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ABSTRACT
Customer satisfaction is the leading goal and measure of success of the modern company, and its measurement is one of the most important tasks of management. Lack of knowledge on the level of customer satisfaction/dissatisfaction is causing the failure of many companies. This study identifies components of customer satisfactions at Kilimanjaro National Park, Tanzania. The study adopted qualitative method for data collection. Data were collected from KINAPA visitors, TANAPA and KINAPA staff, and tour guides from July 16-28, 2012.. Data were analyzed using SPSS version 17.0 to estimate the main scores and percentage. The findings reveal that five main factors are considered important for determining customer satisfaction at KINAPA. The most important were Speed of clearance, Communication, Security, Cleanliness, staff and tour guides Skills. These results correlated with SERVQUAL items of tangibility, reliability, responsiveness, assurance and empathy. These service quality determinants can positively impact business performance if they are well implemented in the organization. Managerial and theoretical implications are drawn and discussed in the study findings.   
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CHAPTER ONE
3.0 [bookmark: _Toc403754664]INTRODUCTION

1.1 [bookmark: _Toc403754665]Overview
This chapter introduces the background of the selected topic. Then, the statement of the problem will be next discussed to provide wider understanding of the research theme for a reader. Research objectives and research questions are presented, at the end of the chapter the significance and contribution of the study is provided. 

1.2 [bookmark: _Toc403754666]Background to the Problem
Buhalis (1999) says that countless factors continue to have significant effect on tourist destinations which in turn have a direct effect on tourist satisfaction. Tourists’ destinations which do not have access to immediate improvement of their IT infrastructure face serious logistic challenges in competing with other national and international destinations.

The endeavor of this study is to determine the influential factors that affect tourist satisfaction. In addition the introduction of an interpretative and descriptive model will help determine the rank and weight of importance the tourist assigns to the factors that influence expectations and satisfaction.

 By understanding the tourist’s perception the management of a tourist destination can use the knowledge acquired to make appropriate changes, to improve, or eliminate the elements that produce negative scores and help reinforce and capitalize on the elements that provide positive feedback. This strategic approach supports effective marketing strategies through valuable information obtained that determines an appropriate means of communication to transmit a positive image to the tourist, thus positioning the product in the desired target markets. Del and Martin (2008) argue that If expectations are appropriately communicated, tourists will be more satisfied, and consequently, more loyal after the experience.

In the Travel and Tourism Competitiveness Report (2007) Tanzania comes 80th on the global scene while its next door neighbors Kenya and Uganda are ranked 98th and 101th respectively. Tunisia is the proud leader in Africa at position 34th, followed by Mauritius at 39th. 

Looking at the findings in the report rather critically, Tanzania is seen to be rather neither better nor worse of across the rankings, at least by African standards. Yet in a way, it points highly suscipicious fingers at Tanzania’s inability to exploit the full range of the potential tourism trade, meaning that Tanzania could do better. Why this inability to perform better? This is a question which many studies on Tanzania’s tourism have asked. Many attribute this poor performance to inadequate supporting tourist infrastructure this include poor facilities particularly those related to accessibility and reliability to and within the destination, inadequate communication facilities, inadequate trained and professional manpower, inadequate marketing and promotion of Tanzania’s tourist attractions as well as the fact that Tanzania has a limited tourist product, based on limited resource which has been largely confined to promoting the wildlife product. 
Basing on the study made by Angelo and Antonio (2002), it is cited that due to the increasing global hyper competition in the tourism landscape tourism activities must be constantly measured and analyzed especially in emerging tourism destinations. In the analysis process customer expectations and satisfaction are the focal point for determining the influential factors related to activities, attractions, services, and pricing policy that affect them. For example one variable that influences a destination’s comparative advantage is the quality of the natural environment.

1.3 [bookmark: _Toc403754667]Statement of the Problem
A handful of studies have been done pertaining tourism in the context of Tanzania National Parks including the study by Mushi, D.(2013), Kentasi, V.(2010) and Mndeme, N.(2004). However, none of these studies has cut across to write on identifying important factors determining customer satisfaction at Kilimanjaro National Park .It was intention of this study to fill the knowledge gap of understanding what the determinants of customer satisfaction at KINAPA are and to address the possible remedies.

1.4 [bookmark: _Toc403754668]Research Objectives
1.4.1 [bookmark: _Toc403754669]Overall Objective
The main objective of the study is to find what are the determinants of customer satisfaction at Kilimanjaro National Park  (KINAPA).

1.4.2 [bookmark: _Toc403754670]Specific Objectives
Specifically the study will address the following specific objectives: 
i) To determine whether tourists are satisfied/dissatisfied with  services offered  
ii) To determine whether tourists’ age, gender, education and occupation can have impact on customer satisfaction.

1.4.3 [bookmark: _Toc403754671]Research Questions
i) What are the causes of tourists’ satisfaction/dissatisfaction on services offered to them?
ii) How perceptions of tourists in terms of gender, age, education and occupation affect customer satisfaction at KINAPA?
iii) What are the main customer satisfaction dimensions emphasized at KINAPA?

1.5 [bookmark: _Toc403754672] Significance of the Research
In an era of globalization, no organization can assume its current competitive strategies sustainable. It is assumed that poor service quality dissatisfies customers and this negatively impacts the entire business. This therefore calls for the essence of critically looking into all aspects of service to ensure that customers are satisfied and loyalty created for a company to remain competitive. On the international perspective, there has been a tourism paradigm shift regarding customer expectations due to rapid development of technology. Tourism has now become more competitive, where the consumers are more informed, know what they want and have a wider choice of destinations.

Therefore, this study is of great importance and significant to KINAPA and TANAPA as well as other stakeholders including staff, tour companies, ministry of tourism and natural resources, suppliers and service providers.
[bookmark: _Toc403754673]CHAPTER TWO
[bookmark: _Toc403754674]2.0 LITERATURE REVIEW

[bookmark: _Toc403754675]2.1 Overview
This chapter looks at literature review. It begins with conceptualization of issues/key words; specifically it reviews the literature on general tourism potential, findings from different customer satisfaction studies, the importance of customer satisfaction, service quality as the determinant of customer satisfaction, the Kano and SERVQUAL Models. The chapter encompasses conceptual and theoretical framework of independent /dependent variables. 

[bookmark: _Toc403754676]2.2 Conceptualization of Key Words
[bookmark: _Toc403754677]2.2.1 Tourism Organization
Weaver and Lawton (2006) define tour organizations as intermediaries or facilitating businesses within the distribution system that can be differentiated between outbound component and inbound component. Outbound tour organizations are large companies that organize volume driven packages tours and travel groups. This includes negotiations of contracts with carriers, travel agencies, hotels, and suppliers of goods and services.

Mark (2004) categorized tour organizations as companies which put together package travel which comprises of transportation, accommodation, sightseeing, meals and other activities put and sold as a single product at a single price. Tour organizations usually purchase these services or goods from suppliers where car hire companies, hotels and also national parks. The service may also include the tour guides, potters, drivers camping chefs and other travel services.

According to Gilbert (1990), Tour Organizations set in a motion of a tour and all its components through retails outlets and or through approved travel agencies. Tour companies as tour wholesalers can offer vacation packages to the travelling public at lower prices than an individual traveler can arrange because wholesaler can buy services, air transfers and meals in large quantities at discounted rates. Tour organizations compose tourism products as a whole which include different services and goods.

In accordance with this dissertation, tourism organizations are entities that act as middlemen to provide tourists either as individuals or groups wide range of tour
 packages to different destinations at varying costs for varying durations at various seasons. These entities plan, prepare and market vacation tour in terms of itineraries which include how many days will be spent, what will be seen, type of accommodation, type of transportation and ground services such as tour guides, chefs and porters for mountain climbing as the research is geared to. 

[bookmark: _Toc403754678]2.2.2 Tourism      
WTO (2009) defines tourism as activities of someone or a person travelling to and staying in places outside their usual environments for not more than one consecutive year for leisure, business and other purposes. WTO regards the usual environments being areas out of usual residence or frequent and regular trips between the domicile and the work place or other community trips of a routine character.
Goeldner and Richie (2009) defined tourism as the processes activities and outcomes arising from the relationship and interactions among tourists, tourism suppliers, host governments, host communities and surrounding environments that are involved in the attractions and hosting of visitors. They pinpointed that tourism is composed of activities, services and industries that deliver travel experience, transportation, eating and drinking establishments, shops entertainments, activity facilities and other hospitality services available for individuals or groups that are travelling away from home. It encompasses all providers of visitors and visitors related services.

Weaver and Lawton (2006) defined tourism as the sum of industrial and commercial activities that produce goods and services wholly and mainly for tourist consumption.

This dissertation borrows the definition by Goeldner and Lawton (2009) which explains the tourism as the processes, activities and outcomes arising from the relationship and interactions among tourists, tourism suppliers, host government, host communities and surrounding environments that are involved in attracting and hosting of visitors.   

[bookmark: _Toc403754679]2.2.3 Customer Satisfaction
A term frequently used in marketing, is a measure of how products and services supplied by a company meet or surpass customer expectation. According to Oliva et.al (1992) customer satisfaction is whereby the service provider meets the expectations and norms of customers. Ingrid (2004) interpreted satisfaction as a feeling which results from a process of evaluating what was received against that expected, the purchase decision itself and/or the fulfillment of needs/ want.

[bookmark: _Toc403754680]2.3 Empirical Literature Review
[bookmark: _Toc403754681]2.3.1 Hyper Competition In Customer Services
To survive in this era of globalization where tourism industry is more competitive and challenged with ever-changing complex behavioral customer needs, tourist organizations should think twice on how to cope up with the trend for sustainability in the industry.  

Susana and Velida (2012), argue that competition in service market in the last two decades has become more intensive and larger. In addition to individual companies, a number of strategic alliances on a global scale have increased, as well as mergers and acquisitions. The resulting global competition significantly affects the creation of standards in service industry, and customers behavioral changes, since they are becoming more mobile, better educated, more IT literate, and with greater purchasing power. Companies that are able to create the desired benefit package for costumers: a high quality service, unique experiences and adventures, environmental requirements, safety, proper price, comfortable atmosphere and fair treatment of the employees, have greater opportunities in the pursuit of winning and retaining customers. 

Providing market dominance in the turbulent and complex market is conditioned by the ability of service organizations to explore the needs, demands, customer attitudes and motivations, the causes of their satisfaction and dissatisfaction. The lack of knowledge of the level of satisfaction/dissatisfaction of customers is a cause of failure of many companies. Timm (1990) states that an average company loses 20% of its customers annually due to dissatisfaction. On the other hand Reichheld and Sasser (1990) find that as a customer loss decreases by 5% profitability increases by 35 to 85% depending on the industry.  Changes in patterns and priorities of consumption of modern customers, their selectivity, and requirements hinder the identification and understanding of their drivers to purchase.

Senić (2008) says that the primate of retention of the existing customers to wining new customers is conditioned first of all by intensive competition pressures and by high costs of acquisitions of new customers. Many organizations act proactively, create new customers needs, and gain an advantage in their satisfaction. This has resulted in the introduction of new services, and increased number of products whose value is supported with services.

[bookmark: _Toc403754682]2.3.2 Findings from Different Customer Satisfaction Studies
Various studies in the area of customer satisfaction concerning different contexts have been carried out and came out with different views on the subject matter.
Eboli and Mazzulla (2007) measured customer satisfaction in the context of bus service on various factors including availability of shelter and benches at bus stops, cleanliness, overcrowding, information system, safety, personnel security, helpfulness of personnel, and physical condition of bus stops. TCRP Report 100 identifies the following elements at bus stations for efficient service: shelters, waiting rooms and seating, doorways, stairways, escalators, signage and information displays, public address systems, and passenger amenities (including shelters, benches, vending machines, trash receptacles, lighting, phone booths, art, and landscaping.

Geetika et al.( 2008) postulate that in a study on Internet banking, consumers gave the highest weight to the quality of service while selecting a particular bank In another study Jham and Khan (2008) noted that  customer satisfaction with banking services, factors of customer satisfaction were traditional (basic) facilities, convenience, behavior of employees, and the environment of bank.

J. D. Power and Associates (2008) measured overall customer satisfaction of electric utilities through six factors: power quality and reliability, customer service, company image, billing and payment, price, and communications. J. D. Power and Associates (2008) also measured customer satisfaction with high-speed and dialup Internet service providers based on five factors: performance, reliability, cost of service, customer service, billing and offerings, and promotions. In another study, J. D. Power and Associates (2008) found communication (information systems) to be a determinant of customer satisfaction for customers of utility companies.

Ribiere et al. (1999) identified customer satisfaction with hospital information systems in terms of timeliness, accuracy, and completeness. Andaleeb (1998) in the same context points out that another study on satisfaction with hospital services included communication with patients, competence of staff, staff demeanor, quality of the facilities, and perceived costs.
J. D. Power and Associates Reports (2007) indicate that customer satisfaction with full-service moving companies was measured across seven factors: transportation of belongings, loading service, unloading service, optional coverage, estimate process, packing service, and insurance/damage claims. This implies that the quality of basic facilities and other supporting facilities were used as criteria for satisfaction.

[bookmark: _Toc403754683]Table 2.1: Literature Review Summary on Customer Satisfaction
	        Sector
	Factors Identified/Considered for 
Customer Satisfaction
	 Authors

	Bus transport
	Availability of shelter and benches at bus stops, cleanliness, overcrowding, information system, safety, personnel security, helpfulness, physical condition of bus stops
	Eboli & Mazzulla
(2007)
TSRP Report 100

	Tourism
	 Service quality
	Ekinci (2003)

	Full-servicing moving Companies
	Transportation of belongings, loading service, unloading service, optional coverage, estimate process, parking service, Insurance/damage claims(basic facilities, other supporting facilities)
	J.D. Power & Associates Report(2007)

	Gas & Electricity Suppliers
	Power quality, reliability, customer service,
Company image, billing & payment, price, communications, information system 
	J.D. Power & 
Associates (2008b)

	Internet Service Provider (ISP)
	Performance & reliability, cost of service, customer service, billing, offerings & promotions
	J.D. Power &Associates(2008b)

	Banking
	 Service quality
	Geetika et. al (2008)

	
	Basic facilities, convenience, behavior of employees, general environment
	Jham & Khan (2008)

	Consultancy
	Behavior of employees, service quality
	Sonne (1999)


Source: Author’s Analysis 

Sonne (1999) reports that a study on customer satisfaction from consultant services identified various factors including perceived competence of the consultant and the attitude of consultants toward the customer during the service production process.
Table 2.1 above provides a summary of research on attributes of service quality leading to consumer satisfaction in the context of various services. The heterogeneous service contexts are taken for developing a sound theoretical base for the present research and for identifying major common attributes of service quality irrespective of the context as well as within the context

Table 1 above reveal that RATER (reliability, assurance, tangibility, empathy and responsiveness) attributes were sublimated as findings from almost every study in that heterogeneous services context. However, Parasuraman et.al (1985) find that services are more difficult to evaluate than products given that services are characterized by intangibility, heterogeneity, simultaneity of production and consumption, and a high proportion of evidence versus search and experience properties. Therefore, generalization of findings from services context studies is not encouraged.
   
[bookmark: _Toc403754684] 2.3.3 The Importance of Customer Satisfaction
One of the main ingredients of success in the market place is customer satisfaction. Reichheld (1996) points out that customer satisfaction is the key factor in determining how successful the organization will be in customer relationship. Kotler (2003) asserts that there is general agreement that; satisfaction is a person’s feelings or disappointment resulting from comparing a products perceived performance in relation to his or her expectations. David (2006) in his published studies of customer satisfaction tells how essential it is for survival of the business. How do we find out whether our customers are satisfied? The best way to find out whether customers are satisfied is to ask them.

When you conduct a customer satisfaction survey, what you ask the customer is important. How, when and how often you ask these questions are also important. However, the most important thing about conducting a customer satisfaction survey is what you do with their answers.

In the same vein, he emphasizes that the best time to conduct a customer satisfaction survey is when the experience is fresh in their minds. If you wait to conduct a survey, the customer’s response may be less accurate. A customer may have forgotten some of the details of your product or service therefore he/she may answer about a later product/service. Also the customer may colour the answers because of confusion with other visits.

[bookmark: _Toc403754685]2.3.3.1 Kano Model
The Kano Model of Customer Satisfaction was proposed by Kano et al (1996) and it focuses on product attributes on the basis of how they are perceived by customers and their effect on customer satisfaction. The model distinguishes three types of product attributes that contribute to customer satisfaction in varying degrees namely; basic attributes, performance or spoken attributes, or surprise or delight attributes.
 Kano model of customer satisfaction is not only valid for manufacturing businesses; rather it also equally can be applied to the service sector, including tourism organization i.e. KINAPA. 

The basic or expected attributes: Enhancing an expected characteristic will always increase customer satisfaction. Providing more of expected features always meet more of the customer’s needs. For example, establishing resting points along the trails where climbers can easy themselves in many ways like stretching their muscles, going to toilets, eating and drinking, encouraging information reception from guides, etc. With such enhancement the tourists are ensured of reaching their final destinations of which that is what they have paid for. Customers would be highly disappointed when the basic attributes of their services are not ensured, let alone the extremely low level of their satisfaction level if such a situation was to occur.

Performance or spoken attributes: Climbing and hiking starts immediately at Marangu gate after booking procedures are clarified at the booking office situated at the gate.  Performance attributes would include the speed at which tourists are attended right from the beginning of their endeavor, the level of customer services tourists are offered by staff and others.  The level of performance or spoken attributes of services offered by Kilimanjaro National Park make a huge difference on the customer satisfaction, in a way that the better the performance, the higher customer satisfaction will be.

Surprise and delight attributes: Are the ones that are not generally expected by customers, but if they are present they will make a significant contribution on the level of customer satisfaction. However, the absence of surprise and delight attributes would not dissatisfy customers due to the fact that customers would not be expecting them in the first place. For instance a surprise or delight attribute for a tourist organization like KINAPA would be offering tourists free refreshments during their climbing.

Kilimanjaro National Park generally does not have surprise and delight attributes in their services for various reasons. Arguably, the only surprise and delight attribute for the tourists of KINAPA would be free hiking they get on the New Years Eve. And it will be surprise and delight attribute for those international tourists and visiting for the first time, domestic tourists and second timers international tourists are aware of free climbing on New Year’s Eve, so it is not surprise to them.

The contributions of each type of attributes to the level of customer satisfaction are best illustrated on the following diagram;   
[image: Kano-Model-of-Customer-Satisfaction]
[bookmark: _Toc403754686]Figure 2.1: Kano Model of Customer Satisfaction
Source: Kano et al (1996)

The model in a nutshell: Two lines; vertical and horizontal intersect at the centre.

Left Side under the Horizontal Intersection: The customer is presented in a disappointment situation and longing a satisfying service. As services are offered in a sequential manner i.e from Basic attributes         Performance attributes           Delight attributes; expectations of customers begin to change positively.

Right Side of the Intersection of Lines: From  figure 1 above, when basic, performance and delight attributes are in place, customer expectations and perceptions change from negative to positive features as shown in the figure as from; Disappointed            Not unhappy            Immediate happiness               Delight.

Albrecht and Zemke (1990) say that, up to 97 percent of unsatisfied customers do not complain, but they do tell their friends (a survey showed that 13 percent complained to more than 20 other people). The threat of such negative word-of-mouth publicity alone should encourage every tourist oriented organization to develop an ongoing focus on customer satisfaction particularly because the Internet has dramatically raised the number of people one can complain to –or share praises with.  Rather than appealing only to a few dozen friends, active web participants can now easily complain to hundreds if not thousands.  All it takes is a well-visited web site or chat room, there are other powerful implications to customer satisfaction that leads to increased corporate profitability.

 Eugene et. al. (1994) argue that satisfied customers are less sensitive to price than either dissatisfied customers or new customers.   They are more willing to pay for the services they receive.  It is also far less expensive to maintain an existing account than to develop a new one. Satisfied customers tend to purchase more frequently and in greater volume than less satisfied ones.

Fredrick and Sasser (1990) demonstrate with data from the office of consumer affairs that, even for dissatisfied customers the repurchase rates vary substantially depending on 
whether and how their complaints are addressed.  It is therefore essential that an organization monitor and assess the satisfaction level of its customers.  The results should be analyzed to produce overall satisfaction indices and should also be provided to field managers so that they can rectify any individual problems. 

In a competitive market place understanding customer’s needs become crucial. Therefore, companies have moved from product – centric to customer – centric position. Customer retention is directly influenced by customer satisfaction. Khalifa and Liu (2003) opine that retention is the major challenge particularly in a tourism industry as customers can easily switch from one tourist destination to another at a low cost. 

Reinchhed (1993) has explained that customer satisfaction alone is not enough and cannot guarantee loyalty to organizations as between 65% to 85% of customers who switch to other organizations   are satisfied customers. Jamal and Nazer (2002) note that customer satisfaction is not linked with only the view of customers regarding the reliability of the service delivered but also based on the experience of the customer with the service delivery process. Van Rie et. al (2001) accentuate that, considering the high costs of acquiring new customers and apparently high customer turnover of many tourist based organizations, it is very important to study  the determinants of customer satisfaction. However, Jochen and Wirtz (2002) in their research findings on customer satisfaction listed the results of customer satisfaction as follows:  repeat purchase, loyalty, positive word – of – mouth and increased long term     profitability. 
[bookmark: _Toc403754687]2.3.4 Service Quality as the Determinant of Customer Satisfaction
According to Geetika et al (2008), Sachder and Verma (2004), Ekinci (2003), and Czepiel (1990); customer satisfaction has been commonly accepted as an indicator of service quality.  Quality is an important element of value and it is a key strategic asset of companies for applying on the market regardless of whether it is a product or a service. Quality can be defined in different ways and from different perspectives. From the customers’ perspective, Veljković (2009) argues that quality is what a customer or a target segment considers to be, i.e. the ability of a product or a service to meet or to exceed customers’ expectations. Quality is not viewed through the utility value and the costs of its creation, but through the achieved customer satisfaction and the profit that is created on this basis. Kotler et. al., (2002) defined quality as the totality of features/characteristics of the products or services that have the capacity to meet the expressed and implicit needs.  Evaluating the quality by customers is the result of benefits that they gain by using a product (service), and its image. Costumer perception of quality is an important determinant of their purchase choice and the achieved customer satisfaction. 

However, Jain and Gupta (2004) talk that the main problem that arises in the management of service quality in service companies is that, quality cannot be easily identified and measured due to the specificity of services. In relation to the quality of a product, it is more difficult for customers to measure objectively the quality of service, due to the intangibility as one of the main characteristics. On the other hand Caruna,et. al., (2000) argue that the authors do not give consent regarding the definition of service quality. The dominant perception is that the quality of a service is its delivery that is in accordance with the expectations of customers, i.e. the result of customers comparisons between expectations related to a certain service and their perception on how services should be provided (highlighting that the complete quality assessment depends on evaluation of benefits that it provides, but also the processes of its delivery, shows the complexity and multidimensionality of the quality of service concept).

Service quality is observed as a multidimensional structure. Pollack (2008) says that there is a consensus in the opinion that service quality should have three basic elements: the quality of results, the quality of interaction and the quality of service environment. The quality of results is a real result of a service contact and it is an essential element of a quality service, given that the customer, through its decision to buy, assesses actual benefits that are expected from its use. A customer often measures this result in a fairly objective way. The quality of interaction refers to the assessment of the overall relationship between a customer and the service staff, which converts an input into an output. This element of quality is often perceived by a customer in a rather subjective way. The third dimension, which is the subject of a review by a customer, is the quality of the service environment, i.e. visible physical or information architecture that provides a visual stimulus about an organization, its functioning and services (service company facilities, design, equipment and interior). The importance of this dimension may vary depending on the nature of a service activity and the intensity of the interaction between the staff and service customers. Hansen and Bush (1999) say that realization of competitive advantage through quality requires an understanding of what customers 
consider quality, i.e. defining the determinants of quality and commitment of an organization to achieve it.

In conceptualizing the basic service quality model, Parasuraman et al. (1985) identified 10 key determinants of service quality as perceived by the service provider and the consumer, namely; reliability, responsiveness, competence, access, courtesy, communication, credibility, security, understanding/ knowing the customer, and tangibility to formulate a service quality framework, SERVQUAL. Later (in 1988), they modified the framework to five determinants: Reliability, Assurance, Tangibles, Empathy, and Responsiveness, or RATER. Cuomo (2000) accentuates that the techniques of customer satisfaction analysis allow the critical aspects of the supplied services to be identified and customer satisfaction to be increased. 

Traditionally, service quality is measured by disconfirmation, as the difference between expectations and the perceived performance of the service provider. However, we choose to measure the service quality items by perception scores only for the following reasons. Buttle (1996) contends that there is little evidence that customers assess service quality as a gap model by subtracting expectations from perceptions. In the same vein Buttle adds that even one of the authors of SERVQUAL has questioned the disconfirmation paradigm which SERVQUAL is based on. He cited Boulding et al (1993) saying that ‘…a team of researchers including Zeithaml herself has recently rejected the value of an expectation – based or gap – based model in finding that service quality was only influenced by ‘perceptions’. Also Cronin and Taylor (1992) intimate that perception scores alone is better predictor of customer quality assessment than  difference scores. Rana Mostaghel (2006) did a study on customer satisfaction measuring service quality in online purchasing in Iran. He used the five SERVQUAL items of Reliability, Assurance, Tangibles, Empathy, and Responsiveness, or RATER as a starting point, for generating items for the study. 
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[bookmark: _Toc403754688]Figure 2: Relationship between Service Quality and Customer Satisfaction Based on SERVQUAL
Source: Rana Mostaghel (2006)

2.3.4.1 Service Quality Model – The SERVQUAL
Parasuraman and Zeithaml (1990) comment that by use of SERVQUAL scale it is possible to compare customers’ expectations and their perceptions of actual performance. This scale has been developed for the service sector and has five generic dimensions or factors : Tangibles, Reliability, Responsiveness, Assurance and Empathy. 

Lam and Woo (1997) contend that there is some criticism on the long – term stability of the results of the SERVQUAL scale and on general applicability of the five dimensions. Although alternative models have been proposed for the measurement of service quality, the SERVQUAL scale has been widely used by academics and practitioners to measure service quality. These items were defined by Parasuraman et al. (1998) as follows:
 
Tangibility:  Includes the physical determinant of the visible things in the process of service delivery such as equipments, furnishings and exterior, design of uniforms, appearance of staff and promotion of material. 

Reliability: Determinant is related to the fulfilling of the promises without objections, on time, genuine interest on solving visitor’s problems and impeccable services. Reliability is prerequisite for effective of other dimensions. 

Responsiveness: Determinant refers to identification of problems, needs and desires of visitors, a willingness to help and provide prompt services. 

Assurance: Determinant refers to the ability of park staff to create a sense of trust and security for customers. 

Empathy: The fifth determinant refers to which is compassion or empathy implies readiness and willingness to assisting tourists, as well as providing individual attention and understanding the specific needs of each visitor.
[bookmark: _Toc403754689]2.4 Review of Relevant Theories 
There are countless theories explaining customer behavior and determinants that influence customer satisfaction. Regardless of many theories, seven (7) have been considered due to their comprehensive coverage especially is the one which influenced the study.

Rai (2008) draws the basic formula of customer satisfaction as:
Customer Satisfaction = Customer Perception – Customer Expectation of Customer Service  In this way it is easy to generalize that if the perception of the service received has exceeded the expectations of the service, customer satisfaction will be positive. 

On the other hand if the perception of the service received is less than the level of expectation of the service, it would lead to customer dissatisfaction.
Andriotis et.al., (2008) define customer expectations as the needs, wants, and preconceived ideas of a customer about a product or service. Customer expectations are influenced by the customer's perception of the product or service being offered and related attributes.

[bookmark: _Toc403754690]2.4.1 Confirmation and Disconfirmation Theory
Yi (1989) mentions confirmation/disconfirmation framework when discussing the issue of customer satisfaction. According to the framework customers have a set of pre established standards in their minds when they are about to purchase a product or a service. The level of customer satisfaction is a result of comparison of this standard to the perception of the product bought or the service received. If the level of perception of product or service bought does match the established customer standards, this will result in customer satisfaction and dissatisfaction if it fails to meet customer standard. Customer will be left dissatisfied Relating demographic characteristics such as occupation and education status of customers with service quality aspects (i.e. tangibility, responsiveness, assurance and empathy) is vital in this theory. 

[bookmark: _Toc403754691]2.4.2 The Validity of Two Factor Theory
Czepiel et. al., (1974) maintain the validity of two factor theory in relation to analyzing customer satisfaction. Two factor theory states that customers can be satisfied and dissatisfied with a product or a service at the same time, because satisfaction and dissatisfaction will be about different aspects of the product or service, thus, they will be unrelated.

Lai (2004) and Zaim et.al.,(2012) positively accentuate that tangibility attributes are important factors in customer satisfaction. On the other hand, contrary to this view Bauman et. al.,(2007) says that tangibility has no relationship with customer satisfaction. This difference in findings may be influenced by the nature of business environment in respect to different countries. 

Due to this antagonistic behavior, this appeals to service companies  to understand that there are several reasons why companies should give customer satisfaction higher priority and continue monitoring and learning on what effects customer satisfaction.
[bookmark: _Toc403754692]2.4.3 Instrumental Performance and Expressive Performance   
Swan and Comb (1976) developed two factor theory of instrumental and expressive performance. According to this theory instrumental performance relates to physical aspects of the product/service, whereas expressive performance refers to psychological aspects. The theory specifies expressive performance as a necessary component of customer satisfaction. Customers will be left dissatisfied if they are unsatisfied with expressive performance of products or services regardless of the fact that their instrumental performance have been satisfactory or not.

Though tangibility aspect may not apply in effecting customer satisfaction in this theory, other aspects of SERVIQUAL like assurance (knowledge and courtesy of staff to convey trust and confidence) and empathy (caring and individualized attention to the customer) will much the expressive performance (psychological aspect) and usher in customer satisfaction.

[bookmark: _Toc403754693]2.4.4 Consumer Psychology in Behavior Theory
According to Foxall (1990), consumer psychology in behavioral perspective is the most idely-accepted and influential theories of consumer behavior derive in large part from cognitive psychology.  As a result, consumer choice is usually understood as a problem-solving and decision-making sequence of activities, the outcome of which is determined principally by the buyer's intellectual functioning and rational, and goal-directed processing of information". Satisfaction can be considered as a central concept in understanding tourist behavior. This is supported by IUCN (1985) by accentuating that understanding consumers is very important and a key to success in the tourism industry, since the demand to tourism is very dynamic. Empathy aspect in understanding the specific needs of each visitor culminates into customer satisfaction.

[bookmark: _Toc403754694]2.4.5 Learning Curve and Experience Curve Theory
Based on the learning curve and experience curve theory, Hax and Majluf (1982) and Hirschmann  (1964) argue that established destinations use competitive pricing strategy and cost leadership, however their superior competitive tool is effective customer satisfaction. In addition Bouhalis and O’connor( 2005), stressed that there is a significant effect caused by technological evolution. Tourist destinations with advanced Information Technology (IT) and Information Technology – Electronic Commerce and Mobile Commerce (IT-EC - MC) infrastructure benefit from greater competitive advantage over competitors who do not compete on the IT evolution.
This theory ushers in the tangibility attributes whereby the appearance of physical facilities, state of the art equipments, competent personnel and communication systems are in place. Thus confirming Zaim et.al.,(2012) and Lai (2004) findings, that tangibles are important factors in customer satisfaction.

[bookmark: _Toc403754695]2.4.6 Equity Theory 
The theory focuses on money, time and effort. Oliver and Swan (1989) suggest that satisfaction occurs when customers perceive that they have obtained more benefits compared to their cost (for example; money, time, effort). Therefore, perceived value is an appropriate in measuring satisfaction. As noted out by Assael (1995), the economic viability of firms lies in the hands of consumers. Therefore, properly implemented service quality characteristics (i.e., reliability, responsiveness, assurance and empathy) increase individuals’ perceived value about the quality features. This view is shared by Anton (1996) who claims that satisfaction is positively associated with repurchase intentions, likelihood of recommending a product or service, loyalty and profitability

Summarizing theories above, all of them focus on how to make customers viable to buy services and maintain loyalty, this is in agreement with the Swahili saying that goes like this; “Mteja ni Mfalme”- translated in English “The Customer is a King”. This study take sides with “Consumer Psychology in behavioral theory”;  where by understanding customers’ intellectual and rational faculties that drive customers in making choices, service provider entities will put much effort on how to reengineer their products to quench customers’ ego (satisfaction).

[bookmark: _Toc403754696] 2.5. Conceptual Framework
Conceptual frameworks, according to educational researcher Smyth (2004), are structured from a set of broad ideas and theories that help a researcher to properly identify the problem they are looking at, frame their questions and find suitable literature.  The conceptual framework of this study concerns how service quality determinants being catalyzed by service providers can effect customer satisfaction. We adopt quality model (SERVIQUAL) in this study in measuring customer satisfaction at KINAPA. The model highlights that matching between service quality standards and  customer satisfaction standards may decrease performance gap and increase customer perceived value about the satisfaction systems. Therefore, tangibility, reliability, responsiveness, assurance, and empathy will be measured in the following categories; Speed of clearance, communication, sanitation in general, security and safety and socio- economic characteristics of staff and tour guides. We believe that these five items have been chosen because they are key segments tourists experience most during hiking; therefore they impact tourists’ satisfaction expectations. For each statement the expectations and experiences of a customer are determined. Therefore, this model has been used as a point of reference in this dissertation.

We therefore consider SERVQUAL items to be independent variable, behavior of staff and tour guides to be moderating variable and customer satisfaction to be the dependent variable of the study. 
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[bookmark: _Toc403754697]Figure 3: Study Model for Customer Satisfaction
Source: Author 2014

[bookmark: _Toc403754698]2.5.1	Tangibility
Nankervis (1995) argues that the more the tangibility is in place the more visitors are confident of the place and this subsequently leads to customer satisfaction. The more the facilities, the staff appearance and the operating equipments are not in place this automatically causes some discomfort to visitors and may turn them away and reduce return business. It also negatively impacts on visitor’s expectation of the place. Therefore, tangibility can lead to visitor’s satisfaction in the park and help in retaining loyalty. Various elements will be measured to see how they affect customer satisfaction. These include appearance of Kinapa staff and guides, cleanliness and tidy premises, cleanliness along trails, toilets and huts. Design of buildings and huts, adequacy of facilities like computers at Kinapa reception office and skills of staff to use them will be measured. The aim of measuring the aforementioned aspects is to see how they impact customer satisfaction.

[bookmark: _Toc403754699]2.5.2  Reliability
According to Wong and Sohal (2003) and Parasuraman et. al. (1988), reliability involves performing the promised services dependably and accurately. It includes doing things right the first time, which is one of the most important components for customers. Reliability also extends to provide services when promised and maintain error – free records. Various factors will be considered for example, how competent 
(skills) staff perform tasks that have been promised to visitors and resolve problems encountered by customers. The other expectations include how staff and tour guides provide scheduled services from initial contact onwards, prompt and spontaneous services. It should be understood that visitors are sensitive to issues such as answering a plea after ten minutes or more. This can lead to customer’s dissatisfaction as visitors feel cheated and this can cause a dent in the organization’s image.
[bookmark: _Toc403754700]2.5.3  Responsiveness
Zeithaml et. al. (1990) define responsiveness as that involving staff willingness to help visitors and provide prompt services such as professionalism in handling and recovering from mistakes. It has been said that today’s luxury is time. Consequently, service provider’s ability to provide services in a timely manner is a critical component of service quality for many customers.
 Measurement will be done on the following; speed of clearance at reception office, accessibility and willingness of staff and tour guides to adequately answer and meet demands of tourists. The staff asking for tourist’s name, home country, age, etc during park registration is one of the examples of responsiveness. This process of efficiency leads to customer satisfaction. No one wants to deal with an organization which its efficiency is low.

4. Assurance
Refers to the knowledge and courtesy of staff and their ability to convey trust and confidence including competence, courtesy, credibility and security. Competence means possession of the required skills and knowledge to perform the services. It involves knowledge and skill of the contact personnel, knowledge and skill 
of operational support personnel and research capability of the organization. Courtesy involves politeness, respect, consideration and friendliness of contact personnel. Credibility involves trust, worthiness, believability, honesty. It includes having the customer’s best interest at heart. Contributing to credibility is company’s reputation, personal characteristics of the contact personnel. The degree of hard sell involved in interaction with the customer. Security refers to freedom from danger, risk or doubt. It involves physical safety, financial security and confidentiality. Eboli and Mazzulla (2007; TCRP Report 100) have identified security and safety as determinants of customer satisfaction in the tourism sector. 
Measurement will focus on staff and tour guides’ knowledge and professionalism to meet tourists’ demands. The behavior of Kinapa staff, tour guides and porters, competence of Kinapa staff, courtesy of tour guides and toughness of porters in carrying luggages on the way to higher altitudes will be evaluated to find if they effect customer satisfaction. Jham and Khan (2008) commend that these factors have been found to impact customer satisfaction. Visitors expect to feel safe during their climbing endeavor while staff handle effectively challenges encountered on the way. This is essential to customer satisfaction.

[bookmark: _Toc403754701]2.5.4  Empathy
It refers to the provision of caring and individualized attention to customers including access, communication and understanding the customers. Access involves approach, ability and ease of contact. It means a service is easily accessible by telephone, waiting time to receive service is not extensive, hours of operation are convenient and location of service facility is convenient. Communication can mean 
keeping customers informed in language they can understand. It means listening to customers, adjusting the language for different consumers and speaking simply and plainly with a novice.  This refers to how fluency in tourists’ spoken language matches with park attendants and tour guides as renders of climbing product. 
Assessment on staff and tour guides’ means of interacting with tourists at the reception office and at orientation hut will be evaluated by observation. This includes fluency in communicating languages and moderate skills of tour guides in explaining botanical, zoological and geological matters to tourists.
 
Understanding the customer may mean making the effort to understand customer’s needs. It includes learning the customer’s specific requirements, providing individualized attention, and recognizing the regular custom. For instance, employees acknowledge the presence of customers at the reception or in the park area and with a verbal greeting. The employees keep eye contact, using visitor’s names and asking tourists to keep trail routes clean. Customers like to be given individualized attention and treated with. This allows customers to easily approach and spell out their needs regarding the service being provided. This leads to customer satisfaction. The importance of empathy may be the root of winning companies that see visitors as an individual.    

Kinapa Staff and Tour Guides: Employees play a crucial part in deliverance of services to customers. The behavior of employees can either positively or negatively impact customers and make them satisfied or dissatisfied in an organization. 







[bookmark: _Toc403754702]CHAPTER THREE
[bookmark: _Toc403754703]3.0 RESEARCH METHODOLOGY

3.1 [bookmark: _Toc403754704]Overview 
This chapter presents detailed ideas about the research that will be conducted. This entails various methods applied as: the research design, research area and population, sampling procedures, data collection techniques, data analysis and data reliability and validity   together with justification of the same.  

In this study both qualitative and quantitative research methods were used in order to gather information. This combination of research methods was considered appropriate compared to qualitative or quantitative method alone. Gugu (2002) and Jones (1997) argue that the justification of mixed methodologies is that both single methodologies (qualitative only or quantitative only) have strengths and weaknesses. A combination of methodologies on the other hand, can focus on their relevant strengths. The study was descriptive in nature because it explains the nature of relationships that exists between variables and is ascertaining on how visitor’s experience will culminate in customer satisfaction. The research environment was a field study where the researcher was personally involved in collecting information.

3.2 [bookmark: _Toc403754705]Research Design
Kothari (2007) says that research design refers to plan, blue print or arrangement of conditions for data collection and analysis. Research design among other things, involves a specific plan of activities a researcher is supposed to do in a field.  
The study was a case study design which was selected because it offered valuable insights that complement and expand the general truth obtained from respondents. Case study design was also used because it was tedious and expensive to make an assessment of all widely dispersed Tanzania National Parks. The limitation of resources of time and funds was the reason the study to be of this sort.  

The study was conducted in Kilimanjaro National Park located in Tanzania’s popular northern tourist circuit of parks.  Although there are a number of options for climbing Mt. Kilimanjaro, 91% of all hikers use the Marangu Trails which can be climbed without any special  equipment.  The study was chosen guided by reason that the researcher was among the consumers of climbing product having conquered the summit four times. Moved with this adventurous desire, motivation to investigate the aforementioned theme was born.
 
3.2.1 [bookmark: _Toc403754706]Population
According to Sakarin (2003), population refers to the entire group of people events or things of interest that the researcher wishes to investigate. The study population comprised three main categories. First, were tourists who visited the park during the period of the study.  Second, were the company management (both KINAPA and TANAPA) and third were tour guides. These three categories of respondents were selected because the researcher was convinced they were the main contributors of information concerning customer satisfaction. The proportion of respondents picked from each category varied. However, majority were picked from tourist category (as table 2 shows). The study had targeted a total population of 200 respondents, but 
managed to get 153 who answered the survey questions willingly. Others didn’t respond on different reasons.

3.3 [bookmark: _Toc403754707]Sampling Procedures
 William (2006) says that, sampling is the process of selecting units (e.g., people, organizations) from a population of interest so that by studying the sample we may fairly generalize our results back to the population from which they were chosen. In selecting tourists, random sampling procedure was used. They were randomly selected because of the following reasons; the research budget needed a lower cost approach, data collection is faster and since data set is smaller it is possible to ensure homogeneity and to improve the accuracy and quality of the data. Also with the random sampling the variance between individual results within the sample is a good indicator of variance in the overall population which makes it relatively easy to estimate the accuracy of results. The study assumed the selected sample had the ability to explain the challenges facing tourism industry in the nation and the response can be replicated.

The following procedures were considered in sampling; 

3.3.1 [bookmark: _Toc403754708]Sample Size
Kothari (2007) define sample size as few items selected from the universe for the purpose of study. Since the population or number of people was high (all KINAPA staff, all KINAPA tourists and all KINAPA tour guides) was high, each category needed representation for effective study and gain control on the composition of the sample. Therefore, a sample of 130 tourists, 7 KINAPA staff and 16 tour guides was selected during the study period (from 16 – 28 July, 2012). Respondents filled questionnaires and some were interviewed.

The study had targeted a population of 200 respondents, but managed to get 153 who answered the survey questions willingly. Others didn’t respond on different reasons.
A total number of 130 international visitors, 7 KINAPA and TANAPA staff, and 16 Tour guides were sampled. The population size targeted is presented in Table 2 below.

Table 2: Sample size of respondents in the study area
	S/NO
	Type of Respondents
	Population (N)

	1
	International Tourists
	130

	2
	KINAPA Officials
	7

	3
	TANAPA Officials
	3

	4
	Tour Guides
	16

	TOTAL(N)
	153


Source: Authors analysis

3.3.2 [bookmark: _Toc403754709]Sampling techniques
 The research used simple random sampling or purposive sampling. It involves selecting a sample element for a specific purpose. Group of people who have knowledge about particular problem they can be selected as sample element. The reason behind in selection of this type was that the researcher targeted a specific type of people who could provide the desired information in a convenient way and low cost involvement. 
3.4 [bookmark: _Toc403754710]Data Collection Techniques
Burns and Grove (2001) define data collection as the process of selecting participants and gathering data from those participants. Four data collection tools were used namely; review of theoretical and empirical literature, administration of structured 
questionnaires, interviews and participants observation. Based upon these broad approaches to information gathering data are categorized as primary data and secondary data. Both primary and secondary data collection techniques were used to address the research question.  Mountain climbers and hikers were segmented from the general population by interviewing only those who participated in the scenario during the trip, tour guides and some KINAPA and TANAPA Head Office Staff.

3.4.1 [bookmark: _Toc403754711]Primary Data Collection
Hair et. al., (2003) accentuate that primary data are collected through observation, interviews and /or questionnaires.

3.4.2 [bookmark: _Toc403754712]Questionnaire
According to Creswell (1994) a questionnaire survey provides a numerical description of certain segment of a population. The questionnaire was the main data collection instrument because it was more convenient to reach many tourists, park staff and guides.

Tourists descending the mountain (after product consumption) are exhausted most of the time. In consideration of the experience, a soft, easy and friendly approach of communication with them was employed. Therefore a self – compilation questionnaires are less costly and faster to administer.  The questionnaires aimed at customer satisfaction from service quality, improvement and a communication tool with customers using quantitative and qualitative questions. The questionnaire was simple to understand and focused on observation of how KINAPA staff rendered services to visitors and interviewed customers after experiencing services.

The questionnaire survey, interviews and observations were conducted mainly at Marangu Gate where tourists enter and exit the park.  The researcher entered the park to observe services rendered at Marangu and Horombo huts.  At Horombo hut some tourists who had entered the park through Rongai Gate converge with those using Marangu Gate.  Also tourists descending from the summit en-route to Kenya through Rongai Gate spend a night there.  This was of advantage to the researcher for accessing more respondents. The respondents were given an assurance about the purpose of interview or a face to face basis or filling the questionnaire before being asked to provide information
.
3.4.3 [bookmark: _Toc403754713]Personal Interview
According to Cohen et. al., (2007) the interviews enable participants (be they interviewers or interviewees) to discuss their interpretations of the world in which they live and express how they regard situations from their own point of view. The study employed both formal and informal interviews. Formal interview structure was used to KINAPA and TANAPA HQ officials.  Informal interviews were applied to tour guides and some visitors.  This enabled getting first hand information from the offers and users of services. This involved direct dialogue with staff members and tour guides. This was an advantage to the researcher to access more information that may not be provided through questionnaires.

3.4.4 [bookmark: _Toc403754714]Participants Observation.
Patton (2002) submit that data from observation comprised of people activities, behaviors, actions and the full range of interpersonal interactions and organizational 
processes that are part of observation human experience.  Since data collection was done at KINAPA Headquarters, Marangu gate – the entry and exit gate for tourists, we had a chance of observing the interaction between the product suppliers (KINAPA staff) and product consumers (tourists).  The aim was to watch how fast clearance was effected to serve customers, tools involved in services like computers, skills of personnel i.e. the five SERVQUAL items of Reliability, Assurance, Tangibles, Empathy, and Responsiveness, or RATER  were considered. Observation helped the elimination of a subjectivity bias since the information obtained was related to what was currently happening at KINAPA and it was free of respondents’ bias.

3.5 [bookmark: _Toc403754715]Secondary Data Collection
Ranjit Kumar (1996) defines secondary data as data collected from secondary sources such as government publications, personal records, census etc.

3.5.1 [bookmark: _Toc403754716]Literature Review
An analysis of relevant literature provided the context rationale necessary for this study, specifically reports of closely related previous research, statistical data from TANAPA headquarters, reports and papers of similar case studies conducted elsewhere.

3.6 [bookmark: _Toc403754717]Data Analysis
 Kothari (1990) opine that data analysis entails a number of closely related operations which are performed with the purpose of summarizing and organizing data in such a manner that they answer research questions or hypotheses Statistical Package for Social Sciences (SPSS Version 17.0) software describing the common underlying was used to analyze data. In the process, frequency tabulations and charts were generated; average was calculated including various measures of central tendency. Descriptive analyses were used in the research that involved describing the common underlying characteristics of data (Arlene et. al., 1985).

Data were coded (quantifiable) especially those that could be measured numerically (discrete data).  Trends over time, proportions, distributions, totals, relationships, interdependences were developed.

3.7 [bookmark: _Toc403754718]Reliability and Validity
3.7.1 [bookmark: _Toc403754719]Pilot Study
Polit et. al.,(2001) contend that pilot study refer to so – called feasibility studies, which are “small scale version[s], or trial run[s], done in preparation for the major study”. Also, Baker (1994) accentuates that it is used to refer to the pretesting, or trying out, of a particular research instrument or research procedures.
Pretesting was conducted at Mandara and Horombo Huts to about 10 tourists. Pretesting helped immensely because some of ambiguous, unrealistic and wrong questions were corrected before using them for the actual fieldwork.

3.7.2 [bookmark: _Toc403754720] Reliability
Chambua (1996) argues that the term reliability meant to what extent does the repeated measurement of the same object using the same instrument, yields the same or similar results. Numbers of different steps were taken to ensure the reliability of the study:
· Questionnaires were divided into three categories so that each category of respondents could concentrate on each question 
· The theories selected for the study were clearly described and research questions were formulated based on the frame of reference drawn from the discussed theories. The objective was to make sure that if other investigators were to follow the same procedures and use the same questionnaires would reach the same conclusion.

3.7.3 [bookmark: _Toc403754721]Validity
Churchil (1996) defines validity as the extent to which the instruments accurately measures what was intended and supposed to measure. Also, Chambua (1996) postulates that validity is the extent to which an empirical measurement adequately reflects the real meaning of the concept under study.

Numbers of different steps were taken to ensure the validity of the study:
· Data collection was from reliable sources, from respondents who were the consumers of the product.
· Questionnaires were prepared based on literature review and frame of reference to ensure the validity of the results.
· Questionnaires were pre-tested by a couple of product consumers before beginning of the research. Questionnaires were tested to at least 10 respondents. 
· Data were collected within two weeks, in this period of time no major event had been changed with the related topic.     

In accordance with the explanations above, the questionnaires comprised of mainly closed questions but for a few open-ended ones. This was done to improve data reliability. Open-ended questions targeted those issues that needed more information from respondents. In most cases, open-ended questions followed major closed questions. Kate (2004) intimates that an open question at the end of a closed one is likely to increase the response rate and elaborative responses to closed questions Therefore, a cautionary questionnaire design approach was attempted in this study so as to gather responses that reflected the actual situation with regard in determining what customer satisfactions were.  






[bookmark: _Toc403754722]CHAPTER FOUR
[bookmark: _Toc403754723]4.0 RESULTS AND DISCUSSION

[bookmark: _Toc403754724]4.1 Overview
This chapter presents mainly the analysis output of what are the determinants of customer satisfaction in a tourist organization, a case study at KINAPA – Marangu gate. The chapter first presents the response rate of respondents who were administered with questionnaires during the period of July 16th - 28th, 2012. It is then followed by uncovering the satisfaction categories as measured by different variables presented through different formats such as tables, descriptive narrations and figures.

[bookmark: _Toc403754725]Table 4.1: Total Number of Questionnaires Distributed, Response and Response Rate from Tourists, Guides and Staff
	Target group
	Quest. distributed
	Quest. received
	Response rate (%)

	Tourists
	200
	130
	65

	Guides
	16
	16
	100

	Staff
	10
	7
	70


Source: Author’s research and analysis

Generally, over 50% of the tourists supplied with questionnaires responded and returned the full-filled questionnaires. All tour guides distributed with questionnaires responded, whereas 70% availed with questionnaires responded

[bookmark: _Toc403754726]4.2 Level of Visitors’ Experience/Satisfaction Studies
[bookmark: _Toc403754727]4.2.1 Tourist’s Country of Origin
Table 4 shows the proportion of tourist from various countries who visited KINAPA – Marangu gate. Most visitors interviewed came from USA (16.9%), followed by Britain (14.6%) and Germany (8.5%). The least countries with few visitors were Belgium, Sweden and Czech which had 1.5% of total tourists each. China and India had respondents comprising of 2.3% each. Brazil had the least number of visitors (0.8).

It was found that countries like Dutch (7.7%), Canada (6.2%), Australia (5.4 %) and Norway (5.4 %) had relative good numbers of tourists and could be potential markets (Table 4).

[bookmark: _Toc403754728]Table 4.2: Number of Tourists with Their Respective Countries of Origin
	Country
	Number of all visitors
	Valid Percent

	
	USA
	22
	16.9

	
	Britain
	19
	14.6

	
	Germany
	11
	8.5

	
	Dutch
	10
	7.7

	
	Canada
	8
	6.2

	
	Danish
	7
	5.4

	
	Norway
	7
	5.4

	
	Australia
	7
	5.4

	
	Ireland
	6
	4.6

	
	Israel
	5
	3.8

	
	New Zealand
	4
	3.1

	
	South Africa
	3
	2.3


Source: Author’s Research and Analysis

[bookmark: _Toc403754729]4.3 Social –Economic Characteristics of the tourists under study
Table 4.2 indicates the social – economic characteristics of tourists under study considering four variables namely; gender, age group, education level and visitors designation.
It was exhibited that women preferring this product of climbing Mount Kilimanjaro were equal to men. Tourists with age group of 18-28 years comprised the majority (36.2%) of those who preferred this challenging product followed by a group of 29-38 years (26.2%). Tourists with age of 58 years and above were relatively fewer (6.9%) than other age groups. However, it was observed that, younger generation with the age below 18 years could be an emerging age group in preference to this challenging adventure. 

[bookmark: _Toc403754730]Table 4.3: Social –Economic Characteristics of the Tourists under Study
	Parameters
	N
	Percentage (%)

	
Gender
	
	

	Male
	65
	50

	Female
	65
	50

	
Age group
	
	

	Under 18
	10
	7.7

	18-28
	47
	36.2

	29-38
	34
	26.2

	39-48
	18
	13.8

	49-58
	12
	9.2

	Above 58
	9
	6.9

	
Level of Education
	
	

	Primary
	6
	4.6

	Secondary
	15
	11.5

	College
	12
	9.2

	University
	97
	74.6

	
Visitors Designation
	
	

	Professional
	44
	33.8

	Manager
	11
	8.5

	Retired
	5
	3.8

	Blue Collar
	7
	5.4

	Business
	6
	12.3

	Student
	41
	31.5

	Chemist
	6
	4.6


Source: Author’s Research and Analysis
Majority of visitors were academically informed, with high learning education level where 74.6 % attained a university education, followed by those with secondary education (11.5 %), and the least had primary school education (4.6%). The predominance designations of the tourists were mostly professionals (33.8%), followed by Students (31.5%) and the least designation were chemists (4.6%) (Table 4.2). 

IUCN (1985) reveal that understanding consumers is very important and a key to success in the tourism industry, since the demand for tourism products is very dynamic. Kotler (2001) accentuates that demographic characteristics such as gender, age, education and occupation status, all contribute to differing sets of customer demands of services provided. Also Best (2000), report that consumers who are demographically the same may differ significantly in their attitudes and values orientation, which may lead to differing in needs. Kayera (1986) concludes by saying that since the total tourism market is huge, it is cost effective to identify smaller groups with similar attributes and become our target markets. The goal is to meet their satisfaction ego and position ourselves as a destination to gain a comparative advantage.

[bookmark: _Toc403754731]4.4 Awareness of Tourists About KINAPA
Figure 4.1 shows how tourists obtained information about KINAPA. The awareness was represented in percentages for easy clarification. Most (46.2 %) tourists reported to have received information about their adventure through a word of mouth from tourists who previously visited the product. Internet also seemed to play an important role in awareness creation to tourists where 32.3% confirmed to have known KINAPA through the net. Safari camps also contributed to creating awareness to tourists (12.3%). Telecast scored the lowest awareness in passing information to tourists (3.8%) 

[bookmark: _Toc403754732] Table 4.4:  How tourists obtained information about KINAPA
	Medium
	Percentage ( % )

	Word of mouth
	46.2

	Internet
	32.3

	Safari Camp
	12.3

	Telecast
	3.8


Source: Author’s Analysis
  
[bookmark: _Toc403754733]4.5 Tourists Destination, Value for Money, Challenges and Speed of Clearance
As noted by Zeithaml et. el., (1990), responsiveness involves staff willingness to attend customers by providing prompt services such as fast services, professionalism in handling situations. Service providers’ ability to attend customers in a timely frame is critical component in effecting customer satisfaction. The study measured one aspect of  speed of clearance taking into consideration that other related aspects are measured in cumulatively. Table 5 measured the speed of clearance at Marangu gate reception desk. 

The speed of clearance provided to the tourists by the staff of KINAPA was ranked by majority (35.4%) of visitors as very good and 35.4% of visitors suggested it to be fair. Few (16.2%) tourists remarked that it was excellent while 10.8% of tourists disqualified it as poor and the least did not respond (2.5%) – Table 4.3 below.
[bookmark: _Toc403754734]Table 4.5: Kinapa staff Speed of Clearance
	Parameters
	Number
	Percentage (%)

	Excellent
	21
	16.2

	Very Good
	46
	35.4

	Fair
	46
	35.4

	Poor
	14
	10.8


Source: Author’s Research Analysis

Promptness in attending customers is regarded as one of the aspects that effect customer satisfaction. Akan (1995) on measuring customer satisfaction in hotels showed that the main determinants to effect customer satisfaction are the timeliness, behavior of employees and cleanliness.

[bookmark: _Toc403754735]4.6: Services Rendered by KINAPA to Tourists
Zeithaml et. al., (1990) define tangible aspects as the appearance of the physical surroundings and facilities, equipments, personnel and the way of communication. 
In other words, the tangible dimension is about creating first hand impressions Table 4.5 presents the study results that focused on assessing on shelter, toilets and tourist orientation center- how they appealed to tourists at KINAPA Headquarters, Marangu gate the entry and exit point. 

Similar table gives information on cleanness and condition in general in regard to walking trails Majority (37.7%) of tourists remarked the quality of the toilets and shelters to be very good while 32.2% of visitors said it was just fair.  The KINAPA tourist orientation centre was highly ranked by visitors as very good (31.5%) while 28.5% of visitors said it was fair and only 8% of tourists were not satisfied by the centre and ranked it as poor.
It was underscored that majority (41.5%) of visitors were satisfied with the cleanliness done by the staff along the trails where 12.3 % of visitors were not satisfied. The study reflected that 48 % of visitors reported conditions of the walking trails to be very good, while 27.7% said it was excellent and 6% remarked as poor

[bookmark: _Toc403754736]Table 4.6: Services rendered by KINAPA to Tourism
	Parameters
	N
	Percentage (%)

	
	
	

	Shelter and Toilets
	
	

	       Excellent
	18
	13.8

	       Very good
	49
	37.7

	       Fair
	42
	32.3

	       Poor
	9
	6.9

	       Not applicable	
	8
	6.2

	
	
	

	Tourist orientation centre
	
	

	       Excellent
	12
	9.2

	       Very good
	41
	31.5

	       Fair
	37
	28.5

	       Poor
	1
	8

	       Not applicable
	25
	19.2

	
	
	

	Cleanness along the trails
	
	

	       Excellent
	32
	24.6 

	       Very good
	54
	41.5

	       Fair
	27
	20.8

	       Poor
	16
	12.3

	Conditions of the Walking trails
	
	

	       Excellent
	36
	27.7 

	       Very good
	62
	47.7

	       Fair
	13
	10

	       Poor
	6
	4.6



Source: Author’s Research and analysis

The findings above suggest that visitors are confident and are comfortable with services rendered to them by KINAPA. The research is in agreement with Atkinson (1988) and Knutson (1980) who also found the cleanliness leads to customer satisfaction. Appearance and cleanliness especially to Americans and Europeans appeal much and therefore enhances trust, confidence and comfort of visitors, and hence is indeed one of the most important attributes.

[bookmark: _Toc403754737]4.7 Services Offered by KINAPA along Trails and in/around Huts
From the study findings it was revealed that sign boards and interpretations along the walking trails were reported by visitors to be very good (39.3%) where 24.6% of visitors said it was excellent and few visitors (8%) did not respond on the      question.

It was realized that the KINAPA environments in general were ranked by visitors to be very good (38.5%), where 35.4% of visitors earmarked environments to be excellent and 21.55% of tourists remarked environments to be fair. However, few visitors (1.5%) commented it to be poor. On evaluating the conditions of toilets, 39 tourists (30%) ranked the conditions of toilets around the huts to be fair and the minority (4.6%) of visitors ranked toilets to be poor. 32 visitors equivalent to 24.6% marked conditions of toilets to be very good and 13 visitors (10%) said it was excellent (Table 4.5).

[bookmark: _Toc403754738]Table 4.7:  KINAPA Toilet Services Offered In Huts and Along the Trails 
	 Parameter
	Number of raters
	Percentage (%)

	Excellent
	13
	10

	Very Good
	32
	24.4

	Fair
	39
	30

	Poor
	6
	4.6


Source: Author’s Research and Analysis
The beds and bedding materials for the tourists were extremely ranked to be very good by majority (60%) assessed by 78 respondents. 42 tourists ranked bedding as excellent  which is 32.3% where 1.5% of tourists commended it to be poor.

[bookmark: _Toc403754739]Table 4.8:  Evaluation of Beds and Bedding in Huts
	Parameter
	Number of raters
	Percentage (%)

	Excellent
	42
	32.3

	Very Good
	78
	60

	Fair
	3
	2.3

	Poor
	2
	1.5


Source:   Authors Research and Analysis

[bookmark: _Toc403754740]4.8: Services Rendered by KINAPA to Tourists in the Huts
Table 4.8 sheds information on how KINAPA services in the huts and their surroundings were measured to accrue satisfaction to tourists. The variables lighting in huts, water, general cleanliness and park attendants were pinpointed for this  study.

The study findings revealed that 37.7% of the visitors suggested that the lightning in the huts were fair and small number (4.6%) ranked it as excellent.  Majority (30%) of respondents ranked the quality of water around the huts to be fair and hardly 8.5% of tourists ranked water quality to be poor. The study found out that 30% of tourists reported the general cleanliness to be very good, while 30% of visitors remarked it as fair and few (3.8%) commented it to be poor. Majority (44.6%) of visitors reported park attendants offered services that were fair and 6.2% of respondents ranked it as poor.
[bookmark: _Toc403754741] Table 4.9:  Services Rendered by KINAPA to Tourists at the Huts
	Parameters
	N
	Percentage (%)

	Lighting in huts
	
	

	       Excellent
	6
	4.6

	       Very good
	26
	20

	       Fair
	49
	37.7

	       Poor
	24
	18.5

	       Not applicable	
	20
	15.4

	Water	
	
	

	       Excellent
	11
	8.5

	       Very good
	30
	23.1

	       Fair
	39
	30

	       Poor
	14
	10.8

	       Not applicable	
	36
	27.7

	General Cleanliness
	
	

	       Excellent
	16
	12.3

	       Very good
	39
	30

	       Fair
	39
	30

	       Poor
	5
	3.8

	       Not applicable	
	29
	22.3

	Park attendants
	
	

	       Excellent
	13
	10

	       Very good
	33
	25.4

	       Fair
	58
	44.6

	       Poor
	8
	6.2

	       Not applicable	
	17
	13.1


Source: Author’s Research and Analysis

Although 25.4% of the respondents commended the services rendered to be excellent, KINAPA should take serious measures to keep on adding value and improving their services (Table 4.7).

[bookmark: _Toc403754742]4.9 Services offered by Tour operators and Tour Guides
Table 4.9 focus on two variables that administered the services of catering rendered by tour operators and nature interpretations offered by tour guides. Majority (40%) of respondents were fairly pleased by the catering services provided to them by tour operators and only 3.1% of tourists reasoned out on the service as poor. The nature 
interpretation was not applicable to the majority (36.2%) of the tourists as 
few (9.2%) cleared out to be fair.
[bookmark: _Toc403754743]Table 4.10:  Services offered by Tour Operators and Tour Guides
	Parameters
	N
	Percentage (%)

	
	
	

	Catering Services
	
	

	       Excellent
	16
	12.3

	       Very good
	39
	30

	       Fair
	52
	40

	       Poor
	4
	3.1

	       Not applicable	
	19
	14.6

	
	
	

	Nature Interpretations offered
	
	

	       Excellent
	24
	18.5

	       Very good
	35
	26.9

	       Fair
	12
	9.2

	      Not applicable	
	47
	36.2


Source: Author’s Research and Analysis

Parasuraman et al (1985) contend that quality evaluations that culminate into customer satisfaction are not made sorely on the outcome of the service; they also involve evaluations of the process of service delivery. Tour companies provide cooks to accompany tourists during climbing adventures. Cooks prepare foodstuff, drinks and refreshments to hikers. Guides on the other hand spend most of the time with tourists guiding, interpreting and answering all queries from them. We emphasize here well trained service providers from tour operators and knowledgeable tour guides. The reliability aspect in this measurement was rated very well (Table 4.8).      

[bookmark: _Toc403754744] 4.10 Services Rendered to Tourists by Tour Guides and Porters
Assurance in this context refers to freedom from danger, risk or doubt. It involves physical safety, financial security and confidentiality. Table 4.9 below shows the evaluation on services rendered by tour guides and porters as being very important clues in providing customer satisfaction to visitors. Three variables namely, technical advice and security, assistance offered by porters, security feeling on the way. The study underscored that 35.4% of respondents reported that technical advice and security rendered to them to be very good, where 28.5% of respondents reported it to be excellent and few (7%) ranked it to be poor. It was exhibited that majority (52.3%) of tourists reported that security feeling on the way to the top of the mountain was excellent where 34.6% of tourists said it was very good and 1.5% of tourists did not comment anything. 

 Porters play a big role in making tourists to achieve their goals of hiking Kilimanjaro mountain. Majority (36.9%) of respondents received very good service from porters, where 25.4% of respondents received excellent service and 6.9% of tourists commented it to be poor.

[bookmark: _Toc403754745]Table 4.11:  Services Rendered to Tourists by Tour Guides and Porters
		Parameters
	N
	Percentage (%)

	Technical Advice and Security
	
	

	Excellent
	37
	28.5

	Very good
	46
	35.4

	Fair
	23
	17.7

	Poor
	9
	7

	Not applicable
	14
	10.9

	
	
	

	Assistance offered by Porters
	
	

	Excellent
	33
	25.4

	Very good
	48
	36.9

	Fair
	23
	17.7

	Poor
	9
	6.9

	
	
	

	Security feeling on the way
	
	

	Excellent
	68
	52.3

	Very good
	45
	34.6

	Fair
	15
	11.5

	Not applicable
	2
	1.5





Sources: Author’s Research and Analysis
The measured variables of assurance reveal excellent and very good services provided by guides and porters. This is in agreement with the study of Knutson (1988) where he revealed that safety and security, and friendliness of employees were important attributes. 

[bookmark: _Toc403754746]4.11 Communication Barrier
Empathy in climbing the mountain setting can refer to how tour guides and park staff can mean keeping tourists informed in language they can understand. It means listening to visitors, adjusting the language for different customers and speaking simply and plainly with a novice. Table 13 below show that communication was not a barrier between product renders (staff and tour guides) and tourists.  Majority (49.2%) of tourists remarked communication to be excellent where 40% of visitors reasoned communication to be very good and 8% of respondents said it was poor.

[bookmark: _Toc403754747]Table 4.12: Communication Capabilities by Tour Guides
	Parameter
	Number of raters
	Percentage (%)

	Excellent
	64
	49.2

	Very Good
	52
	40

	Fair
	13
	10

	Poor
	1
	8


 Sources: Author’s Research and Analysis

The above results show that service providers communicated well with visitors as only 8% rated poor. Empathy has the ability to increase tourists’ retention and royalty. This will lead to growth in market share gained from repeat business. Parasuraman et al (1988), Juwaheer and Ross (2003) and Walker et al (2006) also highlighted in their study that empathy is one of the most important service quality characteristics.

[bookmark: _Toc403754748]4.12 Professional and Capacity Building by TANAPA and KINAPA Staff
Wong and Sohal (2003) and Parasuraman et al (1990) accentuate that reliability involves performing the promised service dependably and accurately. It includes doing things right the first time. Reliability is one of the most importance service components for customer satisfaction and was measured in terms of professionalism and capacity building of KINAPA staff as they are the number one service providers of Kilimanjaro hiking product. Staff professions, courses attended and working positions were studied to determine correlation with quality satisfaction provision 
Table 4.12 presents the professionalism and capacity building of KINAPA staff being the number one service providers of Kilimanjaro hiking product. Staff professions, Courses attended and working positions were studied to determine correlation with quality satisfaction provision Study findings underscored that, two staff representing 18.2% from KINAPA and TANAPA were professionally holders of advanced diploma in accountancy and diploma in wildlife management while 9.1% of staff were holders of Masters in Natural resource and Sustainable Agriculture, Masters in Business Administration, Bachelor in Tourism, Bachelor in wildlife Management, Diploma in Wildlife Management, Diploma in Business Administration and Ex-Form Four certificate holder.

The Staff attended courses to improve their skills and professionalism; at least each staff had attended one of these courses including Computer, Tour Guide, Out Door Expedition, Customer Care, Ecotourism, Marketing in the European market, CPA Module E, OPRAS, Administration Seminar and International Financial Reporting Standard Seminar. Majority (71.4%) were absolutely satisfied with their working position while hardly 28.6% were somehow satisfied with their working positions.

[bookmark: _Toc403754749]Table 4.13: Professional and Capacity Building by TANAPA and KINAPA Staff
	Parameters
	N
	Percentage (%)

	Professions
	
	

	      Masters in Natural 
      Resources and 
      Sustainable Agriculture
	1
	9.1

	      Masters in Business 
     Administration
	1
	9.1

	      Bachelor in Tourism
	1
	9.1

	      Bachelor in Wildlife  
      Management
	1
	9.1

	      Advanced Diploma in                                                                                                                      
      Accountancy        
	2
	

	      Diploma in Wildlife       
      Management
	2
	18.2

	      Diploma in Business 
      Administration
	1
	9.1

	      Bachelor in Commerce	
	1
	9.1

	      Ex-Form four
	1
	9.1


Source: Author’s Research and Analysis

[bookmark: _Toc403754750]4.13 Tourists’ Comments to KINAPA
Table 4.12 is the accumulation of the sought opinions from the tourists in response to the question “what park services and facilities would you recommend to be improved?” The study depicted out that out of 130 questionnaires received by respondents, it was only 88 respondents who shared their opinions on improvements and the remaining 42 said nothing. Majority (48.9%) of tourists recommended that sanitary of toilets should be taken seriously by park management. Other tourists who commented on toilets were as follows: 4.5% suggested seat toilets to be introduced, 3.4% of tourists recommended more toilets stops on the way to be added, 4.6% of visitors proposed toilet improvements  at Horombo and Kibo huts. Cumulatively, tourists who shared their views on toilets improvement were majority (61.4%). This is an indicator to the study that tourists were not satisfied with the condition of toilets in general speaking (Table 4.12).

Other suggestions were; 10.2% of tourists recommended more trash baskets to be added and 5.7% of visitors suggested that new sign markings to be put in place.. Penalty for littering, new mattresses in huts, information on fauna and flora, education on littering, speed of clearance should be faster and introduction of Jacuzzi at Kibo hut.

[bookmark: _Toc403754751]Table 4.14: Tourists Comments on Services Rendered
	Proposed Items
	Responses

	
	N
	Percent

	
	Sanitary of Toilets
	43
	48.9%

	
	More trash baskets
	9
	10.2%

	
	Penalty for littering
	2
	2.3%

	
	Improve cleanliness
	3
	3.4%

	
	More toilet stops on the way
	3
	3.4%

	
	Improve toilets at Horombo
	2
	2.3%

	
	Speed of checkouts should be faster
	1
	1.1%

	
	New mattresses in the huts
	2
	2.3%

	
	Info about flora and fauna
	2
	2.3%

	
	More signs indicating KM's
	5
	5.7%

	
	Jacuzzi at Kibo hurt
	1
	1.1%


Source: research and analysis

[bookmark: _Toc403754752]4.14 Results of Findings from Observation and Interviews
Despite of showing positive performance from the SERVQUAL, the following gaps in practice were noted through researcher’s observations and interviews with members of staff, tour guides and porters.
KINAPA Headquarter has standard of operating procedures which the members of staff are supposed to follow when discharging their respective duties. It was noted that there are inconveniences in following there procedures. This was the case because there are no follow ups on the quarterly and training plans which TANAPA and KINAPA develop. The evidence was clear from the human resource department where quarterly plans and training plans were available. However, an interval with some of staff working in different departments showed that there were no follow reports. The human resources department too had no record on the same. This can put a company in a risk of sliding into poor service delivery much as the results are showing positive performance in the five determinants.

There was no customer care department at KINAPA Headquarter. This was uncovered during the interviews with KINAPA member of staff. If you compare customers from twenty (20) years ago to customers nowadays, you will find that today’s customers want more. They want faster service, more convenient service, and more flexibility in things like payment plans and options, or merchandize return policies. They want less time waiting in lines, and they want their problems solved almost immediately. The department of Customer Care in place is the solution to these ever- changing tourism needs. Inconsistence service delivery was observed during a research period. At the reception office, the following were some of services undertaken:  electronic payments, visitor’s registrations and certificate issuing for summit conquerors. Clearing a group of 5 to 10 visitors as was observed took 20 to 30 minutes, this is inconvenient to customers especially those exiting the park after a 5- 6 days trekking to and from the summit.
 It is possible to minimize clearance by adopting higher speed state of the art technology with which required visitors’ particulars is processed and communicated in less time.
  














[bookmark: _Toc403754753]
CHAPTER FIVE
[bookmark: _Toc403754754]5.0 SUM MARY, CONCLUSION AND
[bookmark: _Toc403754755]RECOMMENDATIONS

5.1 [bookmark: _Toc403754756]Overview
A number of variables were used in this study to find out what are the determinants of customer satisfaction in a tourist organization. A case study was done at KINAPA, Marangu gate. This chapter will first shed light on the summary of the study; it will then draw conclusions from previous chapters. Finally this undertaking will propose some recommendations to KINAPA, TANAPA, Tour operators, TTB, Staff, Guides and The Ministry of Natural Resources and Tourism. 

5.2 [bookmark: _Toc403754757]Summary
 This dissertation was undertaken to underscore what were the determinants of customer satisfaction in a tourist organization. The case study was conducted at Kilimanjaro National Park, Marangu gate. The determinants of satisfaction were measured using the information obtained from three categories of questionnaires that were filled by the tourists, TANAPA and KINAPA staff, and the Tour guides. 

The tourists in the scenario consumed the product by hiking Mt. Kilimanjaro while the staff and the guides were providers of services. Different variables to determine satisfaction level were used such as country of origin, gender, cost paid, and speed of clearance, park attendants’ courtesy and general cleanliness -just to mention the few. The key findings of the study are summarized as follows:
5.3 [bookmark: _Toc403754758]General Key Findings
5.3.1 [bookmark: _Toc403754759]Findings from Tourists, Guides and Staff Satisfaction Study
The study underscored that tourists from the United States of America (16.9%) followed by those from Britain (14.6%) were leading in consuming the very challenging and adventurous product of scaling the roof of Africa-the Kilimanjaro Mountain. South Africans (2.3%) were the only consumers of the product from the continent of Africa during the period of the study. People aged between 18 to 28 years (36.2%) were the majority park visitors who preferred consuming the climbing Kilimanjaro product.

Interestingly, it was found out that on gender basis, the number of females preferring the product were equal to the number of men (50%). Furthermore, word of mouth was an important marketing channel as a source of information for tourists to hear about the product. Visitors strongly agreed (60%) that the cost paid for product consumption equated services rendered. The other key findings were that, the communication services offered by guides and assistance offered by porters to the visitors was rated excellent (49.2%) and very good (36.9%) respectively, by the majority of tourists. Nature interpretation to visitors by the guides the study found to be very good (35%).

Another key finding was that, out of the 7 staff working in the department of tourism at TANAPA and KINAPA, only one (1) respondent had attended customer care course. 71.4% of staff interviewed in the study were absolutely satisfied with their working positions in relation to their studies.
The majority of the staff suggested that there was a need to increase more advertisement worldwide, while the majority of tourists (48.9%) recommended that toilet sanitary should be taken seriously by the management.

5.4 [bookmark: _Toc403754760]5.3 Conclusion 
In the determination of customer satisfaction applying different variables. The study exhibited that KINAPA visitors in the duration of the study received satisfactory services and KINAPA staff were offering optimal services Although several studies have attempted to identify factors determining overall user satisfaction with Tanzania National Parks in general, Kilimanjaro National Park has remained a neglected aspect. The contribution of this study is the identification of factors that determine user satisfaction in a tourism organization; a case study was done with the Kilimanjaro National Park. The study identified the main five key determinants as: 

1). RESPONSIVENESS - Speed of clearance at the gate entrance,2).EMPATHY - Effectiveness of Communication systems,3).RELIABILITY - Skills and behavior of park staff and tour guides, 4). TANGIBILITY-Sanitation in general, and,5). 

ASSURANCE- Safety and security experienced during hiking. These factors determine tourist satisfaction at Kilimanjaro National Park and may be different (except Arusha National Park) from determinants of satisfaction with other 14 remaining Tanzania National Parks (TANAPA) as a whole due to her unique product (climbing). The study thus provides a direction for TANAPA administration whereby areas for improving services may be identified and user (tourists) satisfaction, specifically at KINAPA, may be enhanced.

The results provide statistical evidence to support identified determinants of customer satisfaction as Speed of clearance, Effective Communication, Socio-economic of staff, Sanitation in general, and Safety and security. 

This study has identified the actual determinants of customer satisfaction with quality of service provided at Kilimanjaro National Park. In this respect, this paper suggests certain policy implications for KINAPA and TANAPA at large. The model of customer satisfaction may be used as a basis to plan efforts towards increasing customer satisfaction. Availability of state of the art IT equipments operated by competent KINAPA staff at reception office – Marangu gate will enhance speeding clearance. This is the key factor impacting customer perception of service quality. It may be due to the fact that while tourists enthusiastically waiting to begin the adventure and those exhausted after the adventure consumption longing to be transported quickly to hotels for resting, may help them mitigate their desires  and miseries respectively. In addition, other factors that tourists consider important at KINAPA are effectiveness of communication systems, skills and behavior of park staff, tour guides and porter, sanitation in general, and safety and security experienced during and after hiking. 

This implies that KINAPA staff, tour guides and porters must be trained in such a way that their “soft” skills are enhanced. Appropriate action plans may be taken to enhance basic facilities and improve security all the times.
The model, although designed in a specific context, may be extended to other similar services and help improve quality of life for the masses and thus increase overall satisfaction.

5.5 [bookmark: _Toc403754761]Recommendations
This part suggests general recommendations that could be of interest to TANAPA, KINAPA, Tour operators and Tour guides, TTB and The Ministry of Natural Resources and Tourism.

5.5.1 [bookmark: _Toc403754762]Recommendations to TANAPA and KINAPA
TANAPA is guided by the following vision and mission statements respectively:  “To be the highest globally rated institution in ascertainable conservation and provision of exceptional tourism services”.

“To sustainably conserve and manage park resources and their aesthetic values for high class tourism products and services.” (TANAPA,Corporate plan 2008-     2013).

From this study it is evident that TANAPA is gradually achieving its vision and mission statements in providing high class tourism products and services. From TANAPA reports it is revealed that, KINAPA is the hottest niche and leader in revenue collection when compared with other national parks. It has been contributing to TANAPA a lion’s share in receipts where the main reason being entry fees charged and the number of days spent in the park as aforementioned.
The developments above should inspire TANAPA to keep on researching on what current customer satisfactions are. Concomitantly, on the international perspective there has been a tourism paradigm shift regarding customer expectations due to rapid development of technology. Tourism has turned toward more up- markets destinations, with tourists demanding better quality and more specialized products and possibly niche market targeted destinations. However, in order to have the best out of this hiking adventure, TANAPA and KINAPA should do the following:

Increase Skills in Marketing: It is recommended that the professionalism and the short courses attended by staff should aim at improving their skills towards improving the tourism industry in the country. A smaller proportion of staff in marketing has no reflection and can have an impact on the income generated from the industry. Staff with skills on marketing should use their knowledge on how to market the product to the customers and how to create loyalty to customers so that the tourists feel like coming back to visit the area or preach a good word to other people. Lacking such knowledge in an area can be a threat towards tourism development.

Train Staff on Customer Care: It was exhibited that women preferring this product of climbing Mount Kilimanjaro were equal to men.  Women customers are more sensitive to issues (products) than men. Appearance of KINAPA staff, courtesy, décor, colour, furnishings, and cleanliness can play an important role in establishing an appealing mood to satisfy visitors. TANAPA should have a trained staff to identify and categorize different personality types of customers and modify behaviour and services accordingly. Staff (e. g. working at the reception) need to know how much discretion they have to talk informally to tourists, and to control their behaviour so that they are not intrusive, noisy and immature.

Aggressive Promotion: From the study it was found out that park tourists who were interviewed came to climb Mount Kilimanjaro after having received information about the latter through the word of mouth. Promotion, therefore must acknowledge the dominate role of personal influence in the choice process and stimulate word of mouth communication. Four suggestions approach: Persuading satisfied customers to inform others of their satisfaction, developing materials that customers can pass onto others, targeting opinion leaders in advertising campaigns, and encouraging potential customers to talk to current customers.

Keep On Researching: TANAPA should keep on researching on what current customer satisfactions are, keeping in mind that, on the international perspective, there has been a tourism paradigm shift regarding customer expectations due to rapid development of technology. Tourism has now become more competitive, where the consumers are more informed, know what they want and have a wider choice of destinations.

Advertisement: From the study and TANAPA reports, it was exhibited that African continent has the least number of product consumers. TANAPA should focus and aggressively market the product using different appropriate means such as media, trade Fairs and use of Embassies.
Employ Competent Service Providers: The research underscored that the predominance designations of the tourists were mostly professionals, followed by Students and the least designation were chemists. These are informed buyers of Kilimanjaro climbing product. This market segmentation needs special attention in providing services that can meet their pre-conceived satisfaction. Learned consumers often rely heavily on reasoning to make judgments about the quality of goods and services, prices and other valuables in a package of services rendered to them. For this reason, it is critical for TANAPA and KINAPA management to see the need of hiring competent employees to match our customers’ perceptions on quality that determines satisfaction.

5.5.2 [bookmark: _Toc403754763]Recommendations to TTB and the MNRT
The research found out that, the overall services rendered to visitors of the park in the period of the study were rated very good. The Ministry of Natural Resources and Tourism in collaboration with Tanzania Tourist Board need to appreciate the achievements of KINAPA and TANAPA in providing satisfactory services to tourists. 

This can be done by giving TANAPA and her national parks (especially KINAPA) reasonable weight in their strategic planning and policy formulation processes.

TTB on the other hand should aggressively market KINAPA in the eastern world. The paper found out that from the eastern bloc, only China and India had trivial number of visitors in the period of the study. As China and India are emerging in this century of advanced science and technology with their tentacles penetrating many continents of the world, TTB should see this movement as a potential market for TANAPA and our country as a whole.
 
5.5.3 [bookmark: _Toc403754764]Recommendations to Tour Operators
Dealing with customers especially international tourists requires innovative services and skills. Tour operators should do the following:

Tour Guides and Porters. Employ and maintain quality skilled guides because guides and porters are the ones spending most of the time with tourists. Tour guides and porters carry images of the companies they work with. The better care companies render to guides, the higher and quality services they will offer to tourists. In this study two variables namely nature interpretation offered, technical advice and security, focused on evaluating guides while porters were rated by the variable Assistance offered by porters. Both guides and porters have scored higher in terms of the quality of their services; this is a credit to both tour operators and the industry at large.

5.5.4 [bookmark: _Toc403754765]Recommendations to Tour Guides
 Tour guides are one of the components that are very important in quality service delivery in the hiking adventurous tourism value chain. It is the recommendation of the study that tour guides should continually learn customer care, nature interpretation, international languages and other related wilderness skills. This undertaking will keep them abreast the challenges posed by the ever changing tourists’ taste they handle from time to time.
5.5.5 [bookmark: _Toc403754766]Recommendations for Further Study
The dissertation topic focused on what determinants of customer satisfaction are in tourism marketing at TANAPA, a case study done at Marangu gate, Kilimanjaro region. The paper did not touch on areas like job creation induced by influx of park visitors and did not ascertain how the local life surrounding the mountain have been impacted positively from satisfactory services rendered to customers. This is one of several gaps existing in the study area. Further studies can be done in these areas:
Detailed study: A comprehensive and detailed paper to be done on customer satisfaction in relation to economic impacts contributed in the regions of Kilimanjaro and Arusha.

In this sense the study scope can be further extended to include Arusha National Park where the same climbing product is offered.

New products: Introduction of new products like balloon flights from Marangu village or any village adjacent to the mountain , flying around the mountain for scenery viewers. This venture will add value to the mountain itself as well as increasing revenues to TANAPA.

African market: Other researchers are invited to investigate why the majority of Africans are not excited to come and climb this highest mountain in their African continent?

Electricity harnessing: Researchers can visit the Alpine zone – a desert zone of the mountain and observe the strong wind currents found there. They can make a study on how to produce electricity from that wind currents, and the electric power produced can benefit the villagers around the mountain and the region at large.
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APPENDICES
APPENDIX 1: Questionnaire that was self - administered to park tourists who visited Kilimanjaro National Park (KINAPA)
1. Nationality. …………………………..
2. Gender (Tick) Male               Female
3. Your age group (Please Tick)
Under 18                  [     ]
18 – 28	  	[     ]
28 – 38		[     ]
38 – 48		[     ]
48 – 58		[     ]
Above 58.		[     ]

4. Level of Education (Please Tick)
University		[     ]
      College		[     ]
      Secondary		[     ]
      Primary  		[     ]

5. Occupational (Please circle the appropriate one)
           A. Professional B. Manager   C. Retired    D. Blue Collar 
           E.  Business   F. Student   G. Others (Please Specify)…….

6. Where did you learn about Kilimanjaro National Park? (Please Tick)
            Internet …..    Website…….   Trade Fair…….   Telecast (TV)…..
            Billboards…….    KINAPA Brochures……..   CD ROM……..
            Word of Mouth…….   Others (Please Specify)………………

7. What are the most important things that triggered you to choose                         KINAPA as your destination? (Please circle the ranking no.1 being the highest followed by 2,3)
       - Summit Bound        1, 2, 3.
        - Scenery Viewing    1, 2, 3.
        - Vegetation Variety 1, 2, 3.
        - Others (Please Specify)………………..

8. Is KINAPA a destination that provides value for your travel money?
          - Strongly agree
          - Somehow agree
          - Strongly disagree
          - Somehow disagree

9. How do you rank the challenge experienced in mountain climbing with your expectation?
          - Unexpectedly wonderful
          - Wonderful
          - Fair
          - Below International Standard
10. Please comment on the following services and facilities that you encountered in the course of your visit.
	The Gate (Reception)
· Speed of clearance/registration
· The shelter and toilets
· The tourist orientation center.
Along the trial route
· Cleanness
· Condition of the walking trails
· Sign posts and interpretative materials
· Environment in general
Campsite or huts
· Beds and bedding
· The toilets
· Lighting
· Water
· General cleanness
· Park attendants
· Catering services
Tour Guide Services
· Nature interpretation offered
      along the way
· Technical advice assistance
        & security
· Assistance offered by porters
· Security feeling on your way
· Communication barrier/language

	Excellence
	Very Good
	Fair
	Poor
	Not
	Not Applicable

	
	
	
	
	
	
	

	
	
	
	
	
	
	

	
	
	
	
	
	
	

	
	
	
	
	
	
	

	
	
	
	
	
	
	

	
	
	
	
	
	
	

	
	
	
	
	
	
	

	
	
	
	
	
	
	

	
	
	
	
	
	
	

	
	
	
	
	
	
	

	
	
	
	
	
	
	

	
	
	
	
	
	
	

	
	
	
	
	
	
	

	
	
	
	
	
	
	

	
	
	
	
	
	
	

	
	
	
	
	
	
	

	
	
	
	
	
	
	

	
	
	
	
	
	
	

	
	
	
	
	
	
	

	
	
	
	
	
	
	

	
	
	
	
	
	
	

	
	
	
	
	
	
	

	
	
	
	
	
	
	

	
	
	
	
	
	
	

	
	
	
	
	
	
	

	
	
	
	
	
	
	

	
	
	
	
	
	
	

	
	
	
	
	
	
	

	
	
	
	
	
	
	

	
	
	
	
	
	
	

	
	
	
	
	
	
	



11. What park services and facilities would you recommend should be improved?
…………………………………………………………………………………
12. Would you make a return visit to Kilimanjaro National Park also recommend others? ( Yes / No)
13. If not why not?
………………………………………………………………………………………………………………………………………………………………
14. What services and facilities would you recommend to be started so as to make you come back and also recommend others to visit Kilimanjaro National Park for the first time?
………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………

APPENDIX 2
Questionnaire that was self-administered to KINAPA and TANAPA staff.
Dear friend,
This questionnaire is designed for the purpose of studying determinants of customer satisfaction on services quality in tourism marketing. The information you provide will be dealt with high confidentiality. Therefore I kindly request your assistance in responding to the questions below frankly and honestly. This questionnaire means nothings rather than for the fulfillment of my research work for completion of my MBA studies at The Open University of Tanzania (OUT). I greatly appreciate your help in making this report possible. 

By Samuel Kaduka: Mobile 0713 328 211 / 0754 082 189
1.   Gender; Male----- Female------ (Tick)
2. Age_____________(Years)
3. Department  you are working _______________________________
4. Your rank (position) in this department ______________________________
 5.   Please, show your academic radar and area of specialization if it applies below: 
  Masters in _____________________________________________________
  Bachelor  in _____________________________________________________
  Advanced Diploma in ______________________________________________
  Diploma in ______________________________________________________
  Certificate in _____________________________________________________
  Other (please specify) ______________________________________________
6. Course attended to increase your skills 
i) ______________________________________________________________
ii) ___________________________________________________________
7. How do you rate the department and position you’re holding in relation to your studies? Please tick one 
· Absolutely satisfied 
· Somehow satisfied 
· Strongly unsatisfied 
· Somehow unsatisfied 
8. What improvements you think the organization should do to attract more tourists to our parks? (Please mention).
i) ______________________________________________________________
ii) ___________________________________________________________
Questionnaire that was self-administered to Tour Guides:
9. Your education level_____________________________________
10. Foreign languages you can speak (please tick that applies to you)
	Language spoken
	Level

	a. English
	Very fluent

	b. 
	Fluent

	c. 
	Moderate

	d. French
	

	e. Spanish
	

	f. Other (please specify
	


11. Courses attended before you became engaged in this kind of job
a. _______________________________________
b. _______________________________________
12. For how long have you been in the business?
Thank you very much for your corporation 
APPENDIX 3: Research budget 
Proposed Development of Research Budget
	RATE PER DAY / UNIT
	PARTICULARS
	NUMBER OF DAYS / UNITY
	AMOUNT

	
	Proposal Development
	30
	300,000/=

	5000 /= @ day x 180 days

	
Meals  for 6 months 
	
180
	
900,000/=

	10,000/= @ day
	Transport (Gasoline)
	180
	1,800,000/=

	
	Stationeries
	
	300,000/=

	
	Consultation
	
	130,000/=

	
	Data Analysis and interpretation
	
	70,000/=

	500,000/=

	Dissertation writing 
	
	500,000

	

	TOTAL
	
	4,000,000




APPENDIX 4: Schedule of Activities
	MONTH
	NO. OF WEEKS
	ACTIVITY
	

	Nov. – Dec. 2012
	
	Submitting a brief research proposal to the business school and request for a supervisor  

	January 2013
	16th – 18th
	Questionnaire testing and Data collection 

	February 2013
	1st – 14th
	Data entry and analysis

	March 2013
	18th – 28th
	Dissertation writing

	April 2013
	3rd
	Submission of a draft  dissertation 

	May 2013
	25th
	Final development

	June 2013
	5th
	Dissertation submission 


Source: Authors analysis
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