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CHAPTER ONE
 TC "CHAPTER ONE" \f C \l "1" 
INTRODUCTION TC "INTRODUCTION" \f C \l "1" 
1.1
Introduction TC "1.1
Introduction" \f C \l "1" 
This chapter presents background of the study, statement of the problem, objectives of the study and research questions. The chapter also presents significance of the study, scope of the study and organization of the dissertation.
1.2
Background of the Study TC "1.2
Background of the Study" \f C \l "1" 
Zeithaml and Bitner (2015) defined service quality as a measure of how well the service level delivered matches with customer expectations. Delivering quality service means conforming to customer expectations on a consistent basis. Vavra (2015) argued that, customers service is series of activities designed to enhance the level of customer’s satisfaction, that is feeling a product or service could met customer’s expectation.

Customer satisfaction referred to a judgment that a product or service feature or the product   or   service itself, provided or was providing a pleasurable level of consumption-related fulfillment (Oliver, 2016). A satisfied customer was to repeat the purchase of the product and, tell other potential customers positive things about the service (Engram and Spreng, 2017). The majority of tourist on service provision creates more demanding, and   therefore increasing their expectations. This led service providers to become   customer focused, which in turn results in the introduction of customer care initiatives in order to improve the quality of services provision (Dale, 2017).

According to Gerpott et al. (2017), international airports provide a variety of products and services in order to attract tourists. This is because, airports   are treated as the heart of a country’s hospitality being the point of entry. More demanding, less giving tourist’s expectations culminate to a challenge of the airports in matching with the increasing and sophisticated service requirements of tourists, creating the rationale to produce delighted and loyal tourists.

Satisfied tourists constitute to the national customer relationship capital. This position was also shared by Kotler and Keller (2012) who sighted that, customer retention is so important as the cost of a new customer is five times more than the cost involved in satisfying and retaining current customers.  The average of the company loses 10 percent of its customers each year, and the customer profit rate tends to increase over the life of retained customers. In addition, McNeale (2016) argued that, understanding tourist satisfaction is key to the survival of any country. Therefore, airports which did not provide services that meet customer expectations often found not attracting new and retaining old tourists. The end result was losing customer base and eventual declined in overall operational and national foreign earnings.
Furthermore, given the dynamic nature of the business environment coupled with the fact that, tourists have become more demanding and highly sophisticated, it has become imperative for airports especially Julius Nyerere International Airport to attract and retain customers through provision of readily available tailored tourist services.  This is critical in determining the ability of airports to survive in this contemporary highly competitive business environment (Chupa, 2015).
Efforts aimed at exploring information on the basis upon whose tourists choose between airports or countries. This helps airports to identify the appropriate marketing strategies needed to attract new tourist and retain existing travelers (Kaynaket et. al., 2015). According to Bank of Tanzania Report (2017), the tourism sector in Tanzania like in many developing economies realized increased foreign earnings over recent years. The banking industry in Tanzania has undergone considerable changes since 1991 as a result of bank liberalization which was announced by the government of Tanzania. The liberalization of banks gave the pace to the establishment of domestic and an international private bank, which has strengthened the financial system of the country. Changes which emerged as the result of banking liberalization in Tanzania has resulted into intense competition in provision of effective and quality services to the customers.
In the age of globalization, the provision of effective and quality services to tourists was becoming a key determinant of the growth and prosperity of the tourism sector in Tanzania.  Tanzania airports like Julius Nyerere International Airport are offering a broadened range of services to cater for the needs of sophisticated and demanding tourists. Furthermore, the   growing   number   of   visitors   to   Tanzania   is   largely determined by how well airports addressed tourist needs and more so exceeds their expectations.  This therefore implies that, for Julius Nyerere International Airport to compete favorable or even continue to survive, it was first to understand how their quality of their services affected tourist needs and them drawing up products and services that will not only attract new tourists, but also retain old regular travelers. Hence, this study is designed examine the effect of customer service quality on tourist satisfaction.
1.3
Statement of the Problem TC "1.3
Statement of the Problem" \f C \l "1" 
Many airports around the world are struggling to attract tourists and retain regular travelers through attractive packages like, provision of readily amenities and offering professional touch in service delivery. Though it seems the ever-changing sophisticated needs of tourist are not being matched by the airports. This is showed by Kano (2018) who asserts that, the drive by modern airport of exceeding customer expectations clearly is not seen in understanding what customers really want in Tanzania. Munaye (2017) argued that customer satisfaction still remains a major challenge for many airports especially in   developing countries, since customer needs are ever changing.  Moreover, Munaye (2017) revealed that despite adoption of latest modern technology and broadening of services in airports many travelers still feel dissatisfied with the services and instances of delayed flights, language getting lost or even poor service provision still exist and this undermine all efforts of tourist satisfaction. Kasenene(2013) argues that   there is hardly any concrete comprehensive up to date studies on customer satisfaction and service quality in the tourism sector in Tanzania, thus making it even more difficult to understand the underlying issues at hand.

In Tanzania, Julius Nyerere International Airport is aggressively crowding customers with numerous internet banking options and this even makes it difficult for customers to make due diligence judgment in making key bank decisions. In addition, there is a lot of competition in the Tanzania banking sector, however it is yet unclear as to what precise factors influence bank customer’s choice in order of predominance (World Bank Group ,2014). Furthermore, the African Development Bank (2016) reported that tourist in Africa seem to be struggling to get adequate satisfaction despite numerous interventions. Also, Tanzania Invest (2018) reported that Tanzania losses billions of dollars to Kenya when tourist prefer to jet in Nairobi rather than Dar es Salaam due to better services in the Kenyan airports. Tanzania Invest (2016) reported that many tourists fly to Nairobi then travel by road to Tanzania and later get back to Kenya for sleep. Hence, this study was designed to examine the effects of customer service at Julius Nyerere International Airports for tourist’s satisfaction.

1.4
Objectives of the Study TC "1.4
Objectives of the Study" \f C \l "1" 
1.4.1
 General objective of the study TC "1.4.1
 General objective of the study" \f C \l "1" 
The main objective of this study was to assess service quality and customer satisfaction of tourists at Julius Nyerere International Airport.

1.4.2 Specific objectives of the study TC "1.4.2 Specific objectives of the study" \f C \l "1" 
i To identify effects of customer services on tourism satisfaction at Julius Nyerere International Airport.

ii To examine challenges facing customer services on tourism satisfaction at Julius Nyerere International Airport. 

iii To propose measure to improve customer services on tourism satisfaction at Julius International Airport. 

1.5
Research Questions TC "1.5
Research Questions" \f C \l "1" 
i What are the effect of customer services on tourism satisfaction at Julius Nyerere International Airport?

ii What are the challenges facing customer services on tourism satisfaction at Julius International Airport?  

iii What are the measures to improve customer services on tourism satisfaction at Julius International Airport? 

1.6
 Significance of the Study TC "1.6
 Significance of the Study" \f C \l "1" 
This   study   provided   the   relevant   information   that   may   help   Julius   Nyerere International Airport and domestic airports, on service quality and tourists satisfaction in identifying the best approaches of meeting tourist’s expectations. Also, recommendations of this study were likely to influence change in airport policies in addressing   issues   pertaining   tourist   needs   in   Tanzania. It entailed   policy recommendations which could be adopted by the Government of Tanzania (GOT). Moreover, other researchers and scholars could use this study findings as basic information to conduct future related studies. The communities of Dar es Salaam region can use the findings to know the pertinent issues about service quality and tourist customer satisfaction which could increase their general understanding. Lastly but not the least, the researcher on successful completion of the study may gain good experience in research and also be awarded a master’s degree.

1.7
Scope of the Study TC "1.7
Scope of the Study" \f C \l "1" 
This study covered Julius Nyerere International Airport and entailed the effect of service quality on improving quality of tourist services, the effect of service quality on provision of timely tourist services as well as the effect of service quality on perceived risks of tourist and it covered a period of three months to conduct.
1.8
Organization of the Dissertation TC "1.8
Organization of the Dissertation" \f C \l "1" 
This dissertation was organized into five chapters. Chapter one included the introduction, background of the study, statement of the problem, objectives of the study, research questions, scope of the study and significance of the study. Chapter two reviewed literatures on service quality and tourist satisfaction, definition of key concepts. It involved the conceptual definitions, empirical and theoretical literature reviews, research gap and conceptual framework. Chapter three presented study area, research design, target population, sampling procedures, sample size and sampling frame, sources of data collection methods, data analysis, interpretation and presentation, validity and reliability of research instruments, ethical consideration and chapter summary. Chapter four presented findings of the study and discussions while chapter five covered summary, conclusions and recommendations.

CHAPTER TWO
 TC "CHAPTER TWO" \f C \l "1" 
LITERATURE REVIEW TC "LITERATURE REVIEW" \f C \l "1" 
2.1
Introduction TC "2.1
Introduction" \f C \l "1" 
This chapter presented the review of literature related to this study. It specifically covered the conceptual definitions, theoretical literature review, empirical literature review, research gap and conceptual framework.

2.2
Definition of Concepts TC "2.2
Definition of Concepts" \f C \l "1" 
2.2.1
 Service quality TC "2.2.1
 Service quality" \f C \l "1" 
Gronroos (2014) defined service quality as the impact of the interaction process or how the service production and delivery process itself is perceived. Moreover, Kinyaha (2015) argued that service quality simply refers an assessment of how well a service meets the needs and expectations of the client. In addition, Mboma et al. (2017) discussed that service quality is the comparison of quality and expectations of the customers and in the event that customer’s expectations are lower than the quality then customers tend to have high service quality and the reverse is true.

2.2.2
Tourist satisfaction TC "2.2.2
Tourist satisfaction" \f C \l "1" 
Tourist satisfaction is a post-purchase evaluation of a service offering by tourist (Angur et al., 2016; Katitcioglu et al., 2017. Also, Kano (2018) argued that, customer satisfaction/dissatisfaction (CS/D) is the result of interaction between the consumer’s pre- purchase expectations and post purchase evaluation gave a more current approach. Moreover, Khazeh and Decker. (2015) defined customer satisfaction as a state of mind in which the customer’s needs, wants, and expectations throughout the product of service life have been met or exceeded, resulting in future repurchase and loyalty. 

2.3
Theoretical Literature Review TC "2.3
Theoretical Literature Review" \f C \l "1" 
2.3.1
Kano TC "2.3.1
Kano" \f C \l "1"  Model
Kano (2001) argued that, customer needs are categorized in three parts (i) Basic needs which are obvious needs of customers and if not met, he is dissatisfied, however meeting these needs may not be enough for customer satisfaction. Its satisfaction results that a customer expect his or her need to be satisfied and must be in a good quality (ii) Expected needs, these are important needs that customers are fully aware of and satisfaction is expected in every purchase. Here customers expect a quality service (iii) Excitement   needs, these   are   unconscious   and   unspoken   needs   of customers. By identifying and satisfying such needs, companies will have added large value to customers and can win loyal customers.  Here a customer expects an attractive service in a good quality to be provided.

The Kano model is criticized for falling silent on numerous customer needs such as needs based on forced circumstances and self-actualization needs which are often complex and ever changing for higher level consumers. However, the model is applicable in and it is instrumental in creating clear understanding of what attributes customers look up in seeking services/products. And therefore, organization have to put into consideration of the excitement needs, expected needs and basic needs of existing and potential customers in order to exceed or meet the expectations of these customers. This study will adopt the Kano model in trying to establish the core features affecting customer satisfaction and how they relate between service quality and tourist satisfaction.

2.3.2
Prospects Theory TC "2.3.2
Prospects Theory" \f C \l "1" 
In order to explain the non-linear and asymmetric relationships, several scholars (e.g., Yi and La 2003; Slotegraaf and Inman 2004) use the prospects theory by Kahneman and Tversky (1979). The prospect theory is a descriptive theory in which all of the alternatives an individual face is reduced to a series of prospects that are evaluated independently of an S-shaped value function.  The theory assumptions are based on the value function of three characteristics: namely:  reference point dependency, loss aversion (the function is steeper for losses than for gains) and diminishing sensitivity (concave for gains and convex for losses).
The reference point is built by the expectations of the service quality offered by the automobile insurers. On the x-axis the perceived performance and on the y-axis the values for the customer satisfaction are shown. According to Einhorn and Hogarth (1981) the loss aversion integrated into the prospect theory suggests that losses loom larger than gains. In the satisfaction context, a negative deviation from the reference point, expectations, should carry more weight in the overall-satisfaction judgment than equal amounts of positive outcomes on attribute performance. It’s cumbersome to prove the necessary characteristic of the diminishing sensitivity of the prospects theory and there is a degree of subjectivity in estimating the measurements of diminishing sensitivity (Kinyaha, 2015). 

The prospects theory is relevant in today’s world in that customers always refer to situations where they are satisfied, yet their level of satisfaction is similar to the law of diminishing returns and therefore organizations must ensure that their services always match the ever-changing tastes and preferences of the customers. The diminishing sensitivity in the context of satisfaction means that, at high (low) levels of service quality, positive (negative) performance on a specific item should not affect satisfaction as dramatically as it does at lower levels of performance. The prospects theory is relevant to this study because, it  is instrumental in measuring the relationship between service quality and customer satisfaction which can be explained by the three characteristics of the prospect theory. 

2.3.3
SERVQUAL Theory TC "2.3.3
SERVQUAL Theory" \f C \l "1" 
SERVQUAL is a multi-item scale developed to assess customer perceptions of service quality in service and retail businesses (Parasuraman et al. 1988). The theory assumes that service quality is divided into five constructs such as tangibles, reliability, responsiveness, assurance and empathy. Tangibles denote physical facilities, equipment, staff appearance, etc. while reliability refers on ability to perform service dependably and accurately. Responsiveness is the willingness to help and respond to customer need where assurance is the ability of staff to inspire confidence, trust and empathy. This is the extent to which caring individualized service is given.

The SERVQUAL theory represents service quality as the discrepancy between a customer's expectations for a service offering and the customer's perceptions of the service received, requiring respondents to answer questions about both their expectations and their perceptions (Parasuraman et al. 1988). However, Pitt et al. (1997T) criticizes the SERVQUAL theory of ignoring other multiplicity of factors which may affect service quality and customer satisfaction ranging from social to economic dispensations. Also, the use of perceived as opposed to actual service makes the SERVQUAL measure an attitude that is related to, but not the same as, satisfaction. Moreover, Parasuraman et al. (1991) presented some revisions to the original SERVQUAL measure to remedy problems with high means and standard deviations found on some questions and to obtain a direct measure of the importance of each construct to the customer. 

The SERVQUAL theory is applicable in measuring the service quality of organizations, that when service providers are empathetic, give reliable services, give assurance and are responsive to customers coupled with ensuring that, customers feel tangibility of the services/products then they are most likely to be more satisfied given the fact that they get high service quality. Hence This study will adopt the SERVQUAL theory because, it is paramount to measure the level of service quality and satisfaction of tourist at Julius Nyerere International Airport.

2.4
Empirical Literature Review TC "2.4
Empirical Literature Review" \f C \l "1" 
2.4.1
Service quality and customer satisfaction
 TC "2.4.1
Service quality and customer satisfaction" \f C \l "1" This section presented the empirical literatures which assessed the effects of service quality on tourist satisfaction in various countries in the world. Haque et al.  (2011) examined the cognitive, affective and attribute bases of the satisfaction in Guyana and noted that, service quality is a casual antecedent of customer satisfaction. This is due to the fact that service quality is viewed at transactional level and satisfaction is viewed to be an attitude.  It is therefore evident that satisfaction is merely customers’ perception or view of how they feel their needs have been met by the service/product. Organizations view service quality as simply a transaction hence there is need for harmonization between these two views by the service providers.

Dabholkar et al. (2016) conducted a study on a measure of service quality for retail in Indonesia and asserted that there was a strong positive correlation between service quality and customer satisfaction. This indicates that, where there is high service quality, the level of customer satisfaction also increases and particularly implies that higher tourist satisfaction will be attained.
Zeithaml et al. (2014) did a study on delivering Quality Service and its effect on customer satisfaction in New Zealand and argue that, the service quality divisions are related to overall service quality and customer satisfaction.  These findings indicate that, if organizations are to increase the level of their customer’s satisfaction, then they must first address their level of service provision to exceed or meet the specific needs of the customers. However, Fornell et al. (2016) did a study on the American Customer Satisfaction and Service Provision in Public Transport System in the USA and asserted that, satisfaction is a consequence of service quality and in the event that good service is given to the customer such a customer is bound to get satisfied, however, poor service provision automatically leads to dissatisfaction. It is evident that, there is a strong relationship and correlation between customer satisfaction and service quality and therefore it can be referred that, service quality directly affects satisfactions of tourist.

McDougall et al.  (2013) did a study on the measurement of service quality in France and assert that, there is causal relationship between service quality and satisfaction, and   that   the   perceptions   of   service   quality   affect   the   feelings   of satisfaction. It can therefore be referred that, there is a strong positive correlation between service quality and tourist satisfaction. Therefore organization can manipulate their service quality to suit the needs of the customers and that will determine whether the customers are satisfied or not.

2.4.2 Service quality and customer satisfaction in Africa TC "2.4.2 Service quality and customer satisfaction in Africa" \f C \l "1" 
Anderson (2017) did a study on Consumer dissatisfaction: the effect of disconfirmed expectancy on perceived product performance in Kenya and asserts that, many travelers in Kenya expressed great disappointment with the quality of services provided by various transport service providers. It can be deduced that poor service provision is ultimately translated into poor traveler’s satisfaction. 

Omongole (2016) in his study entitled Customer satisfaction, market share, and profitability:  findings from Kenya:  A Case Study of Tourist Service Providers argued that, the flaws in the tourist services providers is partly responsible for the poor performance of the tourism sector in Kenya and that if better services are provided, it will attract more tourists as they get delighted in the professional touch services they receive.  This suggests existence of a strong effect of service quality and tourist satisfaction and the same situation goes for providers such as international Airports in Africa.

Niraj et al. (2015) conducted a study on the effect of quality service provision on customer satisfaction of travelers at Johannesburg International Airport and asserts that, the rapid growth of visitors to Johannesburg is largely accrued to the state-of-the-art professional services visitors receive at the airport made them feel warmly welcome into South Africa and this is a competitive advantage which needs to be consolidated. This means that better facilities at African airports often attracted more tourists. This is due to the fact that, airports were the first point of contact and if they tourists get the best reception, they are inclined to refer more visitors into the country and the reverse is true.

2.4.3
Service quality and customer satisfaction in Tanzania TC "2.4.3
Service quality and customer satisfaction in Tanzania" \f C \l "1" 
Leuben (2016) did a study on the impacts of service quality on customer satisfaction in Tanzanian commercial banks and noted that, customers were often satisfied in the event that their needs were met by the service providers implying existence of a strong or significant impact of service quality on customer satisfaction. Therefore, there was a direct strong relationship between customer/tourist satisfaction and service quality. Therefore, for Julius Nyerere International Airport to realize more satisfied tourists, they are to improve the level service quality.
 Invocavity (2017) did a study on the impact of quality service provision on firm performance in Tanzania a case study of tour operators where he asserted that, better and customized services meet the expectations of tourists and acts as a magnet to attract even more visitors into the country.  Therefore, customer satisfaction was an experience-based assessment made by the customer of how far his own expectations about the individual characteristics or overall functionality of the services obtained from the provider had been fulfilled. Therefore, it is paramount for organizations in Tanzania to ensure that, customers or tourists get the best experience.

According to a study by Kinyaha (2015) customer service experience involved the measurement and ensuring improvement of five main areas. First area was the identification of the product or service the customer seeks to buy or access from the organization or business. Businesses needed to enhance and improve their products in order to meet customer needs. The other area was the person or team that was involved in providing the service.  This implied that, it was paramount for service providers to ensure that they use the best process to deliver their services in view of the atmosphere and location of the service, and at the same time ensure that customers got reasonable assurance and confidence in accessing the services as this had a direct bearing on the level of customer satisfaction.

Chupa (2015) did a study on customer satisfaction and service provision at Tanzania National Ports Authority and asserted that, accessibility, reliability and easiness of a consumer to be able to approach or use a service helped the customers to easily access the port no matter the location where the port was.  Also, the time of accessing and using port services was not limited to working hours but a customer could   access the   service 24   hours in   a   day, that increased   the   level  of their  satisfaction  This implied that, when customers received reliable 24-hours services in a timely, reliable and continent way, their level of satisfaction was ultimately bound to increase, indicating a strong positive correlation between service quality and customer satisfaction.

Mboma et al.  (2017) did a study on assessment of service quality attributes and customer satisfaction in hospitality services for tourism industry in Tanzania, the objective of this study was to examine the influence of service quality dimension on customer satisfaction in hospitality service for the tourism industry in Tanzania. He noted that factors such as: reliability, assurance tangibility, empathy, and   responsiveness   had   positive   effect   on   customer   satisfaction   in hospitality services for tourism industry in Tanzania. This shown relatively significantly important in determining the level of customer satisfaction.

2.4.4 Challenges facing Customer Services on Tourist Satisfaction in Julius Nyerere International airport TC "2.4.4 Challenges facing Customer Services on Tourist Satisfaction in Julius Nyerere International airport" \f C \l "1" 
2.4.4.1
Language barriers  TC "2.4.4.1
Language barriers" \f C \l "1"                                                                                                    Language barrier was among the communication problem in international airport. This existed between tourists of different ethnic backgrounds, tourists of different ages and tourists with different levels of airport experience. Most of airports were facing language problems, leading to poor communication and also creating misunderstandings that made communication ineffective to both tourist and customer services provider. TC "2.4.4.2 Lack of feedback" \f C \l "1" 
2.4.4.2 Lack of feedback

One-way communication had been a challenge in exchange information from customer services to tourist throughout the airport. Mboma et al.  (2017) formed that, one of the biggest complaints that tourist had about airport today was that, sometimes tourists were not informed about flight issues and delays. This delays was seen frustrating tourists, because they could found themselves tuning up early and waiting around for hours, only to discover at the last minutes that there is a delay or change in flight.
Customer service on tourism satisfaction also was disturbed by employees and managerial staff at the airport. Staffs were not giving proper feedback to tourists. Also, information that staffs were giving to tourist did not follow proper channel, leading to tourist difficulties in accessing them. For example, some of department at the airport tended to send out information in a confusing or informal format to other staffs at the airport. 
2.4.5
Measure to improve customer services on tourism satisfaction TC "2.4.5
Measure to improve customer services on tourism satisfaction" \f C \l "1" 
Customer service is a key aspect of any business and eventually determines the overall profits and sales of an organization. Like any other sector, airports need to have emphasis on customer services improvement. Airport infrastructure is the first and last point of tourists, contact in their trip to a country. Customer services leading to customer satisfaction is thought to be an attitude resulting from a comparison of actual performance of the product which built in expectations of the user (Kien-Quoc and Simpson, 2006). To gain a higher level of services satisfaction, airport need to understand a customer’s journey from the expectations they have before the experience beings to the assessments they are likely to make when it is over (Berry et al. 2002). Complete customer services on tourism satisfaction are only possible when every influential member of the airport has a complete understating of customer needs and requirement’s (Asher, 1989).

Therefore, customer services have to be processed at airports in an efficient way in order to minimize travel time and to allow leisure time in the commercial areas of the airport (Martin-Cejas, 2006). Gorst et al. (1998) found that, customer services on tourism satisfaction should be viewed in term of training qualified staffs, recruiting qualified staffs, employing enough staff, maintaining good communication system, as well as ensuring that airport has enough working equipment’s in order to increase over time. 

2.5
The Research Gap TC "2.5
The Research Gap" \f C \l "1" 
Different authors had attempted to explore the effects of service quality on customer satisfaction; however, most of the studies were basing on foreign environments and did not directly relate to customer satisfaction with regards to tourists.   For instance, Omongole (2016)   did   a   study   on    customer   satisfaction, market   share, and profitability from Kenya Tourist Service Providers, Jason (2015) looked at customer satisfaction and service quality in Johannesburg whereas Dabholkar et al. (2016) conducted a study on a measure of service quality for retail in Indonesia. However, all the above studies were basing on foreign environment and therefore, this shown that there was little relevance to the Tanzanian context.

Moreover, even the local studies done in Tanzania did not specifically refer to tourist satisfaction and service quality at the airports. Leuben (2016) study looked at service quality on customer satisfaction in Tanzanian commercial banks while Chupa (2015) did a study on customer satisfaction and service provision at Tanzania National Ports Authority. Hence there was no study that had been conducted at Julius Nyerere International Airport with regards to service quality and tourist satisfaction, yet this remains the single business entry point for tourists in Tanzania. Thus, this study was designed to assess service quality and tourist satisfaction at Julius Nyerere International Airport in Tanzania.

2.6
Conceptual Framework TC "2.6
Conceptual Framework" \f C \l "1" 
A conceptual framework is a representation, either graphically or in narrative form, of the main concepts or variables and their presumed relationship with each other.  It is usually best shown as a diagram as indicated below (Saunders, 2004). The general objective of this study was to identify the effects of customer service on tourist satisfactions, that covered of Julius Nyerere International Airport. It also entailed the effects of service quality on improving quality of tourist services, the effect of service quality on provision of timely tourist services as well as the effect of service quality on perceived risks of tourist and it covered a period of three months to conduct.    

In reference to Figure 2.1, it is evident that customer service (independent variable) had a direct bearing on tourist satisfaction (dependent variable). Customer services was looked at in terms of problems solving skills, clear communication, friendly attitude, empathy, product/service knowledge and strong time management in providing tourist services at Julius Nyerere International Airport whereas tourist satisfaction was measured in terms of the level of their satisfaction which included Price, service quality, choice and convenience. High level problems solving skills, clear communication, friendly attitude, empathy, product/service knowledge and strong time management in dealing with tourist increases their level of satisfactions and the reverse is true. Farther more there was a host of intermediate variable which also directly affected tourist satisfactions and such factor comprised of multi communication channel, social media and customer surveys. When the services were communicated well to tourist their level of satisfactions increased and the reverse is true. Moreover, appropriate social media and customer surveys increased tourist satisfaction.               
Figure 2.1: Effect of customer services on tourism satisfaction TC "Figure 2.1: Effect of customer services on tourism satisfaction" \f F \l "1"                    
        Customer Service                                                                                     Customer Satisfaction 
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Source: Construction by researcher, 2021
CHAPTER THREE TC "CHAPTER THREE" \f C \l "1" 
THE STUDY AREA AND RESEARCH METHODOLOGY TC "THE STUDY AREA AND RESEARCH METHODOLOGY" \f C \l "1" 
3.1
 Introduction TC "3.1
 Introduction" \f C \l "1" 
This chapter presents the study area and research methodology. The chapter starts with introduction, description of the study area and research design. It further presented target population, sample and sampling procedures, data sources and data collection methods. The chapter also presents data analysis, interpretation and presentation, validity and reliability of the research instruments and ethical issues.

3.2
The Study Area TC "3.2
Study Area" \f C \l "1" 
This study was conducted at Julius Nyerere International Airport located in Dar es Salaam region which is the heart of Tanzania in terms of business and top entry point of tourists. In October 2005, "Dar es Salaam International Airport" (DIA) was renamed Julius Kambarage Nyerere International Airport" and on 1 November 2006, "Julius Nyerere International Airport". A total of 9,501,265 passengers used the airport from 1980 to 2004, averaging 2,770 passengers per day (National Bureau of Statistics, 2012).

In April 2013, the Tanzania Airports Authority signed a Tshs 275 billion contract with International of the Netherlands for the construction of the first phase of Terminal III, with a capacity of 3.5 million passengers per year. In November 2015, the second phase was also awarded to BAM, at a contract price of US$110 million, and added capacity for an additional 2.5 million passengers per year. After completion of Terminal III, it was expected that Terminal II was to be devoted solely to domestic passengers, it was proposed to build a rail shuttle link from the airport to the city and rail coaches had already been bought for this in 2014. This location was chosen because it had the highest number of tourists plying to the country and therefore tourist first experience of Tanzania hospitality began at the airport with more than 10 million passengers as 2012 (National Bureau of Statistics 2012). Also, Julius Nyerere International Airport compared to Kilimanjaro International Airport found northern Tanzania that serves the city the tourist of Arusha and Moshi. The airport handled 802,731 tourists in 2014.

3.3
Research Design TC "3.3
Research Design" \f C \l "1" 
A research design is the set of methods and procedures used in collecting and analysing measures of the variables specified in the research problem (Kothari, 2004). The design of a study defines as the study type and sub-type, research problem, hypotheses, independent and dependent variable, experimental design, and, if applicable, data collection methods and a statistical analysis plan. A research design is a framework that has been created to find answers to research questions. This study adopted a case study research design because it provided a room for Airport authority, tourists and guide for staff member. A case study frequently makes use of qualitative data and place emphasis on a full contextual analysis of fewer events, 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 was 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, avoided the bias associated with the use of a single source of evidence. Being a case study, it used descriptive study technique; this enabled the collection of both qualitative and quantitative data with the aid of open-ended and closed-ended questions.
3.4       Target Population TC "3.4       Target Population" \f C \l "1" 
Population is defined as a group of individuals of the same species leaving and inter-breeding within a given area (Odege, 2004). Members of a population often rely on the same resources, are subject to similar environmental constraints, and depend on the availability of other member to persist over time. A target population is a researcher’s population of interest to which he or she would like the results of research to be generalized (Gay, 2003).  The targeted population of this study were the tourists, port authority and airport staff members at Julius Nyerere International Airport in Dar es Salaam.

3.5       Sampling Procedures TC "3.5       Sampling Procedures" \f C \l "1" 
3.5.1    Purposive sampling technique TC "3.5.1    Purposive sampling" \f C \l "1" 
Purposive sampling, also known as judgmental, selective or subjective sampling, is a type of non-probability sampling technique. Purposive sampling is type non-probability sampling focuses on sampling techniques where the units that are investigated are based on the judgment of the researcher (Kothari, 2005). The main goal of purposive sampling was to focus on particular characteristics of a population that were   of interest, which enabled the researcher to answer research questions.  Purposive sampling technique was used in this study because it ensured that only relevant respondents were approached to give relevant responses. These research participant provided valuable information regarding effects of customer services on tourism satisfaction at Julius Nyerere International Airport Dar es salaam region. Purposive sampling was used to select one airport manager who  provided clear  information about customer services to tourist satisfation.
3.5.2
Simple random sampling technique TC "3.5.2
Simple random sampling" \f C \l "1" 
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 (Kothari, 2004). This technique provides unbiased representation of a group. This research study  involved a sample size of 36 respondents from port authority, tourist and airport staff members. In this study, the researcher drew sample by identifying sources of respondents that was Julius Nyerere Internationa Airport, the area was selected as it was are mostly populated by tourists. 
3.6
Sample Size and Sampling Frame TC "3.6
Sample Size and Sampling Frame" \f C \l "1" 
According to Best and Kahn (2006), sample is a small proportion of a population selected for observation and analysis, the characteristics of which enable the research to make certain inferences about the population from which sample was drawn. Sample can be acceptable depending on the nature of the study. However, a good sample should be that which reflects an actual profile of population from which it is drawn. The whole process of sample selection must be aimed at minimizing bias (Veal, 1997).  The study covered a sample of 36 respondents from port authority, tourists and airport staff members (Table 3.1).

Table 3.1 Sampling Frame TC "Table 3.1 Sampling frame" \f T \l "1" 
	Particulars
	Population
	Sample size
	Sample technique

	Port authority/Manager
	01
	01
	Purposive sampling

	Airport staff members
	49
	20
	Simple random

	Tourists
	20
	14
	Simple random

	Total
	70
	36
	


Source: Researcher, 2021
3.7
Sources of Data TC "3.7
Sources of Data" \f C \l "1" 
 This study used both primary and secondary data as expounded hereunder.

3.7.1
Secondary data TC "3.7.1
Secondary data" \f C \l "1" 
Secondary data is the information collected and analysed by someone else other than the researcher conducting the present study (Sekeran, 2003). Secondary data was gathered from written documents such as journals, magazines, research reports, books, internet, articles and other unpublished literature concerning about the issues of customer services on tourist satisfactions to get a clear understanding of a research problem, identifying research gaps, obtaining relevant information for addressing the research question and enrich the study. This helped in enriching data required in the present study.
3.7.2
Primary data TC "3.7.2
Primary data" \f C \l "1" 
Sekaran (2003) contended that, primary data is the first hand data collected by researcher on variables fulfilling the interest of the particular study. Primary data is a type of data that is collected by researchers directly from main sources through interviews, surveys and experements. Primary data are usually collected from the sources where the data originally originate from and are regarded as the best kind of data in reasearch. This was the information the researcher himself or herself collected in the field. In this study interviews, administering questionnaires, focus group discussion and direct observation were used in collecting primary data.

3.8       Data Collection Methods TC "3.8       Data Collection Methods" \f C \l "1" 
3.8.1    Questionnaire TC "3.8.1    Questionnaire" \f C \l "1" 
Questionnaire is the research instrument consisting of a series of question for the purpose of gathering information from respondent. In the collection of data, both structured and unstructured questionnaires were prepared to gather data from the respondents. This study used questionnaire to collect data from the tourists. The study administered two types of questions: ‘close ended’ questions with a list of alternative answers to each question and ‘open ended’ questions. The first part of the questionnaire comprised of respondent’s profile such as demographic, gender, age, education level, and occupation. Second part of the questions focused on issues related to role of customer services on tourism satisfactions at Julius Nyerere International Airport Dar es salaam. 

3.8.2
In-depth interviews TC "3.8.2
In-depth interviews" \f C \l "1" 
Interviewing is the primary method of collecting testimonial evidence, which is flexible in the manner that the researcher could rephrase a question if the question was not well understandable to respondents. This study entailed using of the interview guide to collect data from terminal staff at airport, face to face interviews were conducted to the Airport Manager from Julius Nyerere international airport located Dar es Salaam Region. This method was adopted by the researcher due to the fact that, the researcher was able to explore more information on the issue under the study as he could ask and adjust question that give rooms for respondents to give more information’s.  

3.8.3
Direct observation TC "3.8.3
Direct observation" \f C \l "1" 
Direct observation involves looking of a phenomena in their natural settings. It is the studying of a phenomena that occur natuarally in natural context. This method enabled researcher to capture realities related to the study to add value to the data obtained from other methods (Munishi, 2013). This method was used by the researcher to see how customer service is provided to the tourists at Julius Nyerere international Airport.
3.8.4
Documentary literature review TC "3.8.4
Documentary literature review" \f C \l "1" 
Coles (1997) argues that documentary literature review is a variant of scientific research, whose objective represents the analysis of different phenomena. Documentary research uses precise technical documentation existing directly or indirectly in form of the information. Data was gathered from written documents such as journals, magazines, research reports, books, internet, articles and other unpublished literature concerning about the issues of customer services on tourist satisfactions to get a clear understanding of a research problem, identifying research gaps, obtaining relevant information for addressing the research question and enrich the study. This helped in enriching data required in the present study.

3.9       Data Analysis, Interpretation and Presentation TC "3.9       Data Analysis, Interpretation and Presentation" \f C \l "1" 
According to Mohammed et al. (2016) data analysis means the critical examination of the assembled and grouped data for studying the characteristics of the subject under study. Burn and Grove (2003) define data analysis as a mechanism of reducing and organizing data to produce findings that require interpretation. This study collected both qualitative and quantitative data. Qualitative data collected from interview are analyzed using content analysis. However, quantitative data collected by questionnaires were encoded and entered in the Statistical Packages for Social Science (SPSS) spread sheet and then analyzed. The analysis revealed descriptive statistics including frequencies, means and percentages. The results of data analysis were presented in descriptive forms of figures, tables, and descriptions so as to simplify interpretation  of the findings.

3.10 Validity and Reliability of Research Instruments TC "3.10 Validity and Reliability of Research Instruments" \f C \l "1" 
3.10.1 Validity of research instruments TC "3.10.1 Validity of research instruments" \f C \l "1" 
Validity refers to the quality that a procedure or an instrument (tool) used in the research is accurate, correct, true, meaningful and right. Validity therefore, implies the extent to which a test measures what it is supposed to measure. So, if whatever we use in the study enables us to get what we want to get then there is validity (Julius, 1998). In order to ensure that there was validity of the study, the researcher conducted a study on effect of customer service on tourist satsfaction at Julius nyerere International airport in Dar es Salaam region. Furthermore, the researcher remained as non-judgmental and clear as possible throughout the research process. Also, the researcher evaluated accurately and report findings fairly.

3.10.2 Reliability of research instruments TC "3.10.2 Reliability of research instruments" \f C \l "1" 
It is very important to check on the reliability of the data collected in order to reveal the truth for the current situation. According to Sekaran (2003), reliability refers to the extent to which there is consistent measurement of the instrument. Silverman (2007) postulates that, reliability is concerned in whether a different researcher got similar findings with regards to the same tool administered by other researcher at any time. In order to ensure reliability of the research instruments, data were collected from different sources. Data were obtained at the Julius Nyerere International Airport located in Dar es Salaam region which was the heart of Tanzania in terms of business and top entry point of tourist, protected areas management, district executives and owners of small and medium enterprises. Moreover, researcher reviewed the data to ensure reliability of the research. 

3.11
Ethical Consideration TC "3.11
Ethical Consideration" \f C \l "1" 
Ethical consideration  is the standards for  doing research. Ethical consideration involve finding a balance between pursuit of scientific knowledge and the right of those being studied (Kothari 2004). For this matter researcher of this study will obtaine research clearance from the OUT which enabled in conducting the research in accordance with rules and regulations of the  specified study sites. Before the research process, the researcher asked for permission from the university college administration and the airport authority to allow the researcher to collect data for the study. Moreover, the researcher adhered to the rules applicable for data collection such as maintaining confidentiality at all times for data and identity of the respondents, protecting respondents physically and psychologically and explaining the aim of the study to the respondents. This was done by hiding their identity. Moreover, the researcher ensured that consent and freedom of respondents in answering the question without any force or promise of reward was observed. Furthermore, ethical consideration was adhered by avoiding plagiarism and conducting research by writing exactly what was found in the field and other sources. This was achieved by acknowledging work of others.

 TC "3.11
Ethical Consideration" \f C \l "1" 
CHAPTER FOUR
 TC "CHAPTER FOUR" \f C \l "1" 
PRESENTATION OF THE FINDINGS AND DISCUSSIONS TC "PRESENTATION OF THE FINDINGS AND DISCUSSIONS" \f C \l "1" 
4.1
Introduction TC "4.1
Introduction" \f C \l "1" 
 The chapter begins with the demographic characteristics of respondents basing on age, gender, work experience and education. It also presents the discussion of findings basing on specific objectives such as effects of customer service on tourist satisfaction, challenges facing customer service on tourist satisfaction and measures to improve customer service to tourist satisfaction.
4.2
Demographic Characteristics of the Respondents TC "4.2
Demographic Characteristics of the Respondents" \f C \l "1" 
The information provided in this section includes gender, age, education level and occupation of the respondents. 
4.2.1
Distribution of age of the respondents TC "4.2.1
Distribution of age of the respondents" \f C \l "1" 
Table 4.1 reveals that 08 respondents (22.2%) out of 36 had the age in between 13-18, while 02 respondents (5.5%) had the age about 19-25. Also 20 respondents (55.5%) had the age between 26-35.  02 respondents (5.5%) had age between 36-45 and 04 respondents (11.1%) had the age between 46-55. Therefore, majority of the respondents have the age between 26-35. However, all respondents returned the questionnaire being filled their ages.
Table 4.1: Distribution of age of the respondents TC "Table 4.1: Distribution of age of the respondents." \f T \l "1" 
	Age of the respondents
	Respondents
	Percentages

	13 -18 years
	8
	22.2

	19 – 25 years
	2
	5.5

	26 – 35 years
	20
	55.5

	36 – 45 years
	2
	5.5

	46 – 55 years
	4
	11.1

	Total
	36
	100


Source: Field survey data, 2021

4.2.2
Gender TC "4.2.2
Gender" \f C \l "1" 
Table 4.2 presents sex of respondents.  About 61.1% of the respondents were males while females were 38.8%. These results shows that both male and female participated in providing information concerning the effects of customer service on tourist satisfaction. 

Table 4.2 Distribution of sex of the respondents TC "Table 4.2 Distribution of sex of the respondents" \f T \l "1" 
	Gender 
	Respondents
	Respondents

	Male
	22
	61.1

	Female
	14
	38.8

	Total
	36
	100


Source: Field survey, 2021
4.2.3
Working experience of respondents TC "4.2.3
Working experience of respondents" \f C \l "1" 
Understanding the working experience is very important for reducing challenges facing customer service on tourist satisfaction, experience of respondent’s researcher obtained detailed information about effects of customer service on tourist satisfaction, challenges facing customer service in handling tourists. Table 4.3 presents working experience on customer services. Respondents from 13-18 years had no working experience because they were students. The respondents with 1 to 3 years were 35.7%, 4 -7 years were 32.1%, respondents 8 - 10 years were 17.8% and for more than 10 years were 14.2% respondents. All airport staff had experience of more than 10 years. These categories are very important because they relatively hold some information and experience on customer service to tourist satisfaction at Julius Nyerere International Airport.
Table 4.3: Working experience of the respondents TC "Table 4.3: Working experience of the respondents" \f T \l "1" 
	Working experience
	Respondents
	Percentages

	Non-working experience
	8
	0

	1 – 3 years
	10
	35.7

	4-7 years
	9
	32.1

	8-10
	5
	17.8

	Above 10
	4
	14.2

	Total
	36
	100


  Source: Field survey, 2021
4.2.4
Education level of the respondents TC "4.2.4
Education level of the respondents" \f C \l "1" 
Education is an important factor which provides accurate and relevant information of customer service to researcher. Table 4.4 present education level of respondents.  Primary school level was 22.2%, In this study education level of adults is presented Table 4.7. Respondents with secondary education level were 5.5%, with diploma education level were 11.1%, and with bachelor degree were 61.1% of the all respondents. All sampled (3) airport staff and tourist involved in this study had bachelor degree and diploma. The education level was very important in this study, because the researcher wanted to know if there is any difference between more educated and less educated in assisting on customer service provision.
Table 4.4 Education level of the respondents TC "Table 4.4 Education level of the respondents" \f T \l "1" 
	Education level 
	Respondents
	Percentages

	Primary school
	            8
	                22.2  

	Secondary education 
	            2
	                5.5

	Diploma level 
	            4
	                11.1

	Bachelor level 
	            22
	                 61.1

	Total 
	            36
	                   100


Source: Field survey, 2021

4.3
Effects of Customer Service on Tourist Satisfaction TC "4.3
Effects of Customer Service on Tourist Satisfaction" \f C \l "1" 
The first specific objective of this study was assessing effects of customer service on tourist satisfaction at Julius Nyerere International Airport. The findings revealed that, trust, time management, reliable service, tourist confidence and security   were among the effects of customer service on tourist satisfaction (Table 4.5).

Table 4.5 Effects of customer service on tourist satisfaction TC "Table 4.5 Effects of customer service on tourist satisfaction" \f T \l "1" 
	Factors
	Frequencies
	Percentages

	Enforcing trust 
	4
	12.9

	Time management 
	5
	16.12

	Reliable service 
	5
	16.12

	Tourist confidence 
	7
	22.5

	Security 
	5
	16.12

	Others
	5
	16.12


*This question had multiple answers

 Source: Field survey, 2021

4.3.1
Enforcing trust TC "4.3.1
Enforcing trust" \f C \l "1" 
Enforcing trust is the effects of customer service in satisfying tourist. Enforcing trust was supported by port manager and airport staffs interviewed in Julius Nyerere International Airport. Where 12.9% of the respondents sighted enforcing trust as a catalyst for tourist satisfaction (Table 4.5). This might be contributed by the fact that; customer service depends on maintaining tourist coming back for another visit after the first visit in various destinations.  Also, tourists believe that trust in service provision at Julius Nyerere International Airport was to be maintained as they had expected before. This finding indicated that, there was effective customer quality at the airport. That   boosted the level of customer satisfaction of tourists coming into Tanzania, hence creating a good customer experience.
This study is in line with Invocavity (2017) who asserts that, enforcing trust to the tourist is an experience-based assessment made by the tourist themselves on how far their own expectations about the individual characteristics or overall functionality of the services obtained from the provider have been fulfilled. Therefore, there is paramount for organizations responsible to ensure that customers and in this case, tourists get the best experience.
4.3.2
Time management TC "4.3.2
Time management" \f C \l "1" 
Time management is the process of organizing and planning how to divide your time between specific activities.  Time management   was supported by the airport manager interviewed in Julius Nyerere International Airport, where 16.12% of participants sighted time management as a catalyst for tourist satisfaction (Table 4.5). This also was supported by many tourists who concurred that, because there was someone to serve them on time at the airport with each counter, and that could serve their time in visiting the intended destinations on time. The above findings indicated that, generally tourists on arrival at Julius Nyerere International airport always received guidance and support from the various personnel in time at different counters and offices leading to good service quality. Also, it was indicated that, majorities of the tourists were satisfied owing to good service quality. A strong link existed between service quality and customer satisfaction. Therefore, the higher the level of service quality the higher the level of customer satisfaction and the reverse is true.

The above finding was in agreement with Chupa (2015) who asserts that, time managements led to accessibility, and easiness of a consumer to be able to approach or use a service. Port services can be easily accessed by customers no matter the location where the port is.  Also, if the time of accessing and using port services is not limited to working hours,  customers can   access the   service 24   hours in   a   day which increases   the   level   of satisfaction. 
4.3.3
Reliable service TC "4.3.3
Reliable service" \f C \l "1" 
Reliable service is another effect of customer service on tourist satisfaction. Reliable service happened when, what was promoted was found on the ground. This was the relationship between service and tourist needs. Reliable service resulted to high level of satisfaction to the tourists, and this was lifted up by effective service quality at the airport. Thus, reliable service quality direct1ly affected customer satisfaction. Due to the fact that services were reliably available to suit the tourist needs, it created a positive effect on customer satisfaction. Reliable service as factor for tourist satisfaction were supported by 16.12% of participants, who sighted that, reliable service had the influence to customer needs or satisfaction (Table 4.5). This point was also shared by Mboma et al.  (2017) who asserts that, reliable service had positive   effect   on   customer   satisfaction   in hospitality services for tourism industry in Tanzania.

4.3.4
Tourist confidence TC "4.3.4
Tourist confidence" \f C \l "1" 
Tourist confidence was presented by tourist themselves. The majority 22.5% of the tourists agreed with the argument that tourist’s services at Julius Nyerere International Airport were easily accessed at any time and that created a room for them to be confident any time without fearing any problem. The above findings indicated that a very high level of confidence that the tourist got, improved their satisfaction. (Table 4.5).  Leuben (2016) supported that, tourist confidence by arguing that, there is a direct strong relationship between customer service and tourist confidence, and therefore for Julius Nyerere International Airport to realize more satisfied tourists then they have to improve the level of service quality.

4.3.5
Security TC "4.3.5
Security" \f C \l "1" 
Security obtained from good customer service led to tourist satisfaction. The majority of the tourists generally strongly agreed   with the statement that “they feel secured at Julius Nyerere International Airport because of some security guards their encountered at the airport.  Security measures at the airport given assurance to the tourists and subsequently boosted their level of customer satisfaction” (Table 4.5). About 16.12% of tourist mentioned security as catalyst which boosted their satisfaction. This study was also supported by other study done in developed countries in United State that, current results concerning customer service on tourist satisfaction, security is mentioned as the factor for tourist travelling in various destinations (Agency 2013).

4.4
Challenges Facing Customer Services on Tourist Satisfaction TC "4.4
Challenges Facing Customer Services on Tourist Satisfaction" \f C \l "1" 
The second specific objective seeks to evaluate the challenges facing customer service and tourist satisfaction. Airport staff and tourist respondents sighted that, airport officials being not responsive, lack of feedback to tourist, language barriers, less information and time wasting were the challenges facing customer service on tourist satisfaction at Julius Nyerere International Airport.

Table 4.6 Challenges facing customer services on tourist satisfaction TC "Table 4.6 Challenges Facing Customer Services on Tourist Satisfaction" \f T \l "1" 
	Challenges 
	Frequencies
	Percentages

	Officials being not responsive
	12
	31.6

	Lack of feedback
	10
	26.32

	Language barriers
	7
	18.41

	Less information
	5
	13.15

	Time wasting
	4
	10.52


Source: Field survey, 2021
4.4.1
Officials being not responsive TC "4.4.1 Officials being not responsive" \f C \l "1" 
Officials being not responsive was one of the challenges given by respondents (Table 4.6). The findings shown that majority (31.6%) of the tourists strongly disagreed with the statement which stated that “I am generally not satisfied with services at Julius Nyerere International Airport”. Similarly, most of tourist agreed with the argument that “My queries and concerns have not been quickly resolved in a friendly manner”. The above findings indicated that, there was still a tiny fraction of tourists who were not satisfied with the services offered at the airport. This was still a point that, their concerns were not been quickly resolved in a friendly manner, hence becoming an issue to be dissolved by airport officials by devising strategies so as to have zero complaints by 100%. This could be done to ensure effective service quality which will culminate into 100% customer satisfaction. In addition, the tourists noted the following as some of the challenges they face at the airport with regards to service quality

4.4.2 Lack of feedback TC "4.4.2 Lack of feedback" \f C \l "1" 
Lack of feedback was also sighted by the respondents as the challenges facing customer service at Julius Nyerere International Airport. The finding indicated that, 26.32% of the respondents sighted that one-way communication had been a challenge in exchange information from customer services to tourist throughout the airport (Table 4.6). The findings also sighted that, one the biggest complaints were that tourist had about airport were not being informed about flight issues and delays. There was nothing more frustrating as a tourist, than tuning up early and waiting around for hours, only to discover at the last minutes there was a delay or change in flight.

In addition to that, customer service on tourism satisfaction also was disturbed by employees and managerial staff at the airport. Staffs were not giving proper feedback to tourists. Also, information that staffs given did not follow proper channel leading to tourist difficulties in accessing them. For example, some of department at the airport tended to send out information in a  confusing format  to other people at the airport. 
4.4.3 Language barriers TC "4.4.3 Language barriers" \f C \l "1" 
 Language barrier was also sighted by the respondents as the challenge facing customer service on tourist satisfaction. The findings indicated that 18.41% of respondents sighted out that, communication was a problem in Julius Nyerere International Airport. This existed between tourists of different ethnic backgrounds, tourists of different ages and tourists with different levels of airport experience who all did not speak or understand common language like Kiswahili and English. The findings sighted that, because of language barriers between tourist and officials, there was a discomfort while interfacing with airport officials and leading to poor communication. Language also created misunderstandings that made communication ineffective to both tourist and customer services. This was supported by the respondents who was interviewed in this study (Table 4.6).
4.4.4 Less information TC "4.4.4 Less information" \f C \l "1" 
Less information was also sighted by the respondents. Table 4.6 where 13.15% of the respondents who stated that, clear information was a challenge to the tourist. The findings indicated that what was promoted was not found on the ground. The concern of the respondents was on banking system where most of them encountered network problems. Because of less information, the tourist found it difficult to reach to the destination in a planned time. 

4.4.5 Time wasting TC "4.4.5 Time wasting" \f C \l "1" 
Time wasting was sighted also by the respondents. 10.52% (Table 4.6) of the
 respondents given that, tourist’s loosed valuable time in Julius Nyerere International Airport especially when they were processing for taxi or pick up. Tourist could not get tax on time at the airport for them to reach the destination earlier. This was seen as problem to most of the tourists.
4.5. Role Played by Stakeholders in Improving Challenges Facing Customer Service on Tourist Satisfaction TC "4.5. Role played by stakeholders in improving challenges facing customer service on tourist satisfaction." \f C \l "1" 
The strategies against challenges facing customer service at Julius Nyerere International Airport not a task of one organization or individual persons, but the multisectoral responsibility. This study explored from participants if they are aware of roles played by various organizations in combating challenges facing customer service in Julius Nyerere Airport. The first stakeholder was Tanzania Port Authority. The Port authority should re-evaluate the existing policies on airport management and renovation in order monitors the service provision at the Airport. One respondent said this;

“The Tanzania Port Authority should ensure that those who are giving service to the Airport are trained and qualified to provide proper service to the tourist" Participant no 5

Another participant said; 

           “Recruiting qualified staffs, employing enough staff, maintaining good communication system and enough working equipment’s would reduce the challenges facing customer service in Julius Nyerere International Airport. 
According to the Airport Council International (2018), Tanzania was focusing on Julius Nyerere Airport to meet the desire of its passengers, airlines and visitors. The government constructed Third Passenger Building (TPB III) with the capacity to serve six million passengers a year. Construction began in 2014 and was completed in May 2029. The third passenger building was one of the best in Africa at presents with proper and attractive service to the tourist coming through that entry.

 As part of its commitment to ensure a comfortable and hassle-free travel experience, the upgrading of a number of facilities at Terminal I and II was completed to allow a smoother flow of passengers through the Airport. Terminal III eased passenger congestion, especially during pick hours. Also, in order to improve operation and service delivery activities;

. 

The authority  established various ICT systems to serve passengers and aircraft promptly, efficiently authority to international standards. Such systems include, the CUTE CUSS systems, Baggage Reconciliation System (BRS), Flight Information System (FIDS) AODB (Airport Operation Data Base), Passenger, Flight and Security Inspection Systems (PFSIS) and Explosive Trace Detectors (ETD).

 4.6 Measures to Address Challenges Facing Customer Service on Tourist Satisfaction TC "4.6 Measures to improve Challenges Facing Customer Service on Tourist Satisfaction." \f C \l "1" 
The third objective of this study was to examine the measures to reduce the challenges facing customer service on tourist satisfaction. About 28% of the respondents agreed that understanding customer expectations was one of the measures to improve customer service. Also, about 22% sighted that, training airport staff was also another measure.  22. % of the respondents agreed on placement of Airport equipment, 22% of the respondents sighted on maintaining good communication system  and 11% sighted that, timely service delivery could be another measure.

Table 4.7: Measures to address challenges facing customer service on tourist satisfaction TC "Table 4.7: Measures to improve challenges facing customer service on tourist satisfaction in Julius International Airport" \f T \l "1" 
	Measures to improve challenges 
	Frequencies
	Percentages

	Understanding customer expectations
	10
	28

	Training Airport staff
	8
	22

	Placement of Airport equipment
	8
	22

	Maintaining good communication system
	6
	17

	Timely service delivery
	4
	11


Source: Field survey 2021
4.6.1 Understanding customer expectations TC "4.6.1 Understanding customer expectation" \f C \l "1" 
Understanding customer needs was sighted as one of the measure to improve customer service in Julius Nyerere International Airport. About 28% of the respondents sighted that, there was a need of  gaining clear undertanding of customer expectations in oder to give them clear service (Table 4.7). This measure was in line with Berry et al. (2002) who report that, gaining a higher level of services satisfaction, airport need to understand a customer’s journey and needs. This should base on expectations they have about the destinations and the service in general. 

4.6.2 Training of airport staff TC "4.6.2 Training of airport staff" \f C \l "1" 
The findings sighted training airport staff as one of the measures to improve  challenges facing customer service on tourist satsfaction where 22% of the respondents indicated that, trining airport staff could improve quality and proffessional  service delivery to the tourist and even satsfy their needs. Training of Airport staff was also shared by Gorst et al. (1998) who assert that, customer services on tourism satisfaction should be viewed in term of training airport staffs who could give professional service to the tourist. 
4.6.3 Placement of Airport equipment TC "4.6.3 Placement of Airport equipment" \f C \l "1" 
Placement of  air equipment was also sighted by the respondents as one of the measure to improve customer service on tourist satsfaction in Julius Nyerere International Airport where as 22% suggested that, proper placement of tools in various angles at the airport for daily use could improve the service quality to the tourists.  Gorst et al. (1998)  highlight the rationale for enough working equipment at the Airport to better service quality and fulfiling customer needs and expectations.

4.6.4 Maintaining good communication TC "4.6.4 Maintaining good communication" \f C \l "1" 
 The findings sighted indicated that, maintaining good communication could be one of the measures to improve the challenges facing customer service on tourist satisfaction. About  17% of the respondents sighted  that, there was a need to maintain good communication systems so as to make acccessibilty of feedback to the tourists. This could create a good room for tourist to undesrand various guidlines at the airport and even  for them to reach the intended destinations easily.

4.6.5 Timely and efficient service delivery TC "4.6.5 Timely and efficient service delivery" \f C \l "1" 
Time and efficient eservice delivery was sighted by respondents as also one of the measures to improve customer service in Julius Nyerere International. About 11% of the respondents sihgted that, timely service delivery enabled the tourist to reach the intended destination and  enjoy their leissure time. It also attracted them for the  second visit  with other relatives and other members of their families. Martin-Cejas (2006)  argue that, customer services have to be processed at the airport in an efficient way in order to minimize travel time of the tourist and to allow leisure time in the commercial areas of the airport.

CHAPTER FIVE TC "CHAPTER FIVE" \f C \l "1" 
SUMMARY, CONCUSIONAND RECCOMENDATIONS TC "SUMMARY, CONCUSIONAND RECCOMENDATIONS" \f C \l "1" 
5.1 
Introduction TC "5.1 
Introduction" \f C \l "1" 
 This chapter presented summary of the findings, conclusion and recommendation. The summary summarizes the whole work from the title, study problem, objectives, significance of the study, literature review, research methodology as well as findings of the study per specific objective. The conclusions and recommendations based on the findings that was analyzed to guide airport manager, airport staffs, Tanzania port authority and policy makers on how to improve challenges facing customer service on tourist satisfaction. This could be also used by the future generation to come. 
 TC "5.1 Summary" \f C \l "1" 5.2 Summary 
The general objective of this study was to identify the effects of customer service on tourist satisfaction in Julius Nyerere International Dar es Salaam Region. The study was guided by three objectives: to identify effects of customer services on tourist satisfaction at Julius Nyerere International Airport, to examine challenges facing customer services on tourism satisfaction at Julius Nyerere International Airport and to propose measure to improve customer services on tourism satisfaction at Julius International Airport. 
Two theories were reviewed which are Prospects theory and Servoqual theory while empirical literature review was serious done focusing on different studies with focused on customer service. The study was conducted in Julius Nyerere International Airport. The purposive sampling and random sampling procedure were used in selecting sample. The sample size of this study was 36. Data were gathered using primary sources where by the questionnaire, in-depth interview, direct observation and documentary literature review were used. For secondary sources  data were gathered from written documents such as journals, magazines, research report, books, internet, articles and other unpublished literature concerning customer service. 
Data were analyzed interpreted and presented in narrative and tablets. The study found out that, trust, time management, reliable service, tourist confidence and security   were among the effects of customer service on tourist satisfaction in Julius Nyerere International Airport. The study revealed that understanding customer expectations, training Airport staffs, placement of Airport equipment, maintaining good communication and timely service delivery were major preventive measures existing in Julius Nyerere International Airport, furthermore the study found that there were government measures applied to improve customer service in Julius Nyerere International Airport. Also, the study revealed that officials being not responsive, language barriers, lack of feedback, less information and time wasting were challenges facing customer service provision at tourist in Julius Nyerere International Airport.
5.3 Conclusion 

The purpose of this study was to identify the effects of customer service on tourist satisfaction in Julius Nyerere International Airport. The findings of this study showed that, customer service in Julius Nyerere International Airport did not attract much tourist to come in Tanzania and this was due to the fact that, officials were being not responsive, language barriers, lack of feedback, less information and time wasting. In this study, the study revealed that, understanding customer expectations, training Airport staffs, placement of Airport equipment, maintaining good communication and timely service delivery were the most improving measures applied in Julius Nyerere International Airport to improve customer service provision. The challenges encountered by the airport manager and port authority in helping to good customer service were officials themselves being not responsive, language barriers, lack of feedback from top leadership, less information and time-wasting. Other challenges mentioned were congestion of visitors at the airport poor performance appraisal. 

There was no doubt that service quality had a direct effect on customer satisfaction. The effective quality services, created high customer satisfaction and as result service provision at Julius Nyerere International Airport was at its highest level possibly in order to only met customer satisfaction but actually to exceed their expectations.

Generally, it can be deduced that reasonable positive efforts had been adopted by staff and management of Julius Nyerere International Airport to better serve tourists as evidenced by favorable responses of tourists towards service provision at the airport. However, there was still need to focus on portfolios which potentially undermined these positive measures ranging from language barriers, bureaucracy, equipment and possible misunderstandings. All these was  to create an effective formidable force, that could offer first class international airport services of travelers around the world.

5.4   Recommendations TC "5.3 Recommendations" \f C \l "1" 
Basing on the findings and conclusions, the following recommendations were made.

· The government should have training of different languages training sessions to all airport staff in order to overcome the language barriers. Language courses could be packaged in such a way that at least 5 major languages could be taught in refresher courses. Also, there was need to have both local and international translator’s database who could be engaged at any time when need arises.

· The airport staffs should put clear and proper communicating channels to allow effective timely enquires and feedback to tourist concerns. Also, the tourists could be given email or telephone hotline prior or on arrival at the airport.

· Also, the all-airport staff trained on service quality and customer satisfaction should be aware of customer service requirement   in today’s world especially at the airport for better understanding customer needs and expectations.

· Finally, airport officials should be more restiveness and empathy in dealing with the tourist to eliminate any misunderstandings.
5.4.1.  Recommendations for Further Research TC "5.4 Recommendations for Further Research" \f C \l "1" 
This study was limited to customer service in Julius Nyerere International Airport Dar es Salaam Region. Therefore, future research should be conducted in effects of airport bureaucracy on tourist customer satisfaction, and effects of technological adoption at Julius Nyerere International Airport on tourist satisfaction. Also, the study can be done on the impacts of Kiswahili language on tourist’ customer satisfaction to expand the geographical setting of the study since customer service is a core center of any business. 

REFERENCES TC "REFERENCES" \f C \l "1" 
Anderson, R.E. 2017. Effects of Disconfirmed Expectancy on Perceived Product Performance. Marketing Research, Dar es Salaam.
Angur M, E. 2016. Relationship between Bank service quality and Customer Satisfaction.Harvard University, London.
Ashley, C., Boyd, C., and Goodwin, H. 2000. Pro-poor Tourism: Putting Poverty at the heart of the Tourism Agenda.Natural resources perspectives 51(5): 1-12.

Ashley, C., Roe, D. and Goodwin, H. 2001. Pro-poor Strategies: Making Tourism work for the  Poor. PPT, London. 
Bank of Tanzania. 2017 Tanzania Tourism Sector Survey Report: www.bot.go.tz. 
Best Basturk and Kahn P. 2006. Data Collection Methods NJ, Petersons
Burns, N. and Grove, S.K. 2003. Understanding Nursing Research. Philadelphia.Saunders Company. New York.
Chupa F. P. 2015.Customer Satisfaction and Service Provision at Tanzania National Ports Authority. Mzumbe University, Morogoro
Dabholkar, P.A., Thorpe, D.I. and Rentz, J.O. 2016.A Measure of Service Quality for Retail stores. The Academy of Marketing Science, Swidden.
Dale F. 2017. Passenger’s Expectation Airport Service Quality. Journal of Services Marketing
Devlin J, and Gerrard. P.2005. A study of customer choice criteria for bank users: 


New York

Einhorn and Hogarth. 1981. Behavioral Decision Theory. PJT. Meraldinsght Service, London. 
Engram P., and Spreng P. 2017. Economic Choice Article on institute of Strategic  Studies, USA.

Fornell, C., Johnson, M. D., Anderson, E. W., Cha, J., & Bryant, B. E. 2016.The American  Customer Satisfaction and Service Provision in Public Transport System. American institute, USA.
Gerpott, T.J, Rams, W Schindler, Kanwisher, P. 2017. A Customer Oriented Service  Delivery for Airline Companies Policy. Elsevier Publisher, Kenya.
Grönroos, C. 2014. A service Quality model and its Marketing Implications. European Marketing, London. 

Haque R, A.,and Grönroos. C .2011. Customer Satisfaction. Contrasting Academic and Consumers' interpretations, Marketing Intelligence and Planning, India.
Invocavity, M. 2017. The Impact of Quality Service Provision on Firm Performance in Tanzania. The Institute of Finance Management, Dar es salaam.
Jason, C. 2015. The effect of quality Service Provision on Customer Satisfaction.


Travellers at Johansberge international Airport, Orange State University. Johansberge, Kano, N. 2018. Life cycle and Creation of Attractive Quality. Linkoping University, Sweden.

Kasenene A. 2017. Determinants of Customer Satisfaction among local Tourists. Mzumbe University, Morogoro.

Katitcioglu, S.T., Tumer, M, &Kilinc, C. 2011. Bank Selection Criteria in the Banking Industry, An Empirical Investigation from Customers in Romanian Cities. African Business Management, Johanesbag.
Khazeh, M. and Decker. C 2015. Bank Selection Criteria in a Customers’ Perspective


 P.K Kenytta University, Nairobi. 

Kahneman, D. and Tversky. A. 1979. Interpretation of Intuitive Probability: A reply to Jonathan
Cohen: psycnet.apa.org
Kinyaha, J. 2015The role of Effective Service Provision on firm Performance. A

Case of Public Institutions in Tanzania Mzumbe University, Morogoro.

Kothari, C. R .2005. Research Methodology. New Delhi, India. 
Kotler, P. and K.L. Keller .2012. Marketing Management.  Prentice-Hall, 


Harlow, ISBN-10: 0273755021.

Kumar, R. 2009. Optimization of Synergistic parameters for Thermos table cellulose activity 
of Aspergillus heteromorphic using response surface methodology. Delhi, India. 

Leuben D, 2016.The Impacts of Service Quality on Customer Satisfaction in Tanzanian Banks. Oxford University, London.

Mboma, K. 2017. Assessment of Service Quality Attributes And Customer Satisfaction, Hospitality Services for Tourism Industry in Tanzania,


University of Dar es salaam

McDougall, G. and Levesque, T. Bertsch P. (2013) The measurement of Service Quality,some methodological issues. International Research Seminar in Service 

Management, La-Londe-Les Maures, France

McNeale, R.M. 2016. Making Customer Satisfaction Happens” Chapman and Hall, London.

Mohammed, E.  2016. The Impact of Service Quality and Customer Satisfaction.


Dhofar University, India. 

Munaye, D. 2017. The effect of Technological Improvement on Provision of Customer tailored Services. Ethiopian Banks, Addis Ababa.
Niraj, R.C. 2015. Understanding Customer level Profitability Implications of Satisfaction programs. Washington University, USA. 
Oliver, R.L. 2016. Cognitive, Affective and Attribute bases of the Satisfaction Response”, Journal of Consumer Research, Vol. 20, December, pp. 418-30.

Omongole, E. W .2016. Customer Satisfaction, market share, and Profitability. Kenyatta University, Nairobi.
Shekihiyo Anna. 2018.“Assessment of Customer Satisfaction and Service Quality in the Telecommunications industry in Tanzania.Tumaini University, Dar es Salaam College.
Slotegraaf, D.M. and Inman, D.H. 2011, Customer Satisfaction, Meta-Analysis of the Empirical evidence. Makerere University, Kampala.
Tanzania Invest ,2018. Tanzania Tourist Arrival Increase. Online Magazine


www.tanzaniainvest.com, Dar es Salaam.

Vavra, T.G. 2015. Improving Your Measurement of Customer Satisfaction. A Guide to Creating, Conducting, Analyzing, and Reporting Customer Satisfaction Measurement, Programs, Quality Press, Italy. 
World Bank Group .2014. Tanzania Overviewwww.worldbank.org

Yam, Y. L. 2003. A critical Review of Consumer Satisfaction. Review of Marketing. American Marketing Association, Chicago.

Zeithaml, V.A. J .2015. Service Marketing: Integrating Customer, Focus 


Across the Firm. McGraw-Hill Higher Education, New York.

Zeithaml, V.P.  2014. Delivering Quality Service and its Effect on customer satisfaction. The Free Press, New York.
APPENDICES TC "APPENDICES" \f C \l "1" 
APPENDIX 1: QUESTIONARE FOR TOURISTS 

Dear respondent,

 I Aron Ntambi, a student pursing masters in Tourism Planning and Planning kindly requesting your assistance by giving responses to help me conduct a study entitled: “The effect of customer service on tourist satisfaction: A Case study of Julius Nyerere International Airport, Dar es Salaam”. This comes to seek your assistance in answering the below questions and your responses will be highly appreciated.

A: 
DEMOGRAPHIC DETAILS  

1. Gender

Yes





No

2. Country of origin?...............................................................

3. Age 

Below 18 years 



 18 to 35 years

36 to 50 years 




Above 50 years 

B: 
EFFECT OF CUSTOMER SERVICE ON TOURIST SATISFACTION

4. Did you get thrusts services at Julius Nyerere International Airport as you had expected?

Yes 





No

5. Was someone always available to serve you on time at each counter or office?

Yes 





Mo

6. Did you receive adequate customer tailored support throughout the whole airport terminal?

Yes 





No

7. Do you consider tourist services at Julius Nyerere International airport as reliable?

Yes 





No

Tick the most appropriate response in each of the boxes provided

	 
	SA
	A
	N
	D
	SD

	8. I have confidence at Julius Nyerere International Airport are   because it is well known and has good reputation
	
	
	
	
	

	9. Tourists services at Julius Nyerere International Airport are exactly as promised
	
	
	
	
	

	10. Tourists services at Julius Nyerere International Airport are easily accessed at anytime 
	
	
	
	
	

	11. Reliability of services at Julius Nyerere International Airport strongly affects my level of satisfaction
	
	
	
	
	

	12. I feel totally secure at Julius Nyerere International Airport are
	
	
	
	
	


SA- Strong Agree, A-Agree, N-Neither, D-Disagree, SD-Strongly Disagree
13. Comment the relationship between timely service and tourist satisfaction on 

High 




Moderate

Low 




Non existence 

14. Do you feel you are given adequate attention at Julius Nyerere International Airport?

Yes 




No 

15. Do you feel the officials at the airport clearly understand your needs?

Yes 




No 

16. How would you rate the level of responsiveness of airport staff to your needs at Julius Nyerere International Airport?

Very responsive 


Responsive

Frailty Responsive 


Unresponsive 

17. How would you rate the level of empathy of airport staff to your needs at Julius Nyerere International Airport?

Very empathetic 


Empathetic

Fairly empathetic


Not empathetic

C: 
CHALLENGES IN RELATION TO SERVICE QUALITY AND SATISFACTION

Tick the most appropriate response in each of the boxes provided

	 
	SA
	A
	N
	D
	SD

	18. Officials sate Julius Nyerere International Airport are not empathetic
	
	
	
	
	

	19. Officials at Julius Nyerere International Airport are not responsive to my needs 
	
	
	
	
	

	20. I am generally not satisfied with services at Julius Nyerere International Airport 


	
	
	
	
	

	21. My queries and concerns have not been quickly resolved in a friendly manner
	
	
	
	
	


SA- Strong Agree, A-Agree, N-Neither, D-Disagree, SD-Strongly Disagree

22. What challenges do you face at Julius Nyerere International Airport?

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

……………………………………………………………………………………

……………………………………………………………………………………
D: 
MEASURES TO IMPROVE CUSTOMER SERVICES ON TOURISM SATISFACTION

23. Do services provided at Julius Nyerere International Airport need meet your expectations?

Yes 




No

Please give reasons why you believe so in Qn 26 above………………………………………….
……………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………..

24. How best can services quality at Julius Nyerere International Airport be improved to meet tourist satisfaction………………………………………………………………………....

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

APPENDIX 1I: QUESTIONARE FOR AIRPORT STAFF 

Dear respondent,

 I Aron Ntambi, a student pursing masters in Tourism Planning and Planning kindly requesting your assistance by giving responses to help me conduct a study entitled: “The effect of customer service on tourist satisfaction: A Case study of Julius Nyerere International Airport, Dar es Salaam”. This comes to seek your assistance in answering the below questions and your responses will be highly appreciated.

A: 
DEMOGRAPHIC DETAILS  

1. Gender

Yes





No

2. Position?...............................................................

3. Age 

Below 18 years 



 18 to 35 years

36 to 50 years 




Above 50 years 

4. Qualifications?

Diploma Holder 



Degree holder

Master’s Degree



Others (Specify)……………………
B: 
EFFECT OF CUSTOMER SERVICE ON TOURIST SATISFACTION

5. Does service quality affect tourist satisfaction?

Yes 





No

      If yes, how?...............................................................................................................................

Tick the most appropriate response in each of the boxes provided

	 
	SA
	A
	N
	D
	SD

	6. I get negative feedback with regards to tourist
	
	
	
	
	

	7. Tourists services at Julius Nyerere International Airport are exactly as promised
	
	
	
	
	

	8. Tourist’s services at Julius Nyerere International Airport are easily accessed at anytime 
	
	
	
	
	

	9. Reliability of services at Julius Nyerere International Airport strongly affects my level of satisfaction
	
	
	
	
	

	10. Tourists feel totally secure at Julius Nyerere International Airport are
	
	
	
	
	


SA- Strong Agree, A-Agree, N-Neither, D-Disagree, SD-Strongly Disagree
C: 
CHALLENGES RELATED TO CUSTOMER SERVICE

11. Do you believe there are huge challenges at Julius Nyerere International Airport?

Yes 




No 

12. Do you feel the management at the airport clearly understand your needs in dealing with tourists?

Yes 




No 

13. What are the key challenges you face in relation to serving tourists?

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

………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………
D: 
WAYS OF IMPROVING SERVICE QUALITY

14. How best can services quality at Julius Nyerere International Airport be improved to meet tourist satisfaction………………………………………………………………………....

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


APPENDIX 1II: INTERVIEW GUIDE FOR AIRPORT MANAGER 

1. Tell me more about the duties of the airport manager

2. How long have been in this portfolio?

3. Do you believe service quality level meets tourist’s satisfaction?

4. Doe service quality directly affect tourist’s level of satisfaction?

5. If yes explain, how does it affect

6. Identity the key challenges with regards to service quality and tourist satisfaction?

7. Do you believe you are well equipped to meet tourist’s expectations?

8. Do you get regular complaints from tourists?

9. Do you have any mechanisms in place to follow up tourist’s satisfaction?

10. What suggestions have you received from tourists with regards to service quality?

11. Suggest best measures to improve service quality and tourist satisfaction

APPENDIX IV: DIRECT OBSERVATION GUIDE 

1. Are all the counters having an attendant(s)?

2. Are all tourists being promptly attended to?

3. What is the body language of tourists as they pass through the different counters?

4. Are there bizarre incident’s involving heated verbal exchange?

5. Are airport staff friendly and jovial?

6. Are some tourists differed at the airport?

7. Do tourists seem satisfied?

8. What measures are in place to promote service quality?

9. What visible challenges are there in relation to service quality and tourist satisfaction?




Strong time management


Problem solving skills


Clear communication


Friendly attitude


Empathy


Product/Service Knowledge














Quality


Price


Choice


Convenience








Multiple communication channels including voice calls: email, sms, and push massage on mobile devices


Social media


Customer surveys
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