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ABSTRACT
This study focused on the assessment of the factors affecting tourists’ satisfaction at Ikona Wildlife Management Area at Serengeti District in Mara Region. Three specific objectives guided this study; to identify advantages of tourists’ satisfaction at Ikona Wildlife Management Area, to examine factors affecting tourists’ satisfaction at Ikona Wildlife Management Area and to determine measures to improve tourists’ satisfaction at Ikona Wildlife Management Area. The study was conducted at Serengeti District in Mara Region where case study research design was adopted. Both qualitative and quantitative data was collected.  The target population of this study consisted tour guides and tourists who visited Ikona Wildlife Management Area. The sample size of this study was 75 respondents where data we collected using questionnaires, interviews, observations and documentary literature reviews. The information collected was analyzed using content analysis and SPPS computer program version 14.0. The results show that tourists’ satisfaction is determined by good customer care, security and good tour guides. The measures to improve tourists’ satisfaction include improvement of infrastructures, reducing entry fees, ensuring security, and fighting poaching. Challenges facing tourism in the study area included infrastructures not passable during rain seasons, unskilled tour guide, language barrier, and poaching. Measures to address the fore mentioned challenges include improvement of infrastructures and services, increase skilled tour guides, curbing poaching and collaboration with local people and other nearby tourist destinations.  

Keywords: Tourists’ satisfaction, Ikona Wildlife Management Area, Serengeti, Mara Region
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CHAPTER ONE
INTRODUCTION AND PROBLEM SETTING
1.1 Introduction

This chapter presents introduction, background to the study, statement of the problem, objectives of the study, research questions and scope of the study. The chapter also presented significance of the study and organization of the dissertation.
1.2 Background to the Study
Tourists tend to travel to the areas where there are attractions which meet their requirements and perceptions. On travelling to the destination’s areas, they interact with the environment and sometimes they have to get closeness with the wildlife. Wildlife tourism is an element of many nations' travel industry centered on observation and interaction with animal and plant life in their natural habitats. Africa receives around 5% of the estimated 1.4 billion international tourists’ arrivals in 2018 (UNWTO, 2019). Tourists select the continent as a destination for wildlife viewing and to enjoy the sunny skies. Africa is the world’s number one destination for wildlife tourism both hunting and photographs, tourists have to visits to the destination where the big five animals are available. The tourism industry is one of the most important for the continent. The continent’s vast and diverse nature makes it complex and difficult to decide on the best region for a safari. But the east, central and southern parts of the continent are by far the preferred choices. These areas generally have well developed or fast developing tourism sectors. Tourists to these regions mostly come from countries like France, the UK, the USA, Germany and Portugal.
Tourism sector in Tanzania grew over the past decade by 300% attracting more than one million visitors annually; the majority comes for a wildlife safari (TTB, 2012). Wildlife safari based on wildlife viewing both plants and animals. Tanzania contains over 20% of the species of Africa’s large mammal population, found across its reserves, conservation areas, marine parks, 17 national parks and wildlife management areas, spread over an area of more than 42,000 square kilometers (16,000 sq mi) and forming approximately 38 percent of the country's territory (Tanzania Tourists Board, 2012). Tourism industry in Tanzania not only creating employment opportunities within the tourism sector but also generates jobs in the different domestic industries, such as agriculture, transport and other services. The number of domestic and international arrivals in Tanzania has been increasing every year, mainly tourists coming for the wildlife especially the big five and they have to visit National Parks and Game Reserve for photographs and hunting tourism. Although the country tourism has improved over the years and turned into the fast-paced tourism industry, it faces many issues such as poor transportation system the road is rough which is difficult to assure you trip during wet season of the year. 
Wildlife Management Areas (WMAs) in Tanzania allow communities to secure user rights to the wildlife resources on their land, and the legal framework allows communities to benefit directly from any enterprise that is based on wildlife. Today we are practicing wildlife tourism in the WMA and we get benefit from tourism activities. In 2003 Tanzania established 16 pilot Wildlife Management Areas, with the aim of enhancing conservation and poverty alleviation through sustainable utilization of natural resources. One of the performing WMA in Tanzania is Ikona with plenty of wildlife flora and fauna to attract tourists. Ikona Wildlife Management Area (IWMA) has not been written and reported more by the literature, despite having the excellent tourism attractions like those wildlife and natural resources. Studies can be found on ecotourism, tourism resources planning and management, sustainable tourism, human resource practices, tourism education community attitude, but little work has been undertaken to measure tourists’ satisfaction at IWMA. This research has the intentions of identifying the influential factors affecting tourists’ satisfaction to the tourists visiting at Ikona Wildlife Management Area.
1.3 Statement of the Problem
Customer satisfaction determines the success and the continued existence of tourism business (Gursoy et al., 2007). Tourists’ feels satisfied with the visit in an area of destination means that they enjoy their time while in the destination, where the satisfaction and enjoyment at a certain destination will increase the possibility of likelihood to revisit the destination in the future. Tourists are visiting Ikona Wildlife Management Area for photographic and hunting. In 2014, IWMAs recorded every visitor entering IWMAs and founded that the total number of tourist visitors were 7 777. These records help to raise tourism revenue twice, TZS 475 million were generated which was higher than 106 million that were generated in the preceding years (Stanley, 2016).
When the tourists are dissatisfied, they are not willing to return to the places, hence the tourist arrival declines. Moreover, the influx of the tourists to a certain destination is dependent to a great extent on the satisfaction level of the tourists. The tourists have complained as they are not satisfied with the services provided, were not satisfied with the services of guide, lack of tourist’s information, incompetent staffs, poor infrastructure, and poor facilities. Little has been done to analyze visitor satisfaction with the attractions to the wildlife areas. Satisfaction is recognized as one of the key judgments that consumers make regarding a tourism service (Yüksel and Yüksel, 2002). Satisfied customers are believed to affect the long-term viability of an organization through repeat purchase and positive word-of-mouth communication (Walker, 1995). Tourist satisfaction essentially indicates the result of relationship between tourists’ expectations about the destination based on their previous information and image of the destination (pre-travel expectations) and their assessment of the outcome of their experience (post-travel experiences) at the visited destination (Pizam, et al., 1978; Neal & Gursoy, 2008). However, satisfying visitors is still a problem for many of the tourists’ attraction sites. This is due to the complaint from the tourists visiting these sites. Investigating visitor satisfaction at the attractions site may help to come up with measures that need to improvement and to enhance the experience of visitors. Therefore, this study is designed to assess the factors affecting tourist’s satisfaction at Ikona Wildlife Management Area in Serengeti, Mara.
1.4 Objectives of the Study
1.4.1 General Objective of the Study 
The general objective of this study is to assess factors affecting tourists’ satisfaction at Ikona Wildlife Management Area in Serengeti, Tanzania.
1.4.2 Specific Objectives of the Study 
i To identify advantages of tourists’ satisfaction at Ikona Wildlife Management Area in Serengeti, Tanzania.
ii To examine factors affecting tourists’ satisfaction at Ikona Wildlife Management Area in Serengeti, Tanzania.
iii To identify measures to improve tourists’ satisfaction at Ikona Wildlife Management Area in Serengeti, Tanzania.
1.5 Research Questions
i What are the advantages of tourists’ satisfaction at Ikona Wildlife Management Area in Serengeti, Tanzania?
ii What are the factors affecting tourists’ satisfaction at the Ikona Wildlife Management Area in Serengeti, Tanzania? 
iii What are the measures to improve tourists’ satisfaction at Ikona Wildlife Management Area in Serengeti, Tanzania?
1.6 Scope of the Study
The study was confined on the assessment of tourists’ satisfaction at IWMA in Serengeti District. The study was conducted to the tourists who visited the destination area and the local community of the villages of Nyichoka, Makundusi, Park Nyigoti, Natta Mbiso and Robanda situated close to IWMA. The study sample was tourists, workers and managers of the hotels and tour guides in the study area. 
1.7 Significance of the Study

The findings of this study could be useful on obtaining the best level of satisfaction. 
performance and point out on areas that may need to be improved. Also, could be equally useful for decision making to the policy makers of other national recreational sites in Tanzania as they try to understand what visitors prefers and tourist’s attraction when they have the holidays to visits our tourist’s destination

This study can help further understanding of tourists’ satisfaction and it can help tourism authorities improve the quality of their services and increase the overall satisfaction of their customer’s loyalty. It is envisaged that the results of this study help tourist attraction managers to shape tourist products, improve quality of services and develop tourist attraction specific marketing strategies. In more deeply this can create above the tourist’s repetition and the transforming for the good information’s of the destinations that can increases more numbers of the tourists to the destinations point, thus it increases more revenue. 
Moreover, the findings of this study are useful as it can assist to give feedback on the satisfaction of tourists and improve areas which need improvements. This is because the development of the tourist satisfaction on nature-based tourism attraction will be provided to the local community around the IWMA. Academicians and researchers can use the results of this study to strengthen the tourism activities to the other places of the world that is to make clear that the tourists are well satisfied once they reach to the point of the destinations for the tourism activities.
1.8 Organization of the Dissertation
This dissertation is organized into five chapters. Chapter one presented introduction,  background to the study, statement of the problem, objectives of the study, research questions, and significance of the study. Chapter two present introduction, definition of key terms, theoretical and empirical literature review, conceptual framework and research gap. Chapter three presented the study area, research design and study sample as well as sampling procedures. It further presented data collection tools, data analysis, validity and reliability of the research tools. Chapter four presented the findings and discussions while chapter five presented summary of the findings, conclusion and recommendations.

CHAPTER TWO

LITERATURE REVIEW

2.1 Introduction

This chapter reviews previous studies related to assessment of the factors affecting tourists’ satisfaction. The chapter presents definitions of key concepts, theoretical literature review and empirical literature review.  It also presents conceptual framework and research gap.
2.2 Definition of Concepts
2.2.1 Tourism 
The World Tourism Organization (2012) defines tourism as the activities of persons travelling to and staying away from places of their usual residence for not more than one year for leisure, business and other purposes not related the exercise of an activity remunerated from within the place visited. In this study the term tourism has been defined to mean activities undertaken by tourists during their stay in those tourist destinations opted, as well as the different hotel services and facilities provided to cater for their needs (WTO, 2012).
2.2.2 Satisfaction
Satisfacion is defined as a post-consumption evaluation of a chosen alternative cause of action to determine if it meets or exceeds expectations (Engel et al., 1993). Satisfaction is an emotional response derived from a consumption experience (Spreng et al., (1996). Most recently, satisfaction is defined as individual’s cognitive–affective state derived from a consumer experience (Bosque and Martin, 2008).
2.2.3 Wildlife Management Areas 
Wildlife Management Areas (WMAs) denote a community-based wildlife conservation approach whereby a number of villages set aside part of their village lands for wildlife protection (URT, 1998). Ideally, WMAs provide legal opportunity for local communities to participate in wildlife management and are designed to address issues related to wildlife habitat fragmentation, disjointed conservation and rural poverty (URT, 1998; WWF, 2014). Proponents of WMAs present them as 'win-win' solutions to conservation and poverty challenges as they generate revenues for participating local communities whilst conserving large and interconnected landscapes for wildlife protection.

2.2.4 Local Communities 
A community has been defined as a group of interacting people living in a common location. The word is often used to refer to a group that is organized around common values and is attributed with social cohesion within a shared geographical location, generally in social units larger than a household (Stanley, 2016). Also, through the participation individuals, families, or communities assume responsibility for their own welfare and develop a capacity to contribute to their own and the community’s development by being involved in the decision-making processes in determining goals and pursuing issues of importance to them for example, the direction of services and the allocation of funds. 
2.3 Theoretical Literature Review

2.3.1 Expectancy-Disconfirmation Theoretical Model
According to expectancy-disconfirmation theoretical model, satisfaction is related to the interplay of tourists’ perceptions, expectations, and intentions. The tourist satisfaction is an evaluative response to the product purchase and consumption experience resulting from a comparison of what was expected and what is received. If the actual performance is better than their expectations, they are likely to have a positive disconfirmation, suggesting that tourists are highly satisfied and will be more willing to purchase the same product again. 
The model suggests that tourists’ satisfaction or dissatisfaction with a product can be assessed only examining their evaluation of the actual performance when visiting at Ikona. It has been argued that regardless of the existence of any previous expectations, the tourist is likely to be satisfied when a product or service performs at a desired level. The level of satisfaction attained by an individual may influence their future intentions, in terms of revisiting a destination and/or recommending it to other people. Satisfaction occurs when the experience meets the expectation.
When the tourists purchase and consume the products or services at IWMA, the outcomes are compared with their initial expectations before planning to visit at IWMA. Tourists’ satisfaction or dissatisfaction with IWMA destination can be explained by the difference between tourists' perceived outcome of a trip and their specific expectations before it took place.
2.3.2 Push and Pull Theoretical Model
The push and pull motives of the tourists has categorized under primary, secondary, moderately and least influenced factors to select wildlife management areas as their holiday destination. The most influenced push motives are rest and relaxation, escape from the busy job, be away from the monotonous life, experience the different life styles, and search for knowledge. 
The pull motives of the country, such as natural beauty, diversity of flora and fauna/diversity of attractions, sandy beaches, are highly influential in selecting a region as their holiday destination. Crompton (1979) identifies seven socio-psychological factors which motivate a tourist to travel: escape from an everyday environment, discovery and evaluation of oneself, relaxing or participation in recreational activities, gaining a certain level of prestige, for the purpose of strengthening family ties and facilitating their level of social interaction. 
The push factors can be classified as: ego-enhancement, vainness, leisure, and socialization. The pull factors can be classified as cleanliness and security; services, event, and expense; as well as traditional and historic sites. Push and pull factors are comprised of the elements of both tourists as well as the Ikona WMA destination. The travel motivation of the tourists to IWMA basically gives the push factor for the tourism whereas the wildlife attractions at IWMA act as pull factor for the tourist to visit that place.
2.4 Empirical Literature Review
2.4.1 Advantages of Tourists’ Satisfaction at Wildlife Management Area 
Tourists’ satisfaction is important for the service providers as the satisfied tourists will come again to a particular destination and hence can increase the traffic flow and generation of foreign exchange. An in-depth assessment of the project in terms of measuring the satisfaction level of the tourists regarding the services provided to them revealed that the project has made significant contribution in improving knowledge of the key factors in concern with the satisfaction level of the tourists. 
Tourists’ satisfaction in the tourism industry is an important element that should be examined in order to ensure the economy is sustained. Satisfaction is an important issue in tourism business because it can determine the success and failures of the business organization (Shuib, et al., 2013). Mazumder and Hasan, 2014) suggested that “customer satisfaction can be a driving force for organizations, which are gearing up to survive in the competitive market”. 
Tourist satisfaction is recognized as one of the most important sources of the destination competitive advantage since the fundamental goal of tourism stakeholders is to assess both the adequacy and effectiveness of tourism products in terms of the facilities and services that all together provide memorable destination experiences for tourists (Fuchs & Weiermair, 2003). It is believed as one of the important elements for a superior advantage, distinctive image, and market destinations successfully, as it influences the choice of destination, consumption of products and services, decision to return, maintain long-term relationships and improve destination reputation (Kozak & Rimmington, 2000; Yoon & Uysal, 2005; Zabkar, et al., 2010). 
Tourist satisfaction essentially indicates the result of relationship between tourists’ expectations about the destination based on their previous information and image of the destination (pre-travel expectations) and their assessment of the outcome of their experience (post-travel experiences) at the visited destination (Pizam et al., 1978; Neal & Gursoy, 2008). It is a feeling generated both by cognitive and emotional aspects of tourism activities, as well as an accumulated evaluation of various components and features of the destination visited (Wang et al., 2009). Tourist evaluations of the destination inform stakeholders how well the destination matches the tourists’ needs, thereby enabling the destination’s strengths, weaknesses, and critical success factors to be identified from the tourist perspective. This may help them to improve quality of products/services that interest tourists, and to increase the competitiveness of the given destination by formulating sound operational strategies (Huang & Xiao, 2000; Hui et al., 2007; Meng et al., 2008; Dmitrovic et al., 2009). As tourist satisfaction influences tourists’ behavioral intentions and plays a vital role in destination competitive advantage, it has attracted scholars’ interest and a large number of articles and studies have focused on this aspect with regard to various tourist destinations throughout the world. 
2.4.2 Factors Affecting Tourists’ Satisfaction at Wildlife Management Area 
Satisfaction is affected by three antecedents. They are the perceived quality, the price (perceived value) and expectation. Jin Huh (2002) noted the importance of cultural factors and found that the characteristics of tourists are important factors of tourists’ satisfaction with destinations. The study highlighted that socioeconomic, demographic, and behavioral indicators, such as age, gender, income, marital status, occupations, education, or ethnic background must be taken into account.
 Most researchers mention that evaluating customers’ satisfaction has been an integral part of a process that attempts to improve a product’s quality that eventually leads to the improvement of a company’s competitive advantage (Shergill & Sun, 2005). Even though it is generally recognized that customer satisfaction is the key to the success of any organization, there is confusion in the definition of satisfaction and how organizations can achieve it. 
Joaquín et al., (2002) in a study on characteristics of Spanish tourists found that demographic and cultural factors play a significant role in travel decision-making. They note the levels of education of the head of the family and incomes are fundamental factors. Master and Prideaux,  (2000) analyzed the variance by age, gender, occupation, and previous overseas travel of Taiwanese cultural/heritage tourists to determine if demographic and travel characteristics influenced responses on the importance of attributes and satisfaction levels. Consumer Complain Behavior is another aspect of customer’s satisfaction. In a study by Liu and McClure, (2001) the results showed that unsatisfied customers in an individualistic culture are more likely to voice their complaints than those in a collectivist culture. 

Opperman (1996) found significant influence of visit experience on the levels of tourists’ satisfaction. In a similar study, Meis et al., (1995) highlights that existing past experience of visiting a specific destination affects travelers' perceptions to visit a similar destination possibly a neighboring country. In this study, travel characteristic, including trip planning, buyer behavior and future travel plans are specified. There is substantial literature that highlights the relationship between demographic characteristics and consumer behavior. Behavior affects expectation and perception of people. 

Attitude of tourists is influenced by various factors, among tourists, the Environment and culture. Decision-making is also affected by demographic characteristics. Tourists are from different ages, educational, income, race and origin, which influence expectation and perception attractiveness (Danaher & Arweiler, 1998; Teye & Leclerc, 1998; Lawton et al., 1998). Master and Prideaux (2000) found significant influence of age, gender, occupation and previous travel on satisfaction levels. Complaint Behavior is one of the related issues that significantly relates to cultures. Liu and McClure (2001) found that tourists in individualistic culture (such as American or Westerners) are more likely to complain than collectivist culture (such as Asian or Japanese). 

Meis et al. (1995) found that experience affects travelers' perceptions to visit similar destinations. Law et al., (2004) studied the role of the Internet on travel agencies. Their experimental results illustrate that tourist still use professional services and advice offered by travel agencies. The tourists also agreed that more information can be found through the Internet. Law et al., (2004) suggest that both online and traditional distributional channels coexist in the future. Wang et al., (2000) state that traveler’s information search processes can be viewed as the interaction between three parts: the traveler, the tourism information space and the interface. Recent studies indicate that traveler search for information on the Internet for many reasons and during different decision-making stages. Often, they have very limited knowledge about tourism products. 
2.4.3 Measures to Improve Tourists’ Satisfaction at Wildlife Management Area
 With respect to accommodation, the hoteliers should take actions like undertaking more training and development activities for their staff and recruit high skilled and educated employees. They should also improve the quality of the food and beverages provided to tourists and improve safety and security in and around their hotels. The infrastructural facilities in the region need to be improved since a considerable number of tourists are dissatisfied with the state of some of them. The road networks and infrastructural facilities are satisfactory in the interiors of the city, while those in the suburb are very poor and inadequate. 
Most of the key tourists’ attractions are located in the suburb; therefore, the tourists demand improvement of infrastructural facilities in these areas to meet their expectations during the holiday stay. Authorities should take responsibility for improving infrastructure and controlling the quality of services. When tourists are asked about the quality of services most of them indicated that there are still gaps in infrastructure.
Destination planners and marketers thus should carefully study the requirements of the tourist markets to understand what factors bring value to them. The success of destination marketing depends on tourist satisfaction because it affects the selection of the destination, the use of products and services and the decision to return (Kozak and Remington, 2000). Thus, destination managers should establish a high level of visitor satisfaction after purchase to create positive behavior among tourists for improving and maintaining competitive destinations (Yoon and Uysal, 2005).
If we increase the satisfaction level of the tourists, the frequency of the visit of the tourists will also increase. We should maintain our quality and uniqueness of the blend of nature and tourism. By enhancing the facilities of the destination, we can definitely satisfy our clients and the satisfied client will repeat its visit to the destination. Tourist revisits enhance the profitability and diminish the marketing expenditure in the tourism industry (Alegre & Juaneda, 2006).
2.5 Conceptual Framework
Conceptual Framework is the ‘blueprint’ or guide for a research (Grant & Osanloo, 2014). It is a framework based on an existing theory in a ﬁeld of inquiry that is related and/or reﬂects the hypothesis of a study. It is a blueprint that is often ‘borrowed’ by the researcher to build his/her own house or research inquiry. It serves as the foundation upon which a research is constructed. Sinclair (2007) as well as Fulton and Krainovich-Miller (2010) compare the role of the theoretical framework to that of a map or travel plan. Thus, when travelling to a particular location, the map guides your path. Likewise, the theoretical framework guides the researcher so that s/he would not deviate from the conﬁnes of the accepted theories to make his/her ﬁnal contribution scholarly and academic. 
Figure 2.1 the conceptual framework makes you to understand of how variables in this study connect with each other and their relationships that exist between them to perform tourists’ satisfaction. The diagram indicates moderating variables influences the presence of the independent variable to have good the dependent variables, thus they together related each other to forms tourists’ satisfaction at Ikona Wildlife Management Areas. 

Figure 2.1: Conceptual framework shown tourists’ satisfaction
 Source: Modified from Mbise, 2015
2.6 Research Gap
Article by Ahsan et al., (2017), investigate the core factors that can influence satisfaction level of tourists with specific reference to tourism industry in Sylhet region. They found that the tourists’ satisfaction greatly depends on natural beauty, transportation and accommodation facilities, safety and security, and costs. This study also revealed that tourists’ satisfaction depends on a complex process where the role of every actor is fundamental and those actors should be harmonized with each other. Alegre and Cladera (2006) hypothesized that tourists’ overall satisfaction with experiences at the Balearic Islands is influenced by their satisfaction with destination attributes. 
The results did not allow for the hypothesis to be rejected, suggesting that the characteristic components of the sea, sun and sand destination: the beaches, climate, the quality of the accommodation and surroundings were significant factors affecting tourists’ overall satisfaction with their holiday experiences. Herrick and McDonald (1992) in their investigation of the factors affecting overall satisfaction with a recreational experience found that the overall experience is dependent on visitors’ satisfaction with the setting characteristics. Leiss (1979) found that satisfaction or dissatisfaction with a nature leisure experience is dependent on the recreational experience itself but also on satisfaction with the facilities, services and programs available during the leisure experience. Additionally, Alegre and Cladera (2006) hypothesized that tourists’ overall satisfaction with experiences at the Balearic Islands is influenced by their satisfaction with destination attributes.
A research conducted by Salleh et al., (2011) in Malaysia, analyses tourist satisfaction towards Kapas Island Marine Park tourist destination. Their research shows that all tourists are satisfied with service qualities provided to them and they are willing to revisit and encourage other people to visit the study area. A study conducted by Torres-Sovero et al., (2012) on factors influencing tourist satisfaction in ecotourism lodges in the South-eastern Peruvian Amazon and noticed that the quality of the lodges, ecological and cultural features of the destination, and availability of quality guides employed therein played a decisive role in tourist satisfaction. However, there is a deficit of studies explaining factors affecting tourists’ satisfaction. This is the knowledge gap this study intended to bridge.
CHAPTER THREE
THE STUDY AREA AND RESEARCH METHODOLOGY
3.1 Introduction

This chapter covers the study area, research design, target population, sampling technique and sample size. It further presents data sources, data collection methods, data analysis, interpretation and presentations, validity and reliability of the research instruments, and ethical issues considered during the research.
3.2 The Study Area

This study was conducted at Ikona Wildlife Management Area in Serengeti District, Mara Region (Figure 3.1). IKONA was chosen because is unique in its natural surroundings and has all the qualities to attract high-value tourists, potential to successfully compete with other destinations, and generate a substantial income to local people around the area. 

It borders Serengeti National Park in Robanda Village in South and South-East. On the South and South-West, the WMA borders the Grumeti Game Reserve (Mligo and Lyaruu, 2008; Mfunda and Røskaft, 2010). On the East and North-East, it borders with the Ikorongo Game Reserve and on the West, it borders with the Sasakwa concession area. The WMA is approximately 243.3 km² and receives an average of 700 mm of rains per year. The short rains start in November to March, and the dry season is from July to September. It is 1° 30’S 2° 40’S of Equator and 34° 15’ E 35° 30’E of Greenwich Meridian. The most appropriate time to visit the destination is between March to June and September to November. 
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Figure 3.1: Ikona Wildlife Management Area
Source: IWMA, 2019
3.3 Research Design

The study adopted a case study research design. A case study frequently makes use of qualitative data and place emphasis on a full contextual analysis of fewer events and conditions and their interrelations. Case studies also involve in depth contextual analysis of similar situations in the organizations, where the nature and definition of the problem happen to be the same as experienced in the current situation (Yin, 1998). The main advantage of case study is its ability to draw information from many different sources such as interviews, observations and historical data. 
The use of case study enabled the researcher to use multiple sources of evidence; and thus, avoid the bias associated with the use of a single source of evidence (Stake, 1995). Being a case study, it’s used descriptive study technique; this enabled the collection of both qualitative and quantitative data with the aid of open-ended and closed-ended questions. The diversity of the data collected provided concurrent triangulation, a necessary aspect of validity in qualitative research (Brewer and Hunter, 1989). The open-ended questions also provide a useful mechanism for increasing the content validity of numerical variables obtained from closed-ended questions.
3.4 Target Population

According to Kothari (2004), target population is defined as a set of people, services, elements and events, group of things or households that are being investigated. Yount (2006) suggested  that, since  it  is  not  usually  possible  to  reach  all the  members  of  a  target  population  one  must  identify portion  of  the  population which is accessible. The nature of the accessible population depends on the time and resources  of  the  research. The main target population for this research study are 1200 tourists visiting IWMA, 100 tour guide and tour operators investing at IWMA, and 20 Officials of IWMA, forming the total population to be 1320. 
3.5 Sampling Techniques

3.5.1 Purposive Sampling Techniques 
Purposive sampling, a non probability sampling was employed in selection of a research units. A research selected a sample based on their knowledge about the study and population. Participants were selected  according to the needs of the study and those who do not meet the profile were neglected. Purposive sampling is a nonprobability sampling techniques that a researcher uses to choose a sample of subjects/units from a population (Etikan et al., 2016). Purposive sampling provided more insight into the subject investigated. A total of 4 samples from tour guide and tour operators were involved. 
These official provided valuable information regarding assessment of the factors affecting tourists’ satisfaction at Ikona Wildlife Management Area in Serengeti, Tanzania. The specific survey questions was prepared and administered to the key personnel identified, key informants purposely selected from tour operators of the lodge and hotel invested to the Ikona Wildlife Management Area. By using purposive sampling the researcher was to select at least 75 informants considering the limitation of time, financial and human resources.
3.5.2 Random Sampling Techniques
Random sampling technique consider a fair way to select sample from a larger population, since every member of a population has an equal chance of being selected. This technique provides unbiased representation of a group. This method was  used to obtain 75 respondents  out of 1320 population from Ikona. The samples was drawn through random picking of some names of the population from Ikona. Since the population was large, the first sample was chosen randomly to ensure probability sampling aspects. The sampling fraction calculation result in a complicated fraction hence researcher rounded the population and choose other samples in every fifth case. Therefore sample will be picked from the Ikona in a systematic interval of five names.
3.6 Sampling Frame and Sample Size

Kothari (2006) defined sample as a collection of some parts of the population on the basis of which judgment is made. A sample is small enough to make data collection convenient and large enough to be a true representative of the population from which it had been selected. Sample size refers to a number of items to be selected from the population of the study to constitute a sample. The sampling method used in this study was a probability and non-probability method that everyone had an equal chance of being surveyed. The sample size for the study comprised of 75 respondents in which, a total of 60 tourists were selected for questionnaire survey, 15 key informants purposely selected from tour operators of the lodge and hotel invested to the IWMA.

Table 3.1: Sampling frame and sample size
	Description
	Population
	Sample

	Tourist 
	1200
	60

	Tour guide and tour operators 
	80
	13

	Officials of IWMA
	40
	2

	Total
	1320
	75


Source: Field research, 2019
3.7 Data Collection Methods
Data collection is the process of gathering information on variables of interest, in an established systematic fashion that enables the researcher to answer stated research questions (Dodge, 2003).  For this study, both primary and secondary data were collected in order to address the objective of the study. The instruments used for data collection in this study were questionnaires, interviews, focus group discussions, observations and documentary literature review.
3.7.1 Questionnaires

As it was mentioned before, questionnaires were used in this study for primary data collection by asking respondents to respond to questions provided. Questionnaires were systematically prepared with a set of questions deliberately designed to solicit responses from respondents or research informants for the purpose of collecting useful information for the study. Questionnaires were in a form of inquiry document which contained a systematically compiled and well-organized series of questions intended to elicit the information which provides insight into the nature of the problem under study. The questionnaires were comprised of both closed and open-ended questions in order to have a wide range of answers. These forms were provided to the tourist’s hotel, and were collected after one and two weeks from the managers of the hotel, these forms were for both respondents’ tourists and tour guides.
3.7.2 Key Informants Interviews
The interviews are necessary when there is a need for face-to-face interrogation with individuals to interact and generate ideas in a discourse that borders on mutual interest. It was an interaction in which oral questions were posed to elicit oral responses from respondents. During the interview a cordial atmosphere was created so as to enhance the success of such a face-to-face interaction. Therefore, the key informants interviewed were officials of IWMA, Tour guide and Tour Operators invested adjacent to the IWMA. These key informants are knowledgeable about tourists visiting at IWMA. 

3.7.3 Focus Group Discussions
As the name suggests, a focus group discussion is a small group of people but demographically diverse whose reactions are studied especially in assessment of the factors affecting tourists’ satisfaction performance in an open discussion about anything else to determine the reactions that can be expected from a larger population. This method was used in this study in order to collect information from knowledgeable group of people who could explain in a detailed form the assessment of the factors affecting tourists’ satisfaction. Discussion was conducted involving three people including official of IWMA, tour operator and tour guide working in the tourism industry at Ikona WMA. This group of people provided the real information about assessment of the factors affecting tourists’ satisfaction in general.
3.7.4 Direct Observation
Direct observation is one of the very important methods for obtaining comprehensive data in qualitative research especially when a composite of both oral and visual data become vital. By the use of observation strategy, the researcher was able to obtain first-hand information about the topic and the possibility of distorting facts and records were reduced. Through these methods data observed such as the tourist’s activities, wildlife attractions, hotels, and other tourism facilities. Simple questions basing on the research topic were asked and the answers were recorded from the respondents.
3.7.5 Documentary literature review

Documentary literature review refers to the review of documents such as newspapers,
journals, publications, books, minutes of meetings and private documents such as letters, biographies and diaries to enable the researcher to obtain information under the study topic. In this study such documents and records were utilized to obtain information that is useful. The limitation of this approach were the protected documents and the researcher did not have access to them, this was mainly because they are the national security documents or just confidential in nature.
3.8 Data Analysis, Interpretation and Presentation
The collected data was processed manually and by using computer programs; the SPSS (Statistical Package for Social Science) version 14.0 and the Microsoft excel was applied to ensure the accuracy. Descriptive statistics was used to analyze the collected data in this study. As mentioned earlier, the SPSS computer program version 14.0 was applied to compute the percentage and frequency. Qualitative data was collected through the use of questionnaire; the qualitative data usually consist of words, audio or visual recording and observation but not numbers. Therefore, qualitative data was analyzed and interpreted to bring about the order and understanding of the research topic. The filled questionnaires and interview notes were analyzed basing on frequencies of responses that have been displayed on frequency tables. The data has been presented by using tables, and bar chart/bar graph.
3.9 Validity and Reliability of the Research Instruments

3.9.1 Validity of the Research Instruments
Validity is establishing whether the instrument content is measuring what it is intended 

to measure accurately. The data collection instruments were validated in order to obtain relatively reliable responses. The validation of the data collection instruments intended to make them clear and unambiguous. In order to realize the quality of research tools, researcher did conduct a pilot test of the instruments before using them in the field. The purpose of piloting the instruments was to test the correctness of the items to the respondents in order to improve the instruments and increase the reliability and validity of the instruments.
3.9.2 Reliability of the Research Instruments
Reliability of a research instrument concerns the extent to which the instrument yields the same results on repeated trials. Although unreliability is always present to a certain extent, there will greatly be a good deal of consistency in the results of a quality instrument gathered at different times. The tendency found in repeated measurements is referred to as reliability (Carmines & Zeller, 1979).  According to Pitt (1991) replications of original studies are acceptable vehicles for the establishment of reliability and validity of instruments. Reliability of the research instrument conducted using re-test method. Questions in the research instrument were pre-coded, pre-tested and modified in consonance to identified shortcomings during pre-test. This was done by gathering data at different locations and time of travel. Recruitment of research assistance for instantaneous data collection and observations facilitated the cross-checking and enhanced the reliability of the outcome.
3.10 Ethical Issues


Ethical issues were considered in this study. Research participants were fully informed about the procedures and risks for research, and on the other hand the participants had to give their consent to participate. The researcher guaranteed confidentiality of the information given. Furthermore, an ethical clearance form that was obtained from the Open University of Tanzania was submitted to the authority in the respective study area.
CHAPTER FOUR
FINDINGS AND DISCUSSIONS
4.1 Introduction

This chapter presents the findings obtained from respondents using questionnaires, interviews, observations and documentary literature review. The chapter starts with demographic characteristics of respondents basing on gender, age, marital status and nationality of the respondents. It further presents the findings from the respondents on the advantages of the tourists’ satisfaction at IWMA and the factors affecting tourists’ satisfaction at IWMA. The chapter also presents responses of the respondents on the measures to improve tourists’ satisfaction at IWMA. 

4.2 Demographic Characteristics of Respondents

4.2.1 Age of the Respondents 
Table 4.1 presents the age of the tourists and tour guides. About 82.1% of tourists and the tour guides were of the age groups of 18-30 years while 6.8% of tourists and the tour guides were in the age groups of 30-40 years. However, 6.8% of tourists and the tour guides were in the age groups of 40-50 years and 4.1% of tourists and the tour guides were aged between 50-60 years. The gathered data showed that, the age groups of 18-30 years had 82.1% which was the majority of the tourists and the tour guides. This presents the relationship between the age of the respondent both tourists and the tour guides participated to the study.
Table 4.1: Age groups of the respondents
	Age groups
	Tourists
	Tour guides
	Total

	
	Frequencies
	Percentages
	Frequencies
	Percentages
	Frequencies
	Percentages

	18-30
	53
	91.4
	7
	46.7
	60
	82.1

	30-40
	2
	3.4
	3
	20.0
	5
	6.8

	40-50
	1
	1.7
	4
	26.7
	5
	6.8

	50-60
	2
	3.4
	1
	6.7
	3
	4.1

	Total 
	58
	100
	15
	100
	73
	100


Source: Field survey, 2020

4.2.2 Gender of the Respondents
Table 4.2 presents gender of the respondents. Majority of the respondents (69.86%) of the tourists and the tour guides were males while 30.1% of the tour guides and the tourists were females. The data showed that, majority of the male were involved in this study. This may be caused by the fact that; most men are participating in tourism activities compared to females.
Table 4.2: Gender of the respondents
	Sex
	Tourists
	Tour guides
	Total

	
	Frequencies
	%s
	Frequencies
	%s
	Frequencies
	%s

	Male 
	42
	72.4
	9
	60
	51
	69.86

	Female 
	16
	27.6
	6
	40
	22
	30.1

	Total
	58
	100
	15
	100
	73
	100


Source: Field survey, 2020.
4.2.3 Marital Status of the Respondents
Table 4.3 presents the data concerning the marital status of the tourists and tour guides at Ikona Wildlife Management Area. The data showed that, 15% of the tourists and the tour guides were married, 78% of the tourists and the tour guides were single, 4.1% of the tourists and the tour guides were divorced and 2.73% of the tourists and the tour guides was widow. Table 4.3 revealed that, majority of the respondents were single and they are free to move from one place to another. Marital status may have significance influence to show that tourists and tour guides who are not in marriage are most travelers.  

Table 4.3: Marital status of the respondents
	Marital status 
	Tourists
	Tour guide
	Total

	
	Frequencies
	%s
	Frequencies
	%s
	Frequencies
	%s

	Married
	6
	10.3
	5
	33.3
	11
	15

	Single
	50
	86.2
	7
	46.7
	57
	78

	Divorced
	1
	1.7
	2
	13.3
	3
	4.1

	Widow
	1
	1.7
	1
	6.7
	2
	2.73

	Total
	58
	100
	15
	100
	73
	100


Source: Field survey, 2020

4.2.4 Nationality of the Tourists
Figure 4.1 presents the data concerning the nationality of the tourists who were found at Ikona Wildlife Management Area. The data shows that, majority of the tourists 46.5% were from Tanzania, South Africa took the second number by having 17.2% of the tourists and 12.06% of the tourists are coming from England. Also, 10.34% of the tourists were from USA, 8.6% of the tourists were from Canada, 1.7% of the tourists were from India, 1.7% of the tourists were from Ireland and 1.7% of the tourists were from France. Results in Figure 4.2 showed that, Tanzanians are the most visitors to Ikona Wildlife Management Area followed by tourists from South Africa. This shows that Tanzanians were the most traveller during the time of the study, this was due to the vacation. 
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Figure 4.1: Nationality of the tourists
Source: Field survey, 2020

4.3 Advantages of Tourists’ Satisfaction at IWMA  

The first specific objective of this study was to determine advantages of tourists’ satisfaction at Ikona Wildlife Management Area in Serengeti District. The satisfaction of tourists leads to repeat visit, marketing to new tourists and bring new tourists. If tourists are satisfied, foreign currencies increase through tourists buying tourism services. New tourists pay for the visiting and for the attractions. Among the advantages brought by tourists to the visiting country including IWMA include employment opportunities, cultural exchange, domestic income, good international relation, foreign currencies, government revenue, improvements of social services and improvements of infrastructure (Table 4.4). 

Table 4.4: Advantages of tourists’ satisfaction at Ikona Wildlife Management Area
	Advantages of tourists’ satisfaction
	Tourists
	Tour guides
	Total

	
	Frequencies
	%s
	Frequencies
	%s
	Frequencies
	%s

	Employment 
	41
	70.6
	11
	73.3
	52
	71.2

	Cultural exchange 
	32
	55.1
	9
	60.0
	41
	56.1

	Domestic income
	20
	34.4
	8
	53.3
	28
	38.35

	International relation 
	19
	32.7
	10
	66.6
	29
	39.7

	Foreign currencies 
	18
	31.0
	9
	60.0
	27
	36.98

	Government Revenue 
	28
	48.2
	7
	46.6
	35
	47.9

	Social services 
	15
	25.8
	12
	80.0
	27
	36.98


Source: Field Survey, 2020

Advantages of tourists’ satisfaction were solicited from tourists and tour guides at IWMA (Table 4.4). Results showed that, 71.2% of tourists and the tour guides believed that the tourists’ satisfaction leads to the employment opportunities to indigenous people (Table 4.4). Employment is an agreement between an individual and another entity that stipulates the responsibilities, payment terms and arrangement, rules of the workplace, and is recognized by the government (Blake, et al., 2003). In Ikona WMA, the number of people employed by the tourism industry are about 308, of which Grumeti hill lodge are 80, Zarah hotel are 26, Lonjo campsite are 25, Simba lodge are 30, Tawisa hotel are 35, Mwivaro hotel are 27, Thomson hotel are 20, Eco lodge are 25 and Ikona WMA staffs are 40. The tourism industry at Ikona generates jobs in different domestic industries, such as agriculture, transport and other services. The local people who participated in tourism activity at Ikona they become an entrepreneurship because they sell their products to the tourists and the hotels. Therefore, promoting development of tourism market at Ikona WMA created opportunities for the national and remote area economic growth. The tourists and the tour guides commented that, due to the fastest growth of tourism industry at Ikona provided employment opportunities to many local people and will offers fresh jobs to job seekers’ (Table 4.4). One of the tour guides interviewed in IWMA had this to say: 
“My presence here is because of tourism, I get paid because of the tourists visiting Ikona Wildlife Management Area. Satisfaction of tourists increases their number in the area which ensured my salary, thus, without their satisfaction this station would never exist” (Interview, January 20, 2020). 
This narrative shows that, the presence of the tourists has come with the advantages to the tour guides.

Results in Table 4.4 showed that, 56.1% of the tourists and the tour guides mentioned exchange of culture as the second advantage brought by tourists’ satisfaction. Culture is described as the knowledge, belief, art, law, morals, custom, and any other capabilities and habits acquired by man in the society (McBride et al., 2008). Culture exchange is any mutual sharing of information, usually cultural, between two or more people for the purpose of improving friendship and understanding between tourists and the host people at Ikona. This means that through tourists’ satisfaction at Ikona’ attractions this geared the exchange of culture between the visitors and indigenous people like wearing style, language and food. Tourists visiting Ikona Wildlife Management Area prefer local food than the western food. They prefer to eat local food like grilled meats and a millet dish that has a porridge-like consistency. 
Tourists are comfortable with the interaction of the local people, new environment and are happy to meet with new people in their life. Local people do expect tourists to respect local customs or rules of daily life and tourists feel desirable and enjoyable at a place, which can bring those happy memories or even revisiting the tourists’ attraction. Frequent interaction with tourists helps locals become more confident and improve their social skills, local people have to use their knowledge and skills to make the local products and sell them to the tourists. Local products among others include mattress, basket and carvings. Tourists interact with the street food vendors, asking them how they cook or how to prepare different kinds of food. 
The tourists interviewed had this to say: 
“The street food vendors and food stall owners need to participate in some food hygiene training courses. They have to understand food safety concerns and food handling practices and establish quality process and control to ensure that their food products meet required hygiene standards”. (Interview, January 22, 2020).  
Another advantage of tourists’ satisfaction at Ikona WMA was increasing income of the local people. Income is money (or some equivalent value) that individual or business receives, usually in exchange for providing goods or services or through investing capital (Kagan, 2020). Data in Table 4.4 showed that 38.35% of the tourists and tour guides agreed that, the presence of tourists leads to increase income of the local people through selling of their goods and services to tourists. 
Nevertheless, 39.7% of the tourists and the tour guides said that, the advantage brought by the tourist satisfaction lead to increasing international relations and cooperation (Table 4.4). International relation is the way in which two or more nations interact with and regard each other, especially in the context of political, economic, or cultural relationships (Sandaruwani, et al., 2015). These tourists by then interact with the local people at the Ikona destination site for the tourism purposes; local people have to welcome tourists for the leisure activities. This study showed that, tourists came from different countries such as Tanzania, French, England, Canada, South Africa, Ireland, USA and India. 
The local people at the Ikona showed that, hospitality and kindness on handling the tourists influenced the good relationship between the tourists and our country. Thus, their presence in our country triggers the relationship between their country and ours. Good relationship and cooperation will bring them to repeat visiting, to have longer stay, to purchases more goods from the local people, marriage and others they wish to work with tourist’s hotel around Ikona. During the interview, tourists and tour guides suggestions to improve the Ikona tourism to become an attracting tourist destination.  One of the tour operators interviewed had this to say:

 “As you know tourists come from different countries, their presence here lead to the intercontinental partnership, for example I have a wife from Sweden. We have one child” (Interview, January 23, 2020). 

There must be establishment of a close relationship with travel agencies and other local service providers in order to provide better products and services of Ikona WMA to its tourists. Not only does the Ikona have a tight relationship with private sectors like Grumeti Conservation, but it also need to cooperate with other protected area such as Serengeti National Park, Ngorongoro Conservation Area and Ikorongo/Grumeti Game Reserve to have a better plan for improving image as a safe and friendly destination to tourists. Tour guides comment that, the tourism services in Ikona should be cooperated and connected to other areas to offer various options in term of satisfying tourists. Second, it can be said that the construction and maintenance of the infrastructure facilities such as the road system, water supply and sewage disposal, urgently need reconstructing and renovating to create a better image and life quality for Ikona.

Moreover, 47.9% of the tourists and the tour guides advocated that another advantage of the tourists’ satisfaction at IWMA is its contribution to government revenue. Government revenue is the money received by a government from taxes and non-taxes sources to enable it to undertake government expenditure, are the components of the government budget (Cauldwell et al., 2004). Tourism is one of the ways a government can increase revenue, by deflating the value of its currency in exchange for surplus revenue, by saving money from the tourism activities. 
Government get revenues through taxes over several services offered to tourist like accommodations and transportations. In recent years tourism activities has shown positive effects at Ikona. One of the positive effects is increase of the number of tourists which increase significantly contributes to the revenue growth and improve local economy. Ikona is currently a place for visitors to stop off for a night or two before continue with their safaris to other tourist places in Serengeti National Park and Ngorongoro Conservation Area. This interdisciplinary coordination and local sectors create many attracting tours and tourism activities to attract both local and foreign tourists to visit at the IWMA.

Last advantage of tourists’ satisfaction was improvement of social services and infrastructures. Social services a service provided by local or national government or another organization to help people who are old or ill or need support in their lives (Cambridge dictionary).  Infrastructure, any part of the built environment used to facilitate tourism in a protected area, such roads, visitor centre, information kiosks, and any building (Kordić et al., 2018). These are the government services provided for the benefit of the community such as education, medical care, water services and infrastructures. 
This advantage was presented by 36.98% of the tourists and the tour guides (Table 4.4). Tourists believed that, whenever there are tourists’ attractions, infrastructure seems to be better and social services like hospitals must be near the site. Commented by both the tourists and the tour guides, there are advantages of economic growth; the growth of the tourism industry has brought many benefits to both host communities and local people at Ikona. This brought an advantageous on the supports to develop and reconstruct the community infrastructure and facilities. For instance, the infrastructure in Ikona, which includes airstrips, roads, electricity, hotels, lodges, signboards and visitors center, has been designed and reconstructed in Western-style to attract more tourists. 
Also, tourism at IWMA has brought a lot of positive changes to the local community such as education services, water services, health services, and agricultures. Commented by the tourists and the tour guides, by renovating or building new infrastructure and facilities at Ikona, tourism can attract more tourists at the same time with satisfying and thus improve social services and infrastructure. See the following narrative from one official interviewed in the study area:
“As you know tourists come from different countries so they bring money here, and this has brought a lot of positive change like education services, water services, health services, and agricultures” (Interview, January 23, 2020). 
4.4 Factors Affecting Tourists’ Satisfaction at Ikona Wildlife Management Area

Table 4.5 presents factors affecting tourists’ satisfaction at Ikona WMA. Factors affecting tourists’ satisfaction include infrastructures, language, climatic conditions, poaching, price levels, skilled tour guides, and site location (Table 4.5).  These factors hinder the development of the tourists’ satisfaction at the IWMA. 
Table 4.5: Factors affecting tourists’ satisfaction at Ikona Wildlife Management Area
	Factors affecting tourists’ satisfaction
	Tourists
	Tour guides
	Total 

	
	Frequencies
	%s
	Frequencies
	%s
	Frequencies
	%s

	Infrastructure 
	45
	77.5
	14
	93.3
	59
	80.8

	Language
	31
	53.4
	6
	40.0
	37
	50.68

	Climatic condition
	39
	67.2
	4
	26.7
	43
	58.9

	Poaching 
	21
	36.2
	8
	53.3
	29
	39.7

	Price level
	18
	31
	10
	66.6
	28
	38.35

	Skilled tour guider 
	35
	60.3
	10
	66.6
	45
	61.6

	Site location 
	11
	18.9
	9
	60
	20
	27.39


Source: Field Survey, 2020
Table 4.5 presents responses from the tourists and tour guides on tourists’ satisfaction at Ikona Wildlife Management Area. Majority of the respondents, 80.8% of the tourists and the tour guides said that the presence of poor infrastructures like roads negatively affects satisfaction level of tourists. Tourism infrastructure is a range of devices and institutions constituting materials and organization basis for the tourism development such as accessibility, accommodation, sign-board, aircraft, lodge, toilets, information centre, airstrip, water sewage, roads, and airline. Improving infrastructure of tourist facilities is another important factor affecting tourists’ satisfaction in IWMA. Museums, restaurants; cafes and eating-places and other facilities availability at IWMA ensure satisfaction of tourist. However, access to information centers, help-lines, internet and email for 24 hours entices tourists to visit IWMA (Table 4.5). 
Similarly, accessibility to different attraction sites is important, is one of the satisfactory attributes for the tourists when they visit the destination site. Providing better information about the conditions of infrastructure, transportation, and accommodation, such as, huts, hotels, motels, water quality and features of tracks could help tourists be better prepare for what they may encounter. Other contexts that could increase tourists’ satisfaction and would help visitors, include increase information centre, providing information categorized as national or local, reports on weather conditions, local events and ‘survival’ information. Another area of increasing satisfaction is better provision of interpretative and educational information given to the tourists before or during their tour. 

The IWMA’s tourism is encountering many difficulties and limitations. Many infrastructure and facilities for tourism development are still under-construction and poorly maintained and they are still inadequate. The road system and infrastructure to tourist sites has not kept pace with the transportation needs of tourism. Some of the tourists have complained about the poor amenities, public toilets, and transportation systems, and the service system in tourism is still primitive. In addition, the public signposts like road sign, and tourist information board were insufficient. The construction and maintenance of the infrastructure facilities such as the road system, water supply and sewage disposal, urgently need reconstructing and renovating to create a better image and life quality for tourism in IWMA. However, many restaurants and bars are currently lack of necessary infrastructure such as car parks, poor landscapes, and professional service to meet the needs of the tourists. On the other hand, majority of the tourists concur that Ikona Wildlife Management Area has attractive tourism sites despite poor basic infrastructural facilities such as washroom and toilet facilities, expensive accommodation, lack of recreational facilities, cleanliness of the park and shopping facilities.
Language has great importance in the dialogue and understanding between tourists and tourist facilities (Al-Sadi, 2015). Present About 50.68% of the tourists and the tour guides pointed language as another factor which affects satisfaction level of the tourist Table 4.5. Language is a system of spoken or written symbols that can communicate ideas, emotions, and experiences. Understanding the role of language, the management at Ikona improved the coordination skills, operate better new technology, develop tourists’ satisfaction and have effective management in tourism industry. 
Language created good relationship between the host people and the tourists, thus it creates kindness and hospitality on handling tourists at IWMA. Language act as a bridge to connect tourists visiting at Ikona and the host people those are the guides and the authority. English language is one at Ikona talking language by the majority of the tourists’ guides and the host people. English today is international language, and most of the tourist establishments require employees to speak English thus to facilitate communication between the tourists and IWMA authority. 
Although, some of the tourists at the Ikona from the country which are not English speaking they demand to have the services provided by their language to the destination for satisfaction. Tour guide with language skills is needed as local agents of tourism organization at the Ikona doing domestic tour business so as to influences tourists when they are in the tour. Effective tourism management of Ikona WMA should concluded that it is dependent partly on the use of language, especially in the form of promotion, instructions and other written material to the destination as they have to establishes that signage with the western languages so as to capture the attention of the tourists. 

Language facilitates communication and purchasing power when the tourists are buying the products at Ikona Wildlife Management Area. The tour guide and the host people are required to speak the language of the tourists which will enable the tourists to get what they want. The interviewed tourist guide narrated: 
“If I am selling to you, I speak your language” (January, 21, 2020).

Language is a significant factor that influences tourist’s satisfaction. So, it is very crucial for an authority at Ikona to have communicative competence throughout the organization and the tourism industry, though when they providing services to the tourists visited to the destination. Language in the development of tourism management at Ikona has the following importance: the ability to increase customers’ satisfaction, the ability to enhance and maintain language competency of tourism people, the ability to motivate international tourists, the ability in better understanding on demand, and the ability in understanding culture and the ability to create effective internal and external communication. And all these items play important roles on the tourism tourists’ satisfaction.

Language barrier was among the factors effecting tourists’ satisfaction (Table 4.5). It happens when the tourists fail to understand the native language of the host country and sometimes it is difficult to get interpreter in some of the languages like swahili and the traditional language of the local community. The quality of the tourism workforce is still not sufficient enough of professional qualifications; language skills did not meet the requirements of tourism development. 
The major concern of the tourists about the services from local tour company is the language problem of tour guides. Although some guides were speaking English, they weren’t fluent. Thus, tour companies should train their tour guides fluently speak English. Many tourists visiting IWMA do not speak English. There is a need to identify languages spoken by tourists and train people to speak language of the tourist for easy communication. 
It was further noted that, tourists from France and Germany do not understand English and Swahili language as most of the sign boards are written in these languages that is why most of the tourists are not satisfied with their visits. The tourists expressed that information provided by the authorities was not satisfactory and relevant. Hence, it was suggested that the information centers should try to provide effective information have people with knowledge of speaking languages of the tourists. Signage should be in at least three language French, Germany and English, especially the signage at the destinations. IWMA could cooperate with hospitality and tourism schools to initiate or introduce volunteer program which could then provide travel information to the tourists in order to fulfill their needs. While travelling to IWMA, tourists may meet some difficult in communicating with local people which impact on their perception (Table 4.5).

Moreover, presents 39.7% of the tourists and the tour guides said that they fear poaching and this acted as a factor which affect their satisfaction because they do not enjoy to the fullest as a result of fearing poaching (Table 4.5). Poacher is anyone who goes against with the law of wildlife conservation (MNRT, 2014). Poaching has become one of the ever-growing problems facing wildlife conservation and a potential threat to wildlife tourism, poses serious threats to conservation and wildlife tourism development at Ikona. 
Poaching is mainly to blame for the decline of tourists, and it creates a bad image and therefore fewer number of tourists visit at Ikona. It reduced wildlife populations and changes in animal behavior diminish the chance of the tourist to observe wildlife. Poaching threatens security at Ikona because of shootings, encounters with poachers and armed anti-poaching patrols make tourists feel unsafe. Animals become shy, aggressive, harder to find and approached for the photographs. Bad sightings, carcasses, absence of members of the big five, livestock keeping, trespassing, and trees cutting for both charcoal and firewood all significantly affect the tourism experience. This results in lower numbers of tourists, reduces tourism activities and affects the long-term sustainability of tourism at Ikona thus make tourist to consider Ikona as a point of no return. Poaching could affect as many as tourism-sector jobs including guides, drivers, hotels and restaurant staff. One of the tour guides interviewed said this: “The authorities have to enact strong poaching measures to curtail illegal poaching at Ikona so that tourist may feel safe and secured” (January, 21, 2020).
Also, climatic condition was presented by 58.9% of the tourists and the tour guides as another factor which affected their level of satisfaction (Table 4.5). Climate is defined as the prevailing condition observed as a long-term average in a location. Ikona experienced both rain season and hot season whose are the climatic condition characterized the destination site throughout the year. Climate and weather are important factors in tourists’ decision making and also influence the successful operation of tourism businesses as they can influences tourists to reach a decision of arranging a travel to the destination. 
Favorable climatic conditions at Ikona during the months of July, August, September, October, November, December and January influence destination choice and as a result national and global tourist flow, then important factors in tourists’ satisfaction and activity participation. These periods termed as the “high season” that the destination site welcomes a huge number of the tourists from all over the world. Hot climatic conditions come with the less risk to the tourism facilities on providing services to the tourists. Then, these seasons there are the good accessibility that the tourists may travel from the hotel or the accommodation and reach the attraction at a reasonable time. A tourists guide has a good time to arrange an itinerary route for the tourists as the good climatic condition provides rooms for the good arrangements as there are the functioning airstrip, aircraft, transportation, balloons, accommodation, tour guides services.

The positive effect of the climatic condition as also shows the negative effect and portrayed here under. It is clear that some of the tourists survive with difficult in some of the climatic condition which will hinder their level of satisfaction to the tourism process. Tourists are able to know about the climate condition by weather or climate forecast, travel brochures and advertising. The personal satisfaction or pleasure of each tourist may be influenced by climate condition or weather. This physical aspect includes the specific meteorological elements like rain and wind which can be one of the main causes that bring down the satisfaction of the tourists. This fundamental may cause the discomfort experience for tourists during their stays or their decision on destination selection. 
During the rainy season there is no accessibility to reach the attraction site or the accommodation, as the roads and the airstrip become less functioning due to the flooding. The roads are filled with water to make it no passable anymore at the Ikona, and there are difficulties to reach the services like that of the attraction site and accommodation. The motor vehicle stuck to the mud due to the rough’s roads and the airstrip become wet and full of rain water. Other facilities like accommodation are less functioning as the staffs and other host people are stabilize and no quality services provided to the guests. Off course, the movement of the tourists, the tour guides and the other staffs are in fixed and few to produces less for the tourism (Table 4.5).

Price level was presented by the 38.35% of the tourists and tour guides as another factor positively affecting tourists’ satisfaction at Ikona as presented (Table 4.5). Pricing is one of the most important elements in the tourism that tourists may have this range on the purchasing power to buy the tourism product like accommodation and transportation. Tourism customers rate the product at a price and without a price there is no indication of value. Good services and enjoyment reflect the value that tourists receive after making payments. Better pricing of goods and services, and informing tourist about reasons of expensive goods and services could improve the image of destination and that is all for the tourist’s satisfaction. This will decrease the level of the complaint from the tourists as they are informed before about the products and the prices and they get ready for the purchasing power. 
However, some of the tourists who are visiting at Ikona from other countries may find it expensive to stay in a good hotel. Therefore, the authority at the Ikona wildlife management area must provide economical services beside luxury ones with the high costs, to enable those tourists who cannot afford to spend much also in order to reap of the tourism industry in Ikona. These fundamentals skills will influence the tourist’s satisfaction at Ikona as the tourists they get the proximity with the production of the services and the prices created by the authority and the investors. The authority at the Ikona wildlife management area must provide facilities to establish more foreign hotel with the contents of the foreign menu, with wider variety of choice of food supported by the reasonable price to influences tourist’s satisfaction by decreasing of the complaint.
The government can use the diversity of food in Ikona to a one of the advantages in destination and to improve the satisfaction. In case of Ikona, the authority must try to keep the destinations in its original image and good scenic view so as to capture minds of the tourists, then the prices like entry fee should be reasonable with the image of the environmental to downwards the complaints. For example, some area within Ikona are attractive for the wildlife both flora and fauna plant and both wild animals the big five Buffalo, Leopard, Elephants, Lion and Giraffe. 

Apart from the good and the reasonable price of the tourism product which create the good relationship between the tourists and the destination at Ikona then it sometimes the price causes the complaint and the dissatisfied to the tourists. The price involves all the costs of tourisms like entry fees, accommodation, fees of the tourism activities, transportation fees and cost of tour guide services. They claimed that they have been imposed with high cost because of being foreigner. In the element of ‘‘reasonable prices’’ the difference between income and expense among the countries leads to the high expectation of price in the countries that rely on products and service. 
As a developing country, Tanzania has a comparatively low cost of living expenses so that foreigners, especially who come from developed countries, always feel that they pay cheaper than at their countries. In fact, local hotels are full of people arriving from Europe and Asia throughout the high season, that’s why, rent of hotel is costly. Domestic tourists were found unhappy with accommodation cost, local transportation cost except for food cost that they can afford. Conversely, few foreign tourists expressed that it is a common practice that a “tourist price” is charged for several services as it is believed that tourists have higher purchasing power than locals, then this makes tourists complaining. In general, tourists were modestly satisfied with the convenient of accommodation; however, during the peak season between july to january, accommodation cost becomes high due to a huge influx of national and international tourists. There is no typical tourism product which is specialized for local people for the reasonable price so that they can afford.
Additionally, so many tour operators confuse visitors because they do not know and/ or have much time to explore available services in order to choose better ones. Therefore, some tourists have a very bad experience in paying a high price but receiving poor services in the IWMA. Travelers reportedly had trouble with the products of the local communities which they had to pay a high price for a perception that they are the tourists so they have money to buy local goods sometimes for the high price level. See the following narrative from one tourist interviewed in the study area: 
“A tourist from Mwanza Tanzania complain that has to pay 1USD for one bottle of Coca Cola cold drink instead of 0.25USD in Mwanza town”. (January, 20, 2020)

Comparing the entry fee price between IWMA and other WMA, it is obviously that the price of entry fee at IWMA is more expensive than in other WMA in Tanzania. In short, it is not cheaper to the tourists’ activities in IWMA than it is in other WMA like Burunge in Arusha region northern Tanzania. Additionally, there is a variety of drinks which are available to service guests at IWMA, all are with tourist price so they are often higher 2 to 3 times than other local places. One of the tourists interviewed had this to say: 
“The guides should be in the look for their tourists to prevent any merchants from taking advantage of the visitor by offering scams and unfair prices” (January, 18, 2020).

Nevertheless, Table 4.5 shows adequate or inadequate number of skilled tour guide was considered as a factor affecting tourists’ satisfaction by 61.6% of the tourists and the tour guides.    A tour guide or a tourist guide is a person who provides assistance, information on cultural, historical and contemporary heritage and or wildlife to people on organized tours and individual clients at educational establishments, religious and historical sites, museums, and at venues of other significant interest. Positively, the authority at Ikona should organize themselves to keep the proportional number of the skilled tour guides with the tourists visited to the destination. The presence of the skilled tour guides are the important skills needed at the Ikona wildlife management area when they produce the information to the tourists and these information create the good relationship between the tourists and the destination, thus it is the tourist’s satisfaction. 
It is possible through the provision of interpretative information to the destination area, then the use of tour guides/local guides and/or opportunities to see the wildlife and the other attractions that could increase tourists’ satisfaction. In addition, in the hotel sometimes tourists may enjoy traditional dances and traditional ceremonies that provide opportunities for tourists to see and experience different cultures and traditions, these depend to the presence of the enough number of the skilled tour guides to organize and to arrange. 

Despite of the positive effect created by the skilled tour guide on providing services to the tourists to facilitate the tourists’ satisfaction, then there are the negative effects and this is due to the presence of the unskilled tour guides at the Ikona. In this case, reported number of tour guide at Ikona was considered unskilled by the tourists thus it affects their level of satisfaction (Table 4.5). It has been observed that virtually there is poor tourist information center in common places for tourists. Local people willingly provide information for the tourist and sometimes act as tour guide, this always create the bad image to the tourism of the IWMA.

Lastly, Table 4.5 presents the point that site location acted as a factor which positively affect tourists’ satisfaction, this point describes the positivity effects of the destination that the tourists faces during their tour to the area. One of the most detailed definitions within this classic approach states that “site location is a geographical area, which contains landscape and cultural characteristics and which is in the position to offer a tourism product, which means a broad wave of facilities in transport accommodation-food and at least one outstanding activity or experience” (Framke, 2001). Site location is a site that tourists are going for the leisure activities, it can be a national park or the wildlife management area such as Ikona. It is a fact that tourists are more interested to combine more than one activity in a trip to a destination. 
In addition, with regards to adventure activities, a mix of more active and less active activities, including opportunities for relaxing and sightseeing, may hold some attraction to tourists who are visiting at the Ikona. With wider variety of choice of food to the Ikona, the authority can use the diversity of food in Ikona to a one of the advantages in destination and this could improve the image of destination. The authority at Ikona must try to keep the destinations for the tourism’s purposes, which are famous because of their environment as pure as possible and checks the beautiful of the environment pureness. If tourists find that it is quite the same like that, they had expected they would feel entertain themselves and they have to spend their money for what they like and feel. This will enhance more time in visiting the destination and satisfaction. 
Ikona still lags behind other leading competitive destinations in the region, particularly in terms of designing an appropriate strategy and being concerned about tourists’ satisfaction. Measuring tourist’s satisfaction in Ikona becomes important because tourists’ satisfaction is so important to successful destination marketing, and it influences the choice of destinations, the consumption of products and services, and the decision to return to the destinations. Meanwhile, repeat traveling depends on previous satisfaction and reception services. It is important to ensure that tourism industry gain sustainable development and tourists are amongst others satisfied with the services provided by travel agencies and tourist enterprises at the Ikona. This can be achieved by managing service quality to maintain a sustainable tourism environment and measuring tourist’s satisfaction.

Destination has to establish the tourists’ satisfaction but apart from that, then here are the notes that a destination can have the negative impact so as to have the complaint from the tourists. The idea presented by 27.39% of the tourists and the tour guides (Table 4.4) who said that the site sometimes might be far from their campsite which require much time to reach. Results showed that, tourists complained about crowding especially during high season the period of July to January where there are large disturbances on the attraction. The big number of motor vehicles entering the IWMA and conservation area in a day during high season, and this go further to the maximum number of tourists in a vehicle and in the area. This cause disturbance to the attractions as numbered of the motor vehicles to the single points of the attraction.
However, the number of the tourists and the motor vehicles are extremely increased. This can cause the negative impact on the ecological carrying capacity of the destination. Thus, it causes land pollution and air pollution/ littering caused by vehicles to the destination area, and sometimes it addresses the problem of behavior misconduct such as going off-road that causes environmental destructions and disturbances to the wildlife. The tourists and the tour guides whose have good feeling with the ecological conservation interviewed and narrated:

“The tourism off road causes the destruction of the land scape and destroy the image of the area, this had also caused of the soil erosion” (January, 19, 2020).

The interviewee (Table 4.5) give the clear insight of the data collected through interview, they were also demanded to provide their opinions about the factor affecting tourists’ satisfaction at Ikona. One of the tour operators was interviewed and had this to say:

“The tourists need to come to visit to our country but the agent once they meet the tourists, they increases the price of the tourism products that make the attraction site not visited by the tourists to fear the high prices” (Interview, January 24, 2020). 

From his explanation, we notice that most of the tourists affected by the middlemen who tend to increase the price and fees of tourisms for their personal benefits. One of the tourists from South Africa interviewed and had this to say:

“Unlike the countries like Malawi, Zambia, Namibia, Uganda, Kenya and South Africa, Tanzania said to impose high tourism fees. (January 24, 2020).

Therefore, those quotations tried to prove that tourism in Tanzania is affected by various issues as explained above. The authority at Ikona has to come up with number of remedies to ensure the satisfaction of the tourists. 
IWMA need to make sure that they provide the best quality services to tourists so as to get a good comment. When tourists visit at IWMA and get the best service they will give a good recommendation when they go back to their countries. According to the results most tourists who visited at IWMA got information’s about the destination from their family and friends. Since tourists trust the recommendation they receive from their families and friends they create the good friend-line between the IWMA and the tourists. This is one of the best ways the IWMA authorities market the destination as they sell the tourism attraction to the tourist, this influence repeat visits by tourists. Therefore, it is particularly important to ensure that the visitors have a positive experience on each visit so as to increase the number of repeat visitors who will be loyal to the parks.
4.5 Measures to Improve Tourists’ Satisfaction at Ikona Wildlife Management Area

In this study, different measures were proposed to improve tourists’ satisfaction. Some of the measured include improvement of infrastructures, reducing entry fees, ensuring security and fighting poaching, good tourisms policy, enough tourism ambassadors, free entry to the natives, preparation of skilled tour guides, and the creation of mult-entries in and out of the site. The data presented in Table 4.6 provides information on what can be done to improve tourists’ satisfaction at IWMA. 
Table 4.6: Measures to improve tourists’ satisfaction at IWMA
	Respondents on the measures to improve tourists’ satisfaction 
	Tourists
	Tour guides
	Total 

	
	Frequencies
	Percentages
	Frequencies
	Percentages
	Frequencies
	Percentages

	Improvement of Infrastructures 
	31
	53.4
	13
	86.6
	44
	56.4

	Reduction of entrance fees 
	23
	39.6
	6
	40
	29
	37.17

	Ensure security and fighting poaching  
	42
	72.4
	7
	46
	49
	62.8

	Implementation of tourisms policy 
	18
	31
	0
	0.0
	18
	23

	Creation of tourism ambassadors
	11
	18.9
	0
	0.0
	11
	14.1

	Free entry for the natives 
	15
	25.8
	6
	40
	21
	26.9

	Preparation of skilled tour guides
	26
	44.8
	3
	20
	29
	37.17

	Creation of multi-entries in and out of the site
	0
	0.0
	10
	66.6
	10
	12.8

	TOTAL 
	166
	285.9
	45
	299.2
	211
	270.34


Source: Field Survey, 2020
4.5.1 Improvement of Infrastructure
Table 4.6 shows that, 56.4% of the tourists and tour guides said that, in order to improve tourists’ satisfaction, there must be improvement of infrastructures. Infrastructure improvement enables smooth travel of tourists and tour guides from one place to another. Tourists can be able to access attraction site, accommodation and other services supported by the good infrastructure such as roads, hotels, and accommodation.
Infrastructure facilities contributed to the satisfaction of the tourists. The road system has been developed at Ikona. In the study area there are transport companies with quality vehicles and reasonable price which are available all the time. Those tour operations have offered game tours for those tourists visiting the Ikona Wildlife Management Area. Tourists are satisfied with their trip or journey due to quality of the services provided such as infrastructure, security, cleanliness, natural situation and consumer protection.
Then, the quality of service is part of the process which leads to the formation of the overall satisfaction. In relation to tourists’ satisfaction in Ikona, viewed that some travel satisfactions initiatives should be developed to increase the numbers of stay to the tourists. Among the key factors that support this initiative are the airstrip, hotel, domestic flights, accessibility, and local transportation. The numbers of domestic flights and airstrip have been improving that make Ikona an easily accessible destination by air.

The accommodation and infrastructural facilities of the Ikona wildlife management area contributed maximum to tourists’ satisfaction. For example, if hoteliers provide quality and standard accommodation facilities the tourists’ perceptions and satisfactions will improve. There are many factors were identified that contribute to the satisfaction of tourist’s travel including tourist attractions in Ikona like beautiful scenery, customs and culture. Others are hospitality service providers including tour guides, hotel and restaurant staff, the quality of food and the friendliness of local people toward foreign tourists visiting at Ikona. The services provided as well as the experience felt by tourists have been found to achieve and fulfill the tourist needs while visiting at this area. The tourists who visit at Ikona feel satisfied with beautiful scenery and exciting wildlife those flora and fauna. The tourists feel Ikona needs better infrastructure to give better service and attraction for tourists, the area offers lower priced accommodation and attracts more tourists. 
4.5.2 Entrance Fees
Table 4.6 showed that, 37.17% of the tourists and the tour guides commented that there should be waiver or reducing of entry fees so as to attract large number of tourists at Ikona Wildlife Management Area. Entrance fee are fee paid when entering the park, paid at the gate of entry point, tourists spend a considerable amount of money at Ikona through entrance fees. Entry fees were considered to be high especially to the foreigners. IWMA should review parks and reserves entry fees paid by the tourists from 25USD to 10USD for the non-citizens, and from TZS 20,000/= to TZS 10,000/= for citizens so that more tourists can visit the area.

Although game viewing constitutes the highest component of Ikona tourism attractions, thus making significant contribution that many tourists will visit the area. When they rely on the fixed entry fee to the country’s tourism industry then this would not attract tourists to visit the area. A reduction in fees or charges in order to stimulate greater visitation, which may provide more benefits to host people by promoting learning and life: Using tourism to provide awareness rising on the importance of nature protection. Although the reduction of entry fee to the tourists has the definite important but also it come up with some damages to the conservation issues like the mass tourism which create the pollution.
Provide the tourists with the reduction of entry fees help the following: - encourage people to value and take pride in their local culture and protected areas, support environmental education for visitors and local people, and foster greater understanding of cultural heritage values and resources. Then, they have to establish attractive environments for destinations for residents as much as visitors, and raise the profile of conservation at local, national and international levels. Consequently, park entry fees of Ikona wildlife management area should have been reduced in order to make alike for tourists to visit the area. This move is expected to make Ikona competitive in the region and make welcomes to the tourists, thus attracting a bigger number of both domestic and international tourists. This has giving in the spirit incentives to the travel trade and to ensure tourism growth in Ikona, regional and national.

4.5.3 Ensure Security and Fighting Poaching  
 Tourists and the tour guide said that, in order to improve tourists’ satisfaction there must be assurance of constant security to the tourists and fighting against poaching.  About 62.8% of the tourists and the tour guides said that, security ensure satisfaction of tourists. Constant security to the tourists will ensure their safety and that will reduce fear, later on they will be satisfied with their tourism. 

The tourists have always been conservationists and they feel pain when there is a danger to the wildlife conservation once they make a tour at the IWMA. They bring money to the world of the wildlife conservation at Ikona, wildlife conservation without tourism will not guarantee a future for wildlife. Wildlife contributes to the tourism activities at Ikona and ensure its survival, therefore the authority at IWMA should prevent poaching from operating simply by being active in the area because without acting quickly wildlife will quickly disappear from these areas without their support and the action of the anti-poaching efforts. 

Good communication links are vital to keep poachers out of conservation areas by supporting anti-poaching teams by providing fuel and vehicles to help follow up suspects to reduces the disturbances to the tourists during the low and the high season. The authority at Ikona they can involve rural people in conservation by providing benefits from tourism and this can encourage rural people to appreciate the value of wildlife conservation and to participate generally in anti-poaching activities. Rural people know the hiding points of the poachers very well and poachers are part of life and living within the society. Poaching activities threatens tourists not to come to visits at the Ikona, as they produce the shot of the firearms to kill wildlife species so that tourists are scared. Poachers causes the carcasses to spread to the area so that this makes tourists not feel good once they come closer with this points, they feel disappointed with the Ikona.

4.5.4 Enforcement of Tourism Policy

In order to improve tourists’ satisfaction, the tourism policy must be enforced and implemented in order to meet the needs of tourists. As presented in Table 4.6, 23% of the tourists and the tour guides recommended that the Government of Tanzania and tourism sector must enforce and implement the tourism policy. Tourism policy is a set of discourses, decisions, and practices driven by governments in collaboration with private and public actors with the intention to achieve diverse objectives of the tourism (Velasco1, 2016). Tourism policy acts as a guiding principle for the tourism sector in Tanzania. Tourism policy encourages and support investment in tourism. Tourism policy enabled planners, investors and other vested interest groups understand tourist expectations and formulate strategies, master plan and a balanced approach toward sustainable tourism development. The proper enforced policies will generate funding for the wildlife conservation, enable local profit-sharing and employment, and will generate good infrastructure like roads and social services which will provide services to both the local community and the tourists. The authority at Ikona must implement the government policy documents to ensuring that beneficiary’s community and the tourists are involved to the wildlife conservation and nature-based tourism are sustainable for the presence and the future generation.  
Ikona authority should develop a tourism policy on tourism safety against potential risks and this will influence the presence of the tourists’ satisfaction. The policy will provide the safety and security and has been playing an indispensable role in the perceptions on the image of the Ikona. Also, it may create or change the perceptions of what tourists and potential visitors immersed within their trip, a personal experience can directly transform the positive or negative image of the Ikona destination to consumers. Tourism policy enhances funding for the tourism promotion activities and the absence of the professionalism like those of the tour guide and the staffs of the hotel who provides quality services to the tourists. The investment in human capital for success in tourism has improved and will create the implementation of profit and the tourist’s satisfaction. The interviewed tour guide at Ikona had this to say: 

“Adequate infrastructural facilities like accessibility, accommodation, lodge, airstrip, aircraft, water availability, toilets, signage and telecommunication ensure longer stay of tourists and to enhance their satisfaction” (January, 18, 2020).  

4.5.5 Creation of Tourism Ambassadors
About 14.1% of the tourists suggested that there is a need for creating various Tanzanians tourism ambassadors who will advertise the tourism sector in Tanzania (Table 4.6).  Tourism ambassadors will attract tourists from different corners of the world. Tourism ambassador is someone who is elected to become a public figure to improve the tourism and culture of certain regions, also can stand for the attraction of the Ikona WMA and sell them to the tourists or the world tourism market (Majid, 2016). These people are those like officials, models, leaders, musicians, politicians and popular people within the society. As a tourism ambassador, you have to get used to protect the environment, keep it clean and encourage others to take action the same way. Don’t be afraid to stand front of the national or world and talk the attraction of the Ikona wildlife management area so that to attract many tourists to visit the area, you put to welcomes clients. Entertainment from different traditional groups, modern ways of promoting and marketing Ikona, seminars presented by tourism officers, exhibitions, other programs and live performance from the talented local musicians around Ikona. Those will be part of the activities performed for the purpose of creating more awareness on tourist attractions in Ikona so that to attract tourists to visit IWMA.

4.5.6 Free Entrance
Nevertheless, 26.9% of the tourists and the tour guides proposed that there is a need to make free entrance for the indigenous people to visit tourism attractions in Tanzania (Table 4.6). Indigenous people are the people originally live-in certain parts of the world. These groups have their own languages, cultures and traditions. They define themselves as ethnically and culturally distinct from other inhabitants of the countries/regions in which they live. Typically, their cultures and traditions have had to withstand the social, cultural and economic effects of tourism. 
Indigenous peoples often have a deep affinity with their lands and natural environment, but have frequently been regarded as ‘inferior’ and ‘under-developed’ by authority to participate in the tourism industry. Indigenous people at Ikona and other area around have now become well-known paths for the tourists searching for authentic experiences to the destination area where there are home origin and they have to welcomes tourists. This can be positive that it can assist cultural revitalization and be a force for empowerment to participate to the tourism activities at Ikona and be part and parcel of it as they face tourists and keep them feel well. On the other hand, it may see the often-marginalized people and their villages becoming mere showcases for tourists, their culture reduced to souvenirs for sale, their environment to be photographed and left without real engagement. 

Domestic tourism offers immense opportunities for the private sector to grab by organizing tours targeting different groups in the society to visit at Ikona especially during weekends and vacations. Lack of domestic tourism awareness is a gap and opportunity for players in the private sector to take advantage and contribute to national economic building efforts. Indigenous people are encouraging for free entry particularly those in Ikona and nearby regions to take advantage of various natural tourist attractions at Ikona for escape and leisure after hard work. This will promote in largely the tourist’s satisfaction for the tourists who visits the area, because this promotion will come together with the quality services and the establishment of tourism facilities.

Various efforts should put in promoting domestic tourism at Ikona has paid off for the purposes of increasing number of tourists for the efforts of increasing the local economy at the Ikona. It is the high time now for players in the private sector at the Ikona to influence indigenous people to become tourists in their own region-to enjoy the leisure of the country's diverse Natural Heritage. The indigenous people have to make visiting the natural attraction for free in order to encourage other people to have the access to come and enjoy the attraction left by their ancestors. Private sector may design affordable and attractive packages for locals in groups which suit most of corporate and individual people. Local people travel from different parts of the regions to visit tourism attractions and the authority remain spectators with educating the people that not believing that tourism is for foreigners. Regular visits of the political leaders and their family in the Ikona's tourism attractions can enhance domestic tourism and its contribution to the economy. Leaders and influential figures could easily influence and create new visitors to the Ikona, hence increases domestic tourisms. The visits of the local leaders and other influential figures from within the societies of the indigenous people are important in influencing the locals in an endeavor to promote domestic tourism.

Also, the data show that tourists suggested the government of Tanzania should prepare enough number of skilled tour guide to make tourism active and more interesting. A tourist guide is defined as a person who guides groups or individual visitors from abroad or from the home country through specific historical sites or venues, and enthusiastically promotes the cultural and natural heritage of the tour destination in an entertaining manner, and in the language of the visitor’s choice (EFTGA, 1998). The idea was pointed by 37.17% of the tourists and the tour guides (Table 4.6). The government of Tanzania can achieve such suggestion through establishment of college special for the producing skilled and qualified tour guides who will be multilingual. 
The enough number of tour guides at Ikona will regards to the finding out the satisfaction level of the tourists from the guiding services provided by them.  This reveal that the tourists were satisfied with the quality services provided to them from the tour guides. The management should therefore place proper direction signs as a guide to enable customers to visit the attraction within Ikona without a tour guide. Tour guides and interpreters their requirements, expectations and interaction were compared with overall satisfaction of the tourists toured at the Ikona. The degree to which these expectations were met determined tourists’ satisfaction with the tour as a whole, among the general facilities considered the attitude of the tour guide is mostly admired by the tourists at Ikona. Tour guides and their companies always they have to arrange and prepare the variety services offerings toward both domestic and foreign tourist. Those services are tourist information center, hotel and restaurant reservations, tour guide and interpreters, air ticketing, tourist consultation, directing and managing vacation packages and other services.   

The respondents tell us that in order to improve the tourists’ satisfaction, there is need to have many entries in and out the site thus tourists can have the varieties of the entry and the exit points this can make them feel comfortable during a visit (Table 4.6). This idea is supported by 12.8% of tourists and tour guides. Currently, at Ikona there is only one way in and out. Tourists has no the choice of the road accessibility, this act as obstacles towards tourists’ satisfaction whereby the road sometimes is rough and causes disturbance to the tourists. During rainy season the roads are not well passable due to the muddy which causes motor vehicles to stuck. This is to implement the Ikona wildlife management area with the several entrance and exit points to the tourists when they make a tour to the area. The Ikona destination must be accessible and have appropriate infrastructure to sustain the level of tourism activities during both the low and the high season. 
Along with maintaining and upgrading roads, airstrip, aircraft, promoting sustainable means of transportation to and from the protected area, and building communications net-works such as landline telephones, cellular telephone towers and internet access. This facilitates the necessary virtual and physical connections among tourists, the local community, the protected area and the outside world from the point of the Ikona tourism. Roads and trails in natural areas increased accessibility of the tourists to reach the destination point and to leave, thus it create the good image of the destination and bears the repeat customers. Apart from that, the data gathered through interview were also come up with the measures to counter-attack the problem of tourists’ unsatisfactory trend at Ikona wildlife management area. One of the tour guide interviewed narrated that: “Price level of the tourism products is very high in Tanzania like to get into the Ngorongoro Conservation Area to the crater is very high then the government should decreases the price levels and makes it open to everyone worldwide” (Interview, January 19, 2020).

In his explanations, he suggested to reduce the amount of money imposed to the visitors in visiting various attractions in Tanzania like that of Ngorongoro Crater which seems to be high. Another tour operator tried to focus on the improvement of infrastructures like roads around and within the site. He interviewed and had this to say;

“There is a need to make sure that the roads are well maintained to remove the 
problem of stacking in the middle of the jungle” (Interview, January 22, 2020).  

Moreover, another tour operator recommended something very interesting and thinking it work well in improving tourists’ satisfactory at Ikona. He said that in order to satisfy our beloved visitors, there is need to increase the number of attractions particularly adding some wild animals which seem to be missing here or few in number. A tour operator interviewed and narrated:

“In fact, most of the tourists are bored when they did not meet the kind of animals they were expecting before and I think the better way to meet their satisfaction is to add animals from other sites which seem to be missing here or limited in number like sable and roan antelope” (Interview, January 19, 2020).

Therefore, the above comments show various measures which need to be adopted to boost tourists’ satisfaction over our attractions at Ikona wildlife management area as suggested by the tourists and the tour guides. 

4.6 Discussion of the Findings 

4.6.1 Advantages of tourists’ satisfaction at Ikona Wildlife Management Area 

The study found that, the satisfaction of the tourists brought a lot of advantages to both individuals and the government at large. These advantages included employment opportunity to the individuals, cultural exchange between the indigenous and the visitors, domestic income increase, improved international relations, government collected revenues and contributed to the improvement of social services and infrastructures. 

The first advantages of tourists’ satisfaction increase their flow to country of destination as a result created employment opportunity. Tourism industry generates jobs in the different domestic industries, such as agriculture, transport and other services (Coccossis, 2008; Constantin & Mitrut, 2008). Tourism at the Ikona created employment opportunities to the local people and the host as they employed in private sectors and the government sectors to provide services to the tourists. They are the tour guides, environmental cleaner, drivers, balloon riders, rangers, hotel staffs, entrepreneurship, pilots, and the garage man. With respect to accommodation and providing better services to the tourists in the Ikona, the hoteliers should take actions like undertaking more training and development activities for their staff and recruit high skilled and educated employees (Jayasinghe et al., 2015).

 Exchange of culture was another advantage of tourists’ satisfaction. Günü et al. (2009) state that, cultural attributes can interact tourists within their trip in three kinds, namely, the physical such as built heritage, the general such as the everyday life in the host community and the specific cultural activities of the host community like rituals and festivals. Frequent interaction with guests helps locals people at Ikona become more confident and improve their social skills, this considering tourism as a metaphor of cultural transformation (Gmelch, 2003, p.190). In creating leisure mood or local atmosphere of the tourists at the Ikona wildlife management area, the hotels and motels often play traditional music with local language to attract customers and to fulfil their needs and wants. The trend is evident in the rise of the volume tourists who are seeking a variety of experiences such as ethnic experiences, culture, history, archaeology, and encounters with local citizens (Gunn, 1997, p.28). This boosted the growth of new modes of local culture through tourism consumption. Rising demand in tourism at Ikona has contributed to the growth of cultural and heritage tourism. 
Increasing of domestic income, the tourism sector is a very important income generator (Salman & Hasim, 2012). However, at the same time it can be a force for poverty reduction reducing poverty through tourism (Bolwell & Weinz, 2008). Understanding of the factors influencing tourists’ satisfaction at Ikona could help the local economic and provide direct jobs in retail trade, accommodation, restaurants and health services. Tourists’ expenditure at the Ikona wildlife management area generates income which contributes to an increase of the national economy and to the authority and the host people who work within near the area. There is enormous scope for the tourism industry at the Ikona to contribute better to less poverty where the poor can benefit from an integrated approach of the tourism industry. 

The Ikona authority should create distribution networks: Firstly, using different media channels to promote attractions by setting up a website and use social media tool such as facebook, and twitter, on which includes attractions and other resources founded at the Ikona (Majid, 2016). Second, to participate in local and regional tourism trade fairs. Each festivals or exhibitions will be an opportunity to introduce attractions and its tourism to foreigners. All activities related to Ikona wildlife management area in the tourism market are also become a factor to strengthen the Ikona’s tourism activities. Lastly, organizing or hosting local events to promote the image of the Ikona tourism. 
Government revenue, the big number of the tourists visiting at Ikona are the more the government collecting revenue through tourism industry. The number of tourists has increase significantly which contributes to the revenue growth to the local economy (Dinh, 2012). Tourism is vital sector of Ikona economy and contributes significantly in the national foreign exchange earnings. The flow of tourists directly and indirectly at the Ikona contributes to Global Domestic Product of the country, and is expected to grow as various measures are taken by the government to develop the tourist destinations and the modern moods of the tourists’ satisfaction. Balance of payments with respect to tourism at Ikona, is very important with regard to travel and tourism sector. Travel receipts are mainly determined by the number of tourists visiting at the Ikona during both the low and high seasonal. 

Social services and infrastructures, social services and infrastructures tourism supports to develop and reconstruct the community infrastructure and facilities (Gmelch, 2003, p.10). This includes airports, roads, sewage treatment, landfills, electricity, and telephone. Others are office’s building, airstrip, aircraft, sign boards, toilets and information center that help in providing services and satisfying tourists. At Ikona, tourism infrastructure as they are the results of the tourists’ satisfaction brings advantages to the local community, as they are provided with social services. Local people at Ikona and from other areas around are provided with the electricity services, health services, transportation, road, and water services for the domestic uses from the water well and the rivers. Other services are security from the Ikona authority as they take measures once there are the problem animals attacks the farms and destroy crops of the local community. The village game scouts act quickly to stop the problematic animals. Elephants, buffalos, lion and leopard are the animals numbered to causes damages to the local community property. The animal’s predators cause the depredations of livestock, and there are the loss and wounded of the local people from big cat, buffaloes and elephants.
4.6.2 Factors affecting tourists’ satisfaction at Ikona Wildlife Management Area 
The study found several factors which affected tourists’ satisfaction which include infrastructure, language, tour guides, site location, and poaching. The first factor affecting tourism was infrastructure. For comfortability and enjoyment tourists need better infrastructure such as good roads, good accommodation and the like (Pramesti & Pramono, 2012). Improving infrastructure is another important factor for the Ikona to implement as important factors for the tourists’ satisfaction. Shopping malls, museums, restaurants; cafes, eating places, visitor’s information center, sign-board, airstrip and other facilities must be available during the low and high season at Ikona to make sure that tourist have access to them. Many reasons cause tourists to be satisfied with their trip or journey, including the quality of the services provided, such as infrastructure, security, cleanliness, natural situation, and consumer protection (Handszuh, 1995). Ikona has to establishing the routine maintenance of the infrastructure in order to make accessibility to different variety of the attraction site. 

There are several elements such as infrastructure, and legal matters which have lower perception level of the tourists (Boediman & Agie, 2013), the presence of the poor infrastructure at Ikona negatively affecting to tourists’ satisfaction. Ikona Wildlife Management Area, currently encountering many challenges. Some of the infrastructure and facilities for tourism development are still under-construction, poorly maintained, they are still inadequate and the road network are seasonal. Tourists are disappointed with poor transportation services and road infrastructure (Mehedy & Shahnewaz, 2014).
Language, language can create the good relationship between the host people and the tourists, thus it creates kindness and hospitality on handling tourists at Ikona. Tour guide and the host people are required to talk the language of the tourists or to understand the requirements of the tourists to make sure that the customer care are provided to keep them satisfied. The english today is international language, and most of the tourist establishments require employees at the Ikona to speak english in addition of the local language of the area because the language has become the familiar language for almost all human beings. Although, some of the tourists at the Ikona from the country which are not English speaking they demand to have the services provided by their language to the destination for satisfaction. Ikona should conclude the use of language, especially in the form of promotion, instructions and other written material with the western languages so as to capture the attention of the tourists. 

Language comes with the misunderstanding with the tourists and the host people. It happens when the tourists fail to understand the native language of the host people and sometimes it is difficult to get interpreter in some of the languages like swahili and the traditional language by the local people at Ikona. Language skills did not meet the requirements of tourism development (Al-Saadi, 2015). The major concern of the tourists visited at the Ikona is about the services from local tour company is the language problem of tour guides that they not keep them satisfied. Thus, the tour companies at Ikona should recommend their tour guides to improve their western language speaking skills such as English, French, and Germany language. Tourists may meet some difficult in communicating with local people and the tourists guides which impact on their lower rate on perception (Quach, 2013). Tourists who came from France and Germany do not understand english and swahili language as most of the sign boards are written in these languages that is why most of the tourists found it not to be need based. 

Climatic condition, the personal satisfaction or pleasure of each tourist may be influenced by climate condition or weather. Then, before travelling, tourists often check the weather forecast to prepare their packing strategy, if is quite similar to what they previously expect (Quach, 2013). Then at Ikona, there is the rain season and the hot season throughout of the year. Favorable climatic conditions at Ikona are during the months of July, August, September, October, November, December and January influence destination choice and as a result national and global tourist flow, then important factors in tourists’ satisfaction and activity participation. That’s why climate or weather is primarily an impetus for attracting visitor to the destination (Hall & Higham, 2005). 

The climatic condition negative effect some of the tourists survive with difficult in some of the climatic condition which will hinder their level of satisfaction to the tourism process. This physical aspect includes the specific meteorological elements like rain which is the main cause that bring down the satisfaction of the tourists at Ikona. This fundamental may cause the discomfort experience for tourists during their stays at Ikona. During the rainy season at Ikona there is no accessibility to reach the attraction site or the accommodation, as the roads and the airstrip become less functioning due to the flooding. 

Price level, better pricing of goods and services, and informing tourist about reasons of expensive goods and services could improve the image of Ikona destination and that is all for the tourist’s satisfaction. This will decreases the level of the complaint from the tourists as they are informed before about the products and the prices and they get ready for the purchasing power. The Travel and Tourism Competitiveness report (2009) mentions that price seems to be an indispensable attribute of competitiveness which influence the tourists on deciding where they are going for their trip. Therefore, the authority at the Ikona wildlife management area must provide economical services beside luxury ones with the high costs, to enable those tourists who cannot afford to spend much also in order to reap of the tourism industry in Ikona. These fundamentals skills will influence the tourist’s satisfaction at Ikona as the tourists they get the proximity with the production of the services and the prices created by the authority and the investors.

Sometimes the price causes the complaint and the dissatisfied to the tourists. Tourists claimed that have been imposed with high cost because of being foreigner so they seem they have the more purchasing power. In general, tourists were modestly satisfied with the convenient of accommodation; however, during the peak season between july to january, accommodation cost becomes high due to a huge influx of national and international tourists. There is no typical tourism product which is specialized for local people for the reasonable price so that they cannot afford which relate them complaint. Therefore, some tourists have a very bad experience in paying a high price but receiving poor services. This makes them trouble with the local people as they had to pay high price with the poor services. 

Positively, the authority at Ikona WMA shall organize themselves to keep the proportional number of the skilled tour guides with the tourists visited to the destination. The tour guides should be well-trained and able to share their experience and stories to make a good impression and reputation of Ikona tourism. The presence of the skilled tour guides are the important skills needed at the Ikona wildlife management area when they produce the information to the tourists and these information create the good relationship between the tourists and the destination, thus it is the tourists’ satisfaction. What is felt by tourists during or after participation in a travel activity gives them satisfaction (Mahmmod et al., 2013). 
Tourists visited at Ikona has complaining of the presence of the poor number and unskilled tour guides, trained tourist guide, and signposts were almost not in good quality. Numbered of the tour guide at Ikona was considered unskilled by the tourists thus it affects their level of satisfaction. 

Site location, site location acted as a factor which positively affects tourists’ satisfaction, this point describes the positivity effects of the destination that the tourists face during their tour at Ikona. Hu and Rithie (1993) state that a site location “reflects the feelings, beliefs and opinions that an individual has on destinations and see the ability to ensure satisfaction with his holiday special needs”. The authority at Ikona must try to keep the destinations for the tourism’s purposes, which are famous because of their environment as pure as possible and checks the beautiful of the environment pureness. Because, if tourists find that it is quite the same like that, they had expected they would feel comfortable themselves and they have to spend their money for what they like and feel. (Konečnik and Ruzzier, 2006; Hosany et al., 2007; Dawes et al., 2008) regarding site location as brands available for tourists and being alternatives in their choices is very common. Meanwhile, repeat traveling depends on previous satisfaction and reception services. 

Results shows tourists have complained about crowding especially during high season the period of July to January where there is the disturbance to the attraction thus causes the complaint. The big number of the motor vehicles enters at Ikona conservation area in a day during high season, and this go further to the maximum number of tourists in a vehicle and in the area. Thus, it causes land pollution and air pollution/littering caused by vehicles to the destination area, and sometimes it addresses the problem of behavior misconduct such as going off-road that causes environmental destructions and disturbances to the wildlife. Sometimes the point of the attraction might be far from their campsites which require much time to reach, this causes complaint to the tourists.
Poaching, poaching has attracted global attention and Tanzania has been slated as one of the worst offenders (Kideghesho, 2016). Poaching is mainly to blame for the decline of tourists, and it creates a bad image and therefore fewer number of tourists visit at Ikona. It reduced wildlife populations and changes in animal behavior diminish the chance of the tourist to observe wildlife. Poaching threatens security at Ikona because of shootings, encounters with poachers and armed anti-poaching patrols make tourists feel unsafe. This results in lower numbers of tourists, reduces tourism activities and affects the long-term sustainability of tourism at Ikona thus make tourist to consider Ikona as a point of no return.

To stop poaching needed to adopt a broad approach that involves many tools and partners, and targets the entire trafficking chain (WWF, 2020). Strong patrol should establish to the park to stop poaching activities and to straighten tourism activities. Joint patrol which will join different organization like Serengeti National Park, Ikorongo/Grumeti Game Reserve and the Ikona village game scouts should be organizing to patrol inside and out of the park. The stakeholder of the tourism industry at the Ikona should participate to the wildlife patrol to stop poaching. Then, the outreach program should be established that is to reach the local community with the trained different methods and skills of natural resources conservation. Those are tree planting and sustainable use of forest resources for the bee keeping. Others are the alternative energy sources, eco-tourism and approaches to reduce human-wildlife conflicts from crop-raiding and injuries/deaths to people. 
4.6.3 Measures to Improve Tourists’ Satisfaction at Ikona Wildlife Management Area 
Measures to improve tourists’ satisfaction were the last objective of this study. The study found that in order to gain massive satisfaction of the tourists at IWMA there must be a well maintenance and improvement of infrastructures, reduction of entry fees, stop poaching, implement tourism policy, train tourism ambassadors, good number of trained tour guide and increases more entries and exit point.
Improvement of infrastructures, satisfaction with various attributes (components) of the destination leads to overall satisfaction (Kozak & Rimmington, 2000). Those tourists who stayed in the hotel located inside of the Ikona wildlife management area are likely to be more satisfied than those who stayed located outside of the park. This is because they stay where there are the attractions so they feel more comfortable. Hence, to enhance otherwise to preserve the current level of tourist’s satisfaction with hotel loadings, the government should encourage investors to engage more on hotel industry inside the Ikona. Then, destination’s facilities have also improved to create a comfortable space for guests, by renovating or building new infrastructure and facilities. This will attract more tourists to visit the park and influence good welcome. The destination site need better infrastructure to give better service and attraction for tourists to have been satisfied (Pramesti & Pramono, 2012). The authority at Ikona should do the following to support tourist travel at the Ikona. Firstly, the airstrips must be upgraded to improve the quality of the runway as well as to welcome new domestic and international tourists. Second, the road system has been also developed in high quality. 

Reduction of entry fees, Kenya Wildlife Service (KWS) has reviewed her parks and reserves entry fees downwards starting November 1, 2016 in order to influence the numbers of the tourists to visit the parks. Entrance fee to the Ikona Wildlife Management Area, can potentially help fund protected areas and their conservation mission, this will enhance the tourist’s satisfaction by improving services facilities. A reduction in entry fees by the Ikona will stimulate greater visitation to the tourists, promoting learning using tourism to provide awareness rising on the importance of nature protection. This will make Ikona more competitive in the country, thus attracting a bigger number of both domestic and international tourists. Managing of tourism entry fees at the Ikona will achieve conservation and tourism benefits by looking at how fees charged for tourist activities will reducing to attract more clients. Decreasing of the entry fee mean that the high demand of the products, more tourists will make tour at the Ikona Wildlife Management Area and paying more entry fees. 

Poaching, poaching activities are the one major factor which hinders the tourists’ satisfaction at the Ikona. This illegal activity reduces the satisfaction level as the kill of the potential wild animals to the tourists, especial the big five animals’ lion, leopard, elephants, buffalo, and giraffes whose they are most lovely by the tourists. Poaching has attracted global attention and Tanzania has been slated as one of the worst offenders (Kideghesho, 2016). The Ikona authority has to trains more village game scouts across the area to combats poaching activities and to enhance tourism activities. Conducting patrols day and night to end poaching and grazing of livestocks’ in Ikona Wildlife Management Area. The village game scouts have to observe professionalism and must have good working relationship with the tourism investors operating in the area. One strategy for drawing down the poaching activities at the Ikona would also be ban trade in the wildlife products like a bush meat held to the local market with strongly anti-poaching patrol. 
Tourism policy, policy makers should continually strive to increase the level of customer satisfaction (Sutanto, 2009). The authority at Ikona should implement the forest policy to ensuring nature-based tourism contributes to sustainable forest management in the Ikona. This will require well defined and properly enforced policies to protect the forest and the wilderness area. The authority at the Ikona has to measure the satisfaction level of tourists regarding the services provided. The World Tourism Organization (2011) mentioned that every country should develop a national policy on tourism safety to against potential risks. The Ikona authority will have ensures the safety and security to the tourists that are to play an indispensable role in the perceptions on the image of destinations. This will create or change the perceptions of what tourists immersed within their trip.

Tourism ambassadors, the tourism ambassadors will be most important people to sell the Ikona to the world tourism, this will be more successful when use of the social media both local and international on selling the tourism attraction for the tourism performance (Majid, 2016). Local social media around Ikona WMA are Goodtime Television Musoma, Bunda FM Radio, Victoria FM Radio, and Metro FM Radio. International social media are Radio Free Africa, Radio Tanzania, Independent Television, East African Television and Tanzania Broadcast Cooperation. There will be a lot of contributions made by the tourism ambassadors at the Ikona tourism by making use of the social media to promote the tourism activities to be at its maximum level. Therefore, Ikona authority should train more people to promote tourism and attractions and this will expect to draw the attention of the hundreds of tourists. 

Tour guides, the study by (Cohen, 1985; Fine & Speer, 1985; Holloway, 1981; Hughes, 1991) tourist guides play different roles within their work, such as leader, salesperson, teacher, information giver and organizer. Tourist guides are front line professionals who, unlike any other tourism players establish a close, intense and influencing contact with visitors at the same time protecting interests of sustainable tourism (Rabotic, 2010). The professionalism, quality of service, knowledge and authenticity given by a tourist guide, adds value to all tourists visiting at the Ikona. The authority at the Ikona wildlife management areas and the investors should employ and train more guides to provides quality services to the tourists. The quality and enough number of trained tour guides at Ikona will regards to the finding out the satisfaction level of the tourists from the guiding services provided by them. 
Entries and exit point, Ikona wildlife management area should be provided with the several entrance and exit points to the tourists when they make a tour to the area. Transport accessibility support tourism development (Celata, 2007), the entries and the exit point of the Ikona should be supported by the easier accessibility. Accessibility (Kim, 1998), p.345) refers to how easy for visitors to reach a chosen destination. 
Ikona should make more accessible by road and other means of transportation to the park in order to attract larger numbers of tourists. The park should be established by the numbered access of entrances and the exit point for the easier and accessible reach and outlet. Then, Ikona should use the mechanism of having many entrance and exit gate to prevent disturbance to the tourists for the presence single entry gate. This will enhance the satisfaction of the tourist.
CHAPTER FIVE

SUMMARY, CONCLUSION AND RECOMMENDATIONS

5.1 Introduction 

This chapter presents the summary of the findings, conclusion and recommendations 

5.2 Summary of the Findings 

This study investigated factors affecting tourists’ satisfaction at Ikona Wildlife Management Area in Serengeti, Tanzania. This study was guided by three specific objectives which were; to identify advantages of tourists’ satisfaction, to examine factors affecting tourists’ satisfaction and to identify measures to improve tourists’ satisfaction. The study was carried out at Ikona Wildlife Management Area in Serengeti District, Mara region. 

The first objective of this study aimed at finding out the advantages of tourists’ satisfaction at Ikona Wildlife Management Area. The findings revealed that, the higher the tourist’s satisfaction the higher the benefits. Various benefits were presented by the respondents. The study found that whenever there is satisfaction to the tourists, there will be employment opportunities among the indigenous people. Results showed that, satisfaction of tourists brought about good international relation between the host country and their visitors.
Meanwhile, the findings revealed, satisfaction of tourists brought other tourists because they shared experience over our attractions found in Ikona. Also, the satisfaction of tourists may result into advancement and improvement of the infrastructures found at Ikona because the number of tourists would be high and government can put seriousness over the issue at Ikona. The findings also show that the satisfaction of tourists went hand in hand with influx of tourists and this will result into cultural exchange with the natives. 
The second objective of this study was to examine factors affecting tourists’ satisfaction. The study established that there are various factors which affect tourists’ satisfaction. The findings show that absence of skilled tour guide affect the satisfaction level of the tourists. They tend to be satisfied when they are guided by the well and skilled tour guide. Also, the study found that whenever there is poaching, tourists tend to be scared and this affects their satisfaction level. The study went far and come up with the findings that the presence of poor infrastructure like roads will eventually affect the satisfaction of the visitors. Moreover, the study established that language barrier do affect the satisfaction of the tourists because they do not understand one another with the natives. This happens to some language like Chinese language which do have a very few competent speakers in the host country. 

The third objective of this study determined measures to improve tourists’ satisfaction. The study came up with various remedies on how to improve tourist satisfaction. The study reveals that in order to improve tourist satisfaction, we must first consider a constant security and safety to the tourists. Through doing that, the tourists will feel safe and that will lead to their satisfaction in their course of tourism. Second, the study establishes that through having a well-trained and trustworthy tour guide will ensure the satisfaction of the tourists. This can be achieved by the government to make intervention and establish various colleges to prepare them. Also, the study reveals that through improving infrastructures, reducing entry fees, making free entry especially for the natives and initiating a good and implementable tourism policy will ensure the satisfaction of the tourists. 

5.3 Conclusions   

The first objective came up with the findings that it is true that the presence of tourists’ satisfaction has advantage to both individuals and government. The findings show that the increasing of individual income and the government revenue is possible in the presence of visitors’ satisfactions. Also, the findings proved that tourists’ satisfaction brought about increasing number of tourists at Ikona. The study concludes that, since there are advantages of tourists’ satisfaction, the government of Tanzania should take serious measures to ensure that all tourists blaming are solved to increase their satisfaction level. The second objective was concluded that despite of advantages found in the first objective, there are number of factors which affect the tourist satisfaction. These factors included the presence of poor infrastructures like roads in Ikona, language problem between the visitors and the indigenous; availability of unskilled tour guide was found to be another factor which affects tourist satisfaction and insufficiency security and the presence of poaching. 
The study concluded, the government and other stakeholders should make sure these factors which affect the tourists’ satisfaction should be considered. The last objective was aimed at finding the remedies to increase tourists’ satisfaction. It was revealed that in order to overcome those factors presented in the second objective, there should be improvement of infrastructure at Ikona to make tourists movement easy and smooth. Also, the study found that the preparation of skilled tour guide might be a best solution to boost tourists’ satisfaction level. Other remedies were the creation of many entries in the site of Ikona because it was found that there is only one entry in and out the site. Moreover, it was revealed that there is a need to increase the number of animals who seem to be few at Ikona from other wildlife sites. Therefore, the study concludes that the government which is main stakeholder of all sectors in Tanzania must put into consideration these measures to increase the satisfaction level. 
5.4 Recommendations 

Based on the research findings and the conclusion of this study, the following recommendations were made. 
i) The Government of Tanzania as a main stakeholder of all sectors including tourism should take serious measures to make sure tourists are satisfied when they come to the country and visit attractions found in the country. It can ensure tourists’ satisfaction at the Ikona Wildlife Management Area through improving the infrastructures, reduction of entry fees, provision of constant security and fighting poaching, implementation of good tourisms policy, and the creation of enough tourism ambassadors. Also, making of the free entry for the natives, preparation of skilled tour guides and the creation of multi-entries in and out of the IWMA make tourists satisfied.
ii) The government should collect data about the economic contribution, numbers of arrivals, jobs created and the popularity of destinations. Nobody is really measuring tourist happiness and the impact of tourism on well-being rather than the government, yet these are the insights that would help tourism businesses and destinations to perform better in the future.
iii) A better way of sharing benefits from tourism activities with investors should be instituted as a means to give them a sense of wildlife conservation and tourism that are beneficial to their lives, economic development and needs to be further promoted. The benefit sharing system should be transparent in terms of revenue collected and distribution, so that the revenue should be collected for the development of the IWMA.
iv) Tanzania Tourists Board has to advertise and promote the tourism industry to attract tourists from both local and international market. TTB is responsible for promoting the natural resources, culture heritage and tourism that help tourist in experiencing the destination. Tourism advertising and promotion helps the visitor to get familiar with the place even before visiting it personally, this will result to the satisfied tourists stay longer, spend more and come back again. Also, they promote the provider on social media and online ratings, thereby contributing to business and destination competitiveness and they bring friends and family on their next visit.
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APPENDICES

APPENDIX I:
Questionnaire for The Officials /Tour Guides and Tour Operators at Ikona Wildlife Management Area
1. Name of organization/Institution …………………………………….

2. Age

a) 18 – 30 
[
] 
b) 30 – 40
[
]  
c) 40 – 50 
[
]
d) 50 - 60 
[
]
e) 60 – 70
[
]
f) 70 - 80 
[
]
g) 80 – 90
[
]
3. Gender? 

            (a) Male [     ]
(b) Female [    
]
4. Marital status?



a) Married
[
]    
b) Single 
[
]  
c) Divorced 
[
]   
d) Widow
[
]
5. How long have you been in your organization/Institution? 

a) 0 - 5years
[
]   
b) 5 – 10 years
[
]
c) 10 – 15years
[
] 
d) 15 - 20years 
[
]
e) Other …………………………………………………………………. 

6. Which Department are you working at? 

a) Tourism  
b) Wildlife 
c) Hotel/Campsite  
d) Public transport  
e) Teacher 
f) Vetenary  
g) government leader 
h) Other ……………………………………………….

7. What is the role of your Department in tourism activities? 

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

8. Do you support Tourism activities in your area? 

(a) Yes   [
]

 (b) No   [
]
9. How do you support tourism activities at your area? 

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

10. What are the factors affecting visitors’ satisfaction at Ikona Wildlife Management Area 

…………………………………………………………………………………………………………………………………………………………………………
11. What are the three advantages brought by the tourists’ satisfaction at IWMA?

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

12. What do you expect should be done (government, WMA) to improve visitors’ satisfaction at Ikona Wildlife Management Area in Serengeti, Tanzania?

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

13. What do you expect should be done by the tourist to improve tourists’ satisfaction at Ikona Wildlife Management Area in Serengeti, Tanzania?

……………………………………………………………………………………………………………………………………………………………………
14. Is the number of tourists decreasing?

(a) Yes   [
]

 (b) No   [
]
15. Give reason for your answer? 
……………………………………………………………………………………………………………………………………………………………………

THANK YOU FOR YOUR TIME 

For further information or clarification please contact:
Mr. Peter Mwaibofu

Email: mwaibofup@yahoo.com
Mobile Phone: 0754 896 724
APPENDIX II:  Questionnaire for the Tourists
1. Age?

(a) 18 – 30 
[
] 
(b) 30 – 40
[
]  
(c) 40 – 50 
[
]
(d) 50 - 60 
[
]
(e) 60 – 70
[
]
(f) 70 - 80 
[
]
(g) 80 – 90
[
]
2. Gender? 

            (a) Male [     ]
(b) Female [    
]
3. Marital status?



e) Married
[
]    
f) Single 
[
]  
g) Divorced 
[
]   
h) Widow
[
]
4. What is your nationality?


      …………………………………………………………………
5. How many times have you been visiting at IWMA? 

a) 0 - 1 
[
]   
b) 2 - 3   
[
]
c) 3 - 5   
[
]
d) 5 – 7
[
]
6. Do you expect the number of tourists to increase?

(a) Yes   [
]

 (b) No   [
]
7. Give reason for your answer?

……………………………………………………………………………………………………………………………………………………………………
8. What are the advantages brought by the tourists’ satisfaction at IWMA? 

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

9. What are the factors affecting tourists’ satisfaction at IWMA?

……………………………………………………………………………………………………………………………………………………………………
10. What do you expect should be done (government, WMA) to improve tourists’ satisfaction at Ikona Wildlife Management Area in Serengeti, Tanzania?

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

11. What do you expect should be done by you to improve tourists’ satisfaction at Ikona Wildlife Management Area in Serengeti, Tanzania?

……………………………………………………………………………………………………………………………………………………………………
DEPENDENT VARIABLES





MODERATING VARIABLES





INDEPENDENT VARIABLES





Infrastructure


Language 


Climate condition


Tourism ambassadors


Entry to the local people 


Skilled tour guide


Poaching


Price level 


Culture exchange


Skilled tour guide 


Site location 


Entry fees 


Security and fighting poaching


Multi-entries in and out





Ikona WMA authority by laws 


Tourism policy and strategies 


Investors inputs 


Stakeholders’ inputs 


Local community 


Government 


Rules and regulations 


Serengeti National park 


Ikorongo/Grumeti Game Reserve





Increases in employment opportunity


Economic growth 


Increases income 


Growth of tourism industry 


Increase of International relations 


Government revenue 


Good image and reputation of our country 


Aesthetic value 


Improvement of social services like education, water, health. infrastructure and agriculture 








