47
	3
	6.0
	6.0
	96.0

	7
	48-52
	2
	4.0
	4.0
	100.0

	
	Total
	50
	100.0
	100.0
	


Source: Field Survey 2017

4.3.2
Gender of the Respondents

Considerations were made to strike a fair gender representation among the various respondent categories through sex of respondents. However, it became particularly difficult to achieve a completely representative gender balance of the two sexes especially among the tour guides because the nature of tour guides activities do not attract female to be involved in guiding activities. The total respondents targeted in this study were 105, but the response rate was 50 respondents which is 59% of the total respondents. According to Mugenda and Mugenda (2003), a response rate of 50% or more is adequate. Thus, in this study 94% of respondents were males while 6% were females (Figure 4.1). 
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Figure 4.1: Genders of Tour Guide Respondents
Source: Field survey, 2017

4.3.3
Education Level of the Respondents

Education is an important tool for developing human skills, knowledge and liberating people from poverty (URT, 1995). Education is the factors that influence an individual’s perception of involvement in any activity before a decision is made. Therefore accepting the education levels of respondents was a decisive factor in assessing their skills and knowledge for judging the effects of tour guide professional competencies on quality services. According to findings of this study, the majority of respondents which is 48% had secondary education, followed by 26% which had diploma education. 16% had degree education while 6% had primary education and 4% had postgraduate education (Table 4.2)

Table 4.2: Education Level of Respondents
	No.
	Education Level of respondents                        
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	1
	Primary education
	3
	6.0
	6.0
	6.0

	2
	Secondary education
	24
	48.0
	48.0
	54.0

	3
	Diploma
	13
	26.0
	26.0
	80.0

	4
	Degree
	8
	16.0
	16.0
	96.0

	5
	Postgraduate
	2
	4.0
	4.0
	100.0

	
	Total
	50
	100.0
	100.0
	


Source: Field Survey, 2017

4.3.4 Nationality of Tour Guide Respondents
The results of data collected in the field through questionnaire indicated that 90% of tour guides were Tanzanian while the remaining 10% were non-Tanzanian, they are from Rwanda, Burundi and Kenya. This indicated that there is sharing of experience and parks.
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Figure 4.2: Nationality of Tour Guide Respondents
Source: Field survey, 2017

4.3.5 Working Experience of Tour Guide
Data collected from the tour guides through questionnaire indicated that 30% of the tour guides have working experience of 4-6 years, 22% had experience of 7-10 years, 20% had experience of 10 years and above and another20% had experience of 1-3 years while 8% had less than 1 year experience. The data indicated that large number of tour guide has experience of more than three years, this implies that tour guide are familiar with the effects of tour guide professional competencies in service quality.
Table 4.3: Working Experience of Tour Guide

	No.
	Working experience
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	2
	Less than a year
	4
	8.0
	8.0
	8.0

	3
	1-3 years
	10
	20.0
	20.0
	28.0

	4
	4-6 years
	15
	30.0
	30.0
	58.0

	5
	7-10 years
	11
	22.0
	22.0
	80.0

	6
	Above ten years
	10
	20.0
	20.0
	100.0

	
	Total
	50
	100.0
	100.0
	


Source: Field survey, 2017

4.3.6 Motivation Factors to be a Tour Guide
The information collected in the field shows that tour guide were motivated to join this professional by the following factors, 18% of tour guides said that they were motivated to be a tour guide because of curiosity, 16% Curious to meet different people from different nationality, another 16% Passion of explaining the beauty of my country to clients and 14% eager to learn foreign culture and language. Other motivations mentioned are 12% good paid job, 10% I like travelling and 6% to be part of conservator (Table 4.4).
Table 4.4: Motivation Factors to be a Tour Guide
	No.
	Motivation factors to be a tour guide
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	1
	Curiosity


	9
	18.0
	18.0
	18.0

	2
	Good paid job
	6
	12.0
	12.0
	30.0

	3
	Curious to meet different people from different nationality
	8
	16.0
	16.0
	46.0

	4
	To be part of conservator
	3
	6.0
	6.0
	52.0



	5
	Educating local community about endangered species
	4
	8.0
	8.0
	60.0

	6
	Eager to learn foreign culture and language
	7
	14.0
	14.0
	74.0

	7
	I like travelling
	5
	10.0
	10.0
	84.0

	8
	Passion of explaining the beauty of my country to clients
	8
	16.0
	16.0
	100.0

	
	Total
	50
	100.0
	100.0
	


Source: Field Survey, 2017

4.4 Effects of Tour Guide’s Professional Competencies on Service Quality
The interview conducted to the tour operators indicated that tour guide professional competencies has the following impacts on service quality, Increase customer loyalty, increase the volume of business, create good image to the customers, It lead new request of the same guide service. The interview conducted to the Mount Kilimanjaro safari club tour operator indicated that tour guides professional competencies increase customer loyalty. The tour operator said that

“The tour guide professional competencies increase customer loyalty because when the tour guides is competent is able to provide prompt, quality and reliable services because of the knowledge, skills and good attitude which the guide have”

The tour operator from Shidolya tours and safaris said that;
“Tour guide professionalism increases volume of the business and create good image to the customers, this is due to the facts that the competence is lead tourists to be satisfied hence provide free advertisement through the word of mouth to the expected tourist, not only that but also it create good image of tour company in front of the tourists.

The interview conducted with tour operator from Class Tour and Safaris show that, tour guide professional competent lead new request of the same guide service. On the interview the tour operator said this,

“ Tour guide professionalism lead to the increase of new request of the same tour guide from the same travel agent due to the feedback provided by tourists to this agent and through information which they provided to the expected tourists”

Tour guides’ professional competencies significantly influence service quality. Tour guides’ professional competencies are a kind of psychological characteristics that may influence their external behaviors and performance of tour guiding. Therefore, tourists’ perceptions on service quality of tour guiding were significantly influenced by tour guides’ professional competencies. For tour guides, their professional skills are the most important element of professional competencies followed by professional attitude and professional knowledge, similarly. When travel agencies employee or select tour guides, they should first concern about tour guides’ professional attitude with the support of professional knowledge and professional skills, Lin and Chen (2017). This study is the same with study which was conducted by Hiroe (2010) indicated that the competence which possessed by  tour guide in Japan are; knowledge  and ‘language skills as well as such attributes as ‘politeness’, ‘kindness, friendliness, leadership and energy.
According to Lin and Chen (2017) good professional attitude is one of the critical factor for superb tour guides. Such an attitude also includes optimistic, modest, honest personal characters and enduring learning all the time. Excellent tour guides should have adequate professional knowledge, excellent professional skills and good professional attitude.
A tour company is nothing without its tour guides, they are the backbone of the entire operation. Being a tour guide isn’t just about reading facts from a sheet, though; it’s a very demanding job that combines performance, memory, and customer service all into one. While every tour (and every guide) is different, the very best tour employees have a certain set of skills that make them really stand out. Tour guides needed to possess the following skills, knowledge and attitude, but also tour guides needs to have other element of competencies such communication skills, good memory and storytelling skills, sense of humor and passion. Others include, flexibility, punctuality and sensitivity, Steinberg (2015)

4.5 Effects of Service Quality Dimensions on Quality Service as Perceived by Tourists
4.5.1 Tangibility

The data collected from the field show that tangibility such as physical facilities, equipment, and personal appearance contribute in the provision of quality service. The question asked to the tour guide was “Do you think equipment and physical facilities provided by Tour Company contributed on service quality delivered?” 95% of tour guides said yes while 5% said no. The reasons given by those which said yes as shown in figure 4.3 where, 42% said it lead correct and good condition of safari cars and equipment, 32% said it helps the customers to meet their needs and expectations and 26% said it helps tour guides to deliver quality service.
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Figure 4.3: Effects of Tangibility on Service Quality
Source: Field Survey, 2017
4.5.2 Reliability

The question asked to the tour guide was to outline the effects of tour guide reliability on the quality service delivered. The tour guides mentioned the following effects as shown in table 4.5 , 24% of respondents said that  it create friendly environment 22% create confidence and trust to the visitors, 18% create good image to the tour guide as well as the company and 14% create new business. Another effects mentioned were reduce customer complaints and 10% lead the company to be competitive.

Table 4.5 Effects of Reliability on Quality Services
	No.
	Effects reliability on quality services
	Frequency
	Percentages

	1
	It create friendly environment
	12
	24

	2
	It create confidence and trust to the visitors
	11
	22

	3
	Create new business
	7
	14

	4
	Build good image to the tour guide and company
	9
	18

	5
	It lead the company to be competitive
	5
	10

	6
	Reduce customer complaints
	6
	12

	
	Total
	50
	100


Source: Field Survey, 2017
4.5.3 Responsiveness

Table 4.6 give the results of data collected from the field through questionnaire about the  effects of tour guide responsiveness services quality, the results shows that, 30% of respondents said that it helps in  provision of quality services, 28% it  increase customer satisfactions, 24% good customer care, and 18% said that it lead  flexibility in service provision. 

Table 4.6: Effects of Responsiveness on Quality Services
	No.
	Effects of responsiveness on quality services
	Frequency
	Percentages

	1
	Good customer care
	12
	24

	2
	Provision of quality services
	15
	30

	3
	Flexibility in service provision
	9
	18

	4
	Increase customer satisfactions
	14
	28

	
	Total
	50
	100


Source: Field Survey, 2017
4.5.4 Assurance

The results of table 4.7 show that 32% of tour guides said that assurance increase loyalty to the customers, 28% improve service standards, 22% create more business and 18% said that it promote service quality.

Table 4.7 Effects of Assurance on Quality Services
	No.
	Effects of assurance on quality services
	Frequency
	Percentages

	1
	Create more business
	11
	22

	2
	Improve service standards
	14
	28

	3
	Loyalty to the customers
	16
	32

	4
	Promote service quality
	9
	18

	
	Total
	50
	100


Source: Field Survey, 2017

4.5.5 Empathy
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Figure 4.4: Effects of Empathy on Service Quality
Source: Field Survey, 2017

The data collected from the field in figure 4.4 show that tour guide empathy has the following impacts on the services provided by tour guides. The impacts indicated by tour guides were; 36% said it helps to fulfil needs and expectations of the customers, 34% provision of undivided attention, and 30% said it creates happy and satisfied customers.

4.6 The Relationship between Tour Guide’s Professional Competencies and Perceived Quality Service
The data collected from the field through interview and questionnaire shows that there is strong relationship between tour guides’ professional competencies and perceived quality services. This was observed by looking variables which form tour guides’ professional competencies. These variables are skills, knowledge and attitude.

Table 4.8 T-Test to show Relationship between Tour Guide Professional Competencies on Quality Services and those who have no Professional Competencies 
	
	Paired Differences
	T
	df
	Sig. (2-tailed)

	
	Mean
	Std. Deviation
	Std. Error Mean
	95% Confidence Interval of the Difference
	
	
	

	
	
	
	
	Lower
	Upper
	
	
	

	Pair 1
	 Contribution of tour guide skills on quality service -  Contribution of tour guide  who has no skills on quality service
	-1.760
	.431
	.061
	-1.883
	-1.637
	-28.847
	49
	.000

	Pair 2
	 Contribution of tour guide knowledge on  quality service -  Contribution of Tour guide  who has no knowledge on quality service
	-1.880
	.328
	.046
	-1.973
	-1.787
	-40.497
	49
	.000

	Pair 3
	 Contribution of tour guide positive attitude on  quality service -  Contribution of Tour guide  who has  negative attitude on quality service
	-2.160
	.618
	.087
	-2.336
	-1.984
	-24.711
	49
	.000


Source: Field Survey, 2017
4.6.1 The Relationship between Tour Guide’s with Skills and those who have no Skills on Service Quality Provision
The results from table 4.8 Show that t-test there is positive relationship between tour guides who have skills and those who have no skills in service quality, because the statistical  significant  is less than 0.05.The significance is 0.000. Tour guide skill is an ability and capacity acquired through deliberate, systematic, and sustained effort to smoothly and adaptively carryout complex activities or job functions involving ideas (cognitive skills), things (technical skills), and/or people (interpersonal skills). See also competence, Oxford dictionaries (2010).
According to Mak et al. (2011) tour guide should possess the following skills in order to be competent, these skills include, people skills, problem solving skills, language skills and organizational and leadership skills. A tour company is nothing without its tour guides they are the backbone of the entire operation. Being a tour guide isn’t just about reading facts from a sheet, though; it’s a very demanding job that combines performance, memory, and customer service all into one. While every tour (and every guide) is different, the very best tour employees have a certain set of skills that make them really stand out, Steinberg (2015)
4.6.2 The Relationship between Tour Guide’s Knowledge and those who have no Knowledge on Service Quality Provision
The results show that there is significance relationship tour guide knowledge and service quality, the relationship shown in Table 4.8 by using t-test show that there is positive relationship because the statistical significance is less than 0.05, the significance is 0.000. A good guide, need to keep updating the knowledge so that can share the latest and most correct information with the tourists they guide. This is not too difficult to do if they have a few research skills and tricks, and if they like to read, Weiler and Ham, (2002).
Tour guides need to know when and where they must know something, and when and where they can use an expert instead of themselves. If there is no expert available, then they will have to learn about it so that they can give quality service to the tourists, Weiler and Ham, (2002). Therefore, guides, as being the front line for sightseeing, the ones who gives commentary and makes visitors feel welcome in a specific destination, (Braidwood et al., 2000; Ham et al., 2000; Weiler et al., 2000; Omar et al., 1998; Ponds, 1993) need a certain level of education within the tourism sector  as being the largest service industry employing more people than any other industry, that need more education institutions offering tourism programs among which is tour guide principles - in order to establish their identity and image (Saayman et al., 2003).
The issues of guides training and development have been considered in greater detail by management academics, who view guiding as service provision that focus on such issues of professionalism and certification. However informal learning is still a challenge facing tour guide in delivery quality service (Mason and Christie 2003; Black and Ham 2005). Tour guides are one of the key front-line players in the tourism industry. Through their knowledge and interpretation of a destination's culture, communication and service skills, they have the ability to transform the tourists' visit into an experience and knowledge level. Service professionalism has become an important issue as destinations compete for tourists in a very competitive environment (Chang et al. (2012).
4.6.3. The Relationship between Tour Guide‘s with Positive Attitude and those with Negative Attitude on Service Quality
The result presented in table 4.8 by using t-test, show that there is positive relationship between tour guide attitude and service quality. This relationship is positive relation because statistical significances between join and after join is less than 0.05, the significances is 0.000. Attitude is a settled way of thinking or feeling about someone or something, typically one that is reflected in a person's behavior. The attitude of a person is determined by psychological factors like ideas, values, beliefs, perception, etc. All these have a complex role in determining a person's attitude. Values are ideals, guiding principles in one’s life, or overarching goals that people strive to obtain (Maio and Olson, 1998). According to Mohamadkhani, (2013) illustrated that, institutions organizing training courses for tour guides in Tehran had been successful in terms of creating positive attitudes and reaction in learners to enhance their competencies in guiding activities. Attitude in tour guiding applies in different areas of the job such as: what you say, behavior of guiding, what you do, management of tours and activities, what you manage and organize.

4.7 Challenges Facing Tour Guides while performing their Daily guiding Activities
The data collected in the field showed challenges facing tour guides in their daily activities (Table 4.8).  About 20% of respondents lacked of support from tour operator, 18% poor infrastructure conditions, 16% difficult clients. 14% unexpected vehicle breakdown on safari, 12% change of technology and overbooking, 10% change of whether, 6% outbreak  diseases that some clients have and 4% language barrier from different customer. This study is in baseline with the study conducted by Heba Magdy (2016) which shows that challenges facing tour guides in Egypt are poor payment, conflict between the tour leader and the tour-guide, the foreign labor, feeling not appreciated from the government, renewing the license, creation of other tour-guiding jobs.

4.7.1 Lack of Support from Tour Operator
The 20% of respondents mentioned that lack of tour operator’s support as employers become challenge which the tour guides face in performing their daily tour guiding activities. Respondents said that, some tour operator are not giving support to their guides by not providing enough or good quality tools and equipment’s and other travel facilities such a binoculars, camping gears, good condition safari vehicle tyres. Sometimes they are not ready to answer the calls made by tour guides when they have problems in the middle of the jungle or when they need to make minor adjustments from the original itineraries or sometimes when the clients have queries to be answered by tour operator while on safari.
4.7.2 Poor Infrastructure 
Table 4.9 show that 18% of respondents said that a poor infrastructure is among the alarming challenge facing them in performing their daily tour guiding activities. Furthermore, respondents said that poor infrastructures reduce visitor’s enjoyment and sometimes cause vehicle breakdown reducing the quality of service delivered by tour guides. They further pointed out that some of the roads in the National parks or heading to some attractions  have not been repaired for quite some times resulting to un comfort ability in driving, game drives and also reduce quality of time management in fulfilling guest needs and expectations from their confirmed itineraries.
4.7.3 Difficult Clients
The data collected in the field from table 4.9 shows that 16% of respondents said that difficult clients pose challenges in tour guiding activities. The respondents said that some of tourists are difficult customers naturally due to their culture, behavior or bad moods. Sometimes tourists are misinformed about the service quality rendered by Tanzanian tour guides from previous safaris, wrong perceptions or have been to other destinations so they make comparisons.
4.7.4 Unexpected Breakdown of Safari Vehicle and Equipment’s in Journey
Table 4.9 give the results that unexpected safari vehicle breakdown become a challenging issue facing tour guides in service delivery. Respondents said that the vehicle breakdown pause challenges interfere time management which in turn affect arriving to or departing from the destination in time and this affect service quality of tour guides.
4.7.5 Change of Technology and Overbooking
The results of table 4.8 show that 12% of respondents commented that change of technology and overbooking affects tour guides in quality service delivery. Respondent said that the advancement of technology pose challenges to the tour guides to provide some of services such reconfirmation of ticket with examples of electronic tickets or to do urgent reservations by using smart mobile phones or computers in the middle of safaris for their clients who affect service quality delivered.
4.7.6  Unpredictable Events
The 10 % of respondents said that changing in whether pose some difficulties in services quality delivery. The respondents said that the unpredictable event like sudden rains may cut off the bridges and sometimes may causes the tourist vehicles to stack in the mud resulting to lateness which services quality provision.
4.7.7 Outbreak Diseases 
Table 4.8 shows that 6. % of respondents commented that the outbreak of diseases is challenge in service delivering. The respondents said that this is the challenge because when the guest or tour guides suffering from disease or there is outbreak of diseases will interfere the safari itinerary and reduce the quality of enjoyment of the guests.
4.7.8 Language Barriers 
Table 4.9 Challenges Facing Tour Guides in their Daily Activities
	No.
	Challenges facing tour guide
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	1
	Language barrier from different customer
	2
	4.0
	4.0
	4.0

	2
	Outbreak  diseases 
	3
	6.0
	6.0
	10.0

	3
	Unexpected safari vehicle and equipment’s breakdown.
	7
	14.0
	14.0
	24.0

	4
	Difficult clients
	8
	16.0
	16.0
	40.0

	5
	Poor infrastructure
	9
	18.0
	18.0
	58.0

	6
	Lack of support from tour operator
	10
	20.0
	20.0
	78.0

	7
	Change of technology and overbooking
	6
	12.0
	12.0
	90.0

	8
	Change of whether
	5
	10.0
	10.0
	100.0

	
	Total
	50
	100.0
	100.0
	


Source: researcher, 2017

The 4% of respondents said that language barrier is the alarming challenge facing tour guides in performing their daily activities. Respondents said that some of the tour guides were not competent in English language or not conversant in other foreign languages which they mentioned that they lack competency in communication skills.
CHAPTER FIVE

5.0 SUMMARY, CONCLUSIONS AND RECOMMENDATIONS

5.1 Introduction

This chapter presents summary of the main findings, conclusions based on the specific objectives, recommendations for action and recommendations for further research.

5.2 Summary of Findings
The summary of the research findings have been presented based on the objectives of the research. The main objective of this study was to study tour guides’ professional competencies effects on service quality of tour guiding in Arusha municipality, Tanzania. The study was guided by four specific objectives which were to identify the tour guide’s professional competencies, to examine the dimensions of quality service as perceived by tourists, to evaluate the relationship between tour guide’s professional competencies in relation to perceived quality service and to identify the challenges facing tour guides while performing their daily guiding activities.

The study discovers that tour guide professional competencies has the following impacts on service quality, increase customer loyalty, increase the volume of business, create good image to the customers, it lead new request of the same guide service. The study found that the dimensions of quality service has the impacts on the service quality, it lead correct and good condition of safari cars and equipment, It helps the customers to meet their needs and expectations and it helps tour guides to deliver quality service. The study observed that there is strong relationship between tour guide’s professional competencies in relation to perceived quality service. 
Lastly, the challenges facing tour guides in their daily guiding activities were, lack of support from tour operator, poor infrastructure conditions, and difficult clients. Unexpected vehicle breakdown on safari, change of technology and overbooking, change of whether, outbreak diseases that some clients have and language barrier from different customer. This study recommends that tour operators, travel agents and other tourism stakeholders should provide more and required support to the tour guides and set strategies for tour guiding training and consideration should base on customer service. Also the study recommended that government should set strategies on establishing and support tourism training institutions and improving infrastructures.
5.3 Conclusion
The study conclude that tour guide professional competencies has the following effects on service quality provision, it increase customer loyalty, increase the volume of business, create good image to the customers, it lead new request of the same guide service. Also this study found that the dimensions of quality service has the following impacts on the service quality , it lead correct and good condition of safari cars and equipment, It helps the customers to meet their needs and expectations and it helps tour guides to deliver quality service. Furthermore, the study observed that there is strong relationship between tour guide’s professional competencies in relation to perceived quality service.
5.4 Recommendations
5.4.1 Recommendations for Action
i. The study recommends that Tour operators, travel agents and other tourism stakeholders should provide more and required support to the tour guides in order to build their knowledge, skills and attitude and raise their competence in tour guiding activities to improve service quality provision.

i. Government should set strategies on establishing and support tourism training institutions by providing funds to enable them to become more knowledgeable, more skilled and tune their behavior to match with the current tourism growth and meet the international standards of tour guiding activities. 

ii. Tour operators should set strategies for tour guiding training and consideration should base on customer service including the knowledge of service quality dimensions and how it affects service quality, international language, environmental conservation and information technology.

iii. Government should set strategies on improving infrastructures and especially those heading to the tourism facilities and recreational centers as well as to the national parks and game reserves by setting aside construction and development funds to enable sooth running of tourist services in terms of quality, accessibility and time management in tour guiding activities.

iv. Tour Operators, Travel agents and other tourism stakeholders should consider the change in science and technology and set some strategies for tour guides internships, capacity building, in-house training and long course in the evening classes to equip the guides in with new changes in science and technology. This can be scheduled in low and shoulder seasons of the tourism year calendar.

v. The relationship between Tour guide professional competencies and service quality provision in tour guiding activities in Arusha Municipality, Tanzania should be improved through involvement of tour operators , travel agents , government and other tourism stakeholders  that everyone should play his part to support and improve tour guiding service quality provision.
5.4.2 Recommendation for Further Studies
Further research could be conducted on tour guide professional competencies effect on service quality in order to improve tour guide competences in provision of quality service to the tourists. 
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APPENDICES

Appendix 1

Dear Respondent,

This questionnaire is designed   by the researcher to gather   information on    the Topic;   

 THE STUDY OF TOUR GUIDES’ PROFESSIONAL COMPETENCIES EFFECT ON   SERVICE QUALITY OF TOUR GUIDING IN ARUSHA MUNICIPALITY, TANZANIA

The information is required for a research leading towards Master’s Degree of Tourism Planning and Management of the Open University of Tanzania.

All the information is for research only and will be treated in confidential. Kindly fill in the   blanks to   the best of your knowledge    

                                      QUESTIONNAIRE FOR TOUR GUIDES

1. SECTION A: QUESTIONS FOR DEMOGRAPHIC CHARACTERISTICS OF TOUR GUIDE

2. Age :  Please put a Tick on the appropriate box (  √   )                  


 18 – 22                      23 -27                    28– 32                    33 -37

            

           38 – 42                       43 – 47                     48 – 52                    53 – 57             

3. Gender:
 Female  (                )       Male (                  )


4. What is your level of education?

Primary Certificate


Secondary Certificate



Diploma 


Degree               Postgraduate

5. How long have you served as a tour guide?

      Less than one year


1-3years

4-6 years

7 -10 years



above 10 years 


6. Nationality:      Tanzanian     (     )        Non Tanzanian   (                 )  

If   non-Tanzanian,   kindly specify………………………………………

7. What motivated you to be a tour guide? 

i. ………………………………………………………………………………

ii. ………………………………………………………………………………

iii. ……………………………………………………………………........

QUESTIONS ON SERVICE QUALITY DIMENSIONS

A: TANGIBILITY
7. Do you think equipment and physical facilities provided by the tour company contribute on service quality delivered? 

Yes                                    No

Please give the reasons for your answer

……………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………..

8. Do you think that tour guides personal appearance and attitude has contribution on service quality delivered?

Yes                                    No 

Please give the reasons for your answer

……………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………..

9. Explain the relationship between physical facilities, equipment, appearance of tour guide and service quality delivery in tour guiding?

B: RELIABILITY
10. How do you fulfil the promises you normally give to your clients?

………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………

11. Outline the effects of tour guide reliability on the quality service delivered?

i. …………………………………………………………………………………

ii. …………………………………………………………………………………

iii. …………………………………………………………………………………

iv. …………………………………………………………………………………

v. …………………………………………………………………………………

12. Explain the impacts of being reliable as a tour guide towards the service quality? 

i. ……………………………………………………………………………..

ii. ………………………………………………………………………………

iii. ………………………………………………………………………………

iv. ………………………………………………………………………………

v. ……………………………………………………………………………….

C: RESPONSIVENESS
13. As a professional tour guides what do you do to meet customers’ expectations and even going beyond their expectations?

……………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………

14. Outline the effects of tour guide responsiveness on service quality?

i. …………………………………………………………………………

ii. …………………………………………………………………………

iii. …………………………………………………………………………

iv. …………………………………………………………………………

v. …………………………………………………………………………

15. Through your professionalism as a tour guide how do you normally respond to your customers when they need your assistance while on safari?

………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………

16. Explain the relationship between tour guides responsiveness and quality of service delivered?

………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………
D: ASSURANCE
17. How well do you handle tourists while on safari?

i. ………………………………………………………………………………………………………………………………………………………………
ii. ………………………………………………………………………………………………………………………………………………………………
iii. ………………………………………………………………………………………………………………………………………………………………
iv. ……………………………………………………………………………………………………………………………………………………………….
v. ……………………………………………………………………………………………………………………………………………………………….
18. As a professional tour guide, how do you handle your tourists in case of problems?

........................................................................................................................................................................................................................................................................................................................................................................................................................

19. What is the impacts of tour guides competencies on service quality delivery?

………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………
E: EMPATHY
20. How do you feel when your customers raise a queries about your service?

……………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………
21. How do you react when your customers have problems?

i. ……………………………………………………………………………………………………………………………………………………………………
ii. ……………………………………………………………………………………………………………………………………………………………………
iii. …………………………………………………………………………………………................................................................................................................
iv. ……………………………………………………………………………………………………………………………………………………………………
QUESTIONS FOR RELATIONSHIP BETWEEN TOUR GUIDE PROFESSIONAL COMPETENCIES AND SERVICE QUALITY

22. Please rate the contribution of tour guides skills on service quality

Excellent

Very good

Good

Normal

Poor


Very poor 

23. Please rate the contribution of tour guides knowledge on service quality

Excellent

Very good

Good

Normal

Poor


Very poor 

24. Please rate the contribution of tour guides who have positive attitude on service quality

Excellent

Very good

Good

Normal

Poor


Very poor 

25. Please rate the contribution of tour guides who have no skills on service quality

Excellent

Very good

Good

Normal

Poor


Very poor 

26. Please rate the contribution of tour guides who have no knowledge on service quality

Excellent

Very good

Good

Normal

Poor


Very poor 

27. Please rate the contribution of tour guides who have negative attitude on service quality

Excellent

Very good

Good

Normal

Poor


Very poor 

QUESTIONS ABOUT CHALLENGES FACING TOUR GUIDES 
28. What challenges are facing you as tour guide in your daily guiding activities? 

……………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………
29. Suggest the possible measure to overcome challenges facing tour guides their daily guiding activities?
Appendix 2

 Dear Respondent,

These interview questions are designed   by the researcher to gather   information on    the Topic;   

  THE STUDY OF TOUR GUIDES’ PROFESSIONAL COMPETENCIES EFFECT ON SERVICE QUALITY OF TOUR GUIDING IN ARUSHA MUNICIPALITY, TANZANIA

The information is required for a research leading towards Master’s Degree of Tourism Planning and Management of the Open University of Tanzania.

All the information is for research only and will be treated in confidential. Kindly fill in the   blanks to   the best of your knowledge    

INTERVIEW GUIDE FOR TOUR OPERATORS

1. What professional competencies are you expecting from tour guides?

2.  What are professional code of conduct to be possessed by a tour guide?

3. How do you track service quality of your professional tour guides while on safari?
4. How do you measure service quality of your professional tour guides?
5. What are the critical service quality challenges you normally face from the tour guides?

6. What are mitigation on the challenges facing the tour guides? 

7. What do you do to encourage tour guides to improve their performance and competencies?

8. Do you provide regular customer care training to your tour guides? 

9. Do you provide training programs to employed guides? What are they (in what way, the content, How often)?

10. Do provide capacity building and internships to your Tour guides to improve skills and knowledge?

11.  As your employees, how do you protect professional tour guides benefits?

12. Is there any relationship between professional tour guides competencies and service quality?
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Sir/Madam
RE: INTRODUCTION LETTER

The Open University of Tanzania (OUT) is fully fledged, Autonomous Public University, establis
by An Act of Parliament Number 17 of 1992. The Act became operational on 1% March, 1993
Publication of Government Notice No. 55 in the Official Gazette. The first Chancellor was offici
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201610505 who is our student at the Open University of Tanzania pursuing Masters of Tourism (I
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Yours Sincerely,
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