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Abstract: Traveller’s wishes, needs and expectations keep
changing constantly as destinations vie with each other
to increase their share from the international tourism pie.
Destinations need to offer qualified service and renew
themselves continuously. In this context, tour guides as
key representatives of destinations play a significant role
on tourist satisfaction and re-visit intention. This research
aims to ascertain the role played by tour guides on the sat-
isfaction level of tourists participating in guided tours in
Istanbul. Another aim of this research is to determine the
impact level of tour guides on the possible re-visit inten-
tion of tourists to the same destination. Based on 530 com-
pleted surveys from international tourists, the findings
revealed a significant relationship between tourist sat-
isfaction, re-visiting intention and tour guiding service.
Following the evaluation of the findings, recommenda-
tions were developed for the tourism industry.

Keywords: Tour guide, Customer satisfaction, Customer
loyalty, Re-visit intention, Istanbul.

1 Introduction

Tourism is accepted as one of the world’s largest service
industries. With the de-regulation of the airline industry,
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coupled with technological advancements, the emergence
of e-commerce and demographic changes, it will continue
to generate GDP and jobs across the world economy (Hui,
Wan & Ho, 2007). An ever-increasing number of desti-
nations worldwide have opened up to, and invested in
tourism, turning the tourism industry into a key driver
of socio-economic progress through export revenues, the
creation of jobs and enterprises and infrastructure devel-
opment. Over the past six decades, tourism has experi-
enced continued expansion and diversification, becoming
one of the largest and fastest-growing economic sectors in
the world (UNWTO, 2014).

According to the United Nations World Tourism
Organization’s (UNWTO) long-term forecast ‘Tourism
Towards 2030’ in spite of the occasional shocks, there has
been a virtually uninterrupted growth in the number of
international tourist arrivals from 25 million in 1950 to 278
million in 1995, and 1087 million in 2013. In addition to
this, international tourist arrivals worldwide are expected
to increase by 3.3% a year from 2010 to 2030 to reach 1.8
billion by 2030. On the other hand, international tourism
receipts in destinations in 2013 grew 5% in real terms
(taking into account exchange rate fluctuations and infla-
tion) around the world and reached $ 1159 billion.

Turkey has become one of the main tourist destina-
tions in the Mediterranean rim, primarily because of its
natural attractions, historical and cultural heritage and
competitive prices, occupying the sixth place in the world’s
top tourism destinations in terms of hosting international
tourists (34,910,098 million), and had a tourism receipt of
$32,308.098 hillion (Yiiksel, 2001; Ministry of Culture and
Tourism, 2014). One of the most popular tourism destina-
tions in Turkey, Istanbul, is a world centre of great value in
the past as well as in the present, embracing Asia, on the
one hand, and Europe, on the other hand, with its histor-
ical peninsula, numerous scenic and historical beauties.
It is a magnificently unique city that hosted 10,474,867
million international tourists in 2013 (Go Turkey, 2014;
Istanbul Directorate of Culture and Tourism, 2014).
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The increased leisure time as well as economic
welfare level has led people to travel wide and participate
in tourism activities worldwide. As a result of the increase
of the international tourism activities in recent years,
tourism receipts in several countries has increased signifi-
cantly and destinations are finding themselves in a harsh
competitive atmosphere (Sahin, 2012). The competitive-
ness of the market place and the increased expectations
of customers have made tourism enterprises recognise the
importance of customer service quality for future repeat
and referral business (Bowie & Chang,2005). However,
little or no attention has been paid to the role of tourism
industry employees, particularly those in tour guiding
business, in the success of quality management pro-
grammes (Sharpley & Forster, 2003). In this context, tour
guides who are regarded as one of the representatives of
countries and destinations and one of the most important
front-line staff in the tourism industry play a significant
role on tourist satisfaction and re-visit intention as the
success of the service quality in the tourism industry very
much depends on the performance of tour guides (Huang,
Hsu & Chan, 2010; Zhang & Chow, 2004).

The objective of this study is to investigate the role
played by tour guides on the satisfaction level of tourists
participating in guided tours in Istanbul. Another purpose
of this research is to determine the impact level of tour
guides on the possible re-visit intention of tourists to the
same destination.

2 Literature review

2.1 Tour guiding: conceptual background

Historically, guiding can be considered as one of the oldest
human activities. Humans have roamed the earth since
time immemorial, and the first historical accounts refer
to people who lead the way: ‘pathfinders’, ‘bear leaders’,
‘proxemos’ and ‘cicerones’ were all antecedents of today’s
tour guides (Powell, 1993). The existence of guides started
even two and a half millennia ago, but along with the
beginning of modern mass tourism, they have become
an important part of the travel industry. Today, without
the service of tour guides, both tour managers and tour
leaders (who accompany the group during the travel) and
tour guides (who welcome the group at the destination),
organised tourism is highly difficult (Rabotic, 2008).
There are many definitions of tour guides, provided
by various organisations. The World Federation of Tourist
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Guide Associations (WFTGA) defines a tour guide as a
person who guides visitors in the language of their choice
and interprets the cultural and natural heritage of an
area, and who normally possesses an area-specific qual-
ification usually issued and/or recognised by the appro-
priate authority (WFTGA, 2014). Another definition given
by the Federation of Turkish Tourist Guides Associations
(TUREB) is that a tour guide is a person who will intro-
duce the country in the best way to the local and foreign
tourists, will help them during their tour, will give them
the right information and who has the authority doc-
ument issued by the Culture and the Tourism Ministry
(TUREB, 2014).

Even though there are different definitions of tour
guide, an internationally accepted definition given by the
International Association of Tour Managers (IATM) and
the European Federation of Tourist Guide Associations
(EFTGA) is that the tour guide is a person who guides
groups or individual visitors from abroad or from the home
country around the monuments, sites and museums of a
city or region; to interpret in an inspiring and entertain-
ing manner, in the language of the visitor’s choice, the
cultural and natural heritage and environment (EFTGA,
2014). According to the International Association of Tour
Managers (IATM), tour guides act as ‘buffers’ among tour-
ists, the social environment, arranging transportation,
interpreting, handling problems, insulating travellers
from difficulties and making the environment safe for tour-
ists because they act as ‘intermediaries’ between tourists
and the ‘unknown’ environment (Zhang & Chow, 2004).

A skillful guide is one of the most valuable assets a
tourism company can have. In many ways, a guide is the
‘facade’ of a business or company. Many foreign visitors
tend to view their tour guides as representatives of the
region or country. Although the Oxford dictionary defines
a guide simply as ‘a person who shows others the way’,
researchers have found the role of a tour guide to be much
broader (Kéroglu, 2009). The focus of early studies on
tour guides was on the topic of the role of tour guides.
According to Cohen (1985), two lines of the modern tour
guide’s origin were ‘pathfinder’ and ‘mentor’. The two
origin lines were derived from the leadership and the
mediatory spheres of the tour guide’s role. Cohen (1985)
further distinguished four major components of a tour
guide’s role. These components are instrumental, social,
interactional and communicative. First of all, the instru-
mental component of the tour guide’s role is related with
his or her own responsibility for the smooth accomplish-
ment of the tour as an ongoing social enterprise. Second,
the social component is concerned with his or her own
responsibility for the cohesion and morale of the touring
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party. Third, the interactional component refers to his
or her own function as a middleman between his or her
own party and the local population, sites, institutions and
touristic facilities. In the fourth place, the communicative
component relates to the tour guide’s role of communicat-
ing destination-related information to tourists (Cohen,

1985). Other researches described the tour guide’s role

as ‘a mediator’, ‘a middleman’, or‘culture broker’. These

functions suggest that a tour guide acts as a cultural inter-
face between the visitors and the host population and
plays a vital role in interpreting the host culture to visitors

(Huang, et al., 2010).

According to Tosun and Temizkan (2004), tour guides
shoulder big duties and responsibilities in the tourism
industry. Not only does the work of a tour guide involve the
transmission of information, but it also involves present-
ing it in an interesting and sincere manner (Ap & Wong,
2001). In addition to this, tour guides play an extremely
important and diagnostic role on tourists’ remaining
pleased with tour organisation and travel experience
(Zengin & Yildirgan, 2004).

In the opinion of many tourism researchers such as
Cohen (1985), Ap and Wong (2001), Dahles (2002), Cohen,
Maurice & Cohen (2002) and Yu, Weiler and Ham (2001),
the tour guide is
- Aleader capable of assuming responsibility.

— Aninformation giver and fountain of knowledge.

— A mentor (the role of the mentor resembles the role of
teacher, tutor, instructor or advisor).

— A mediator and cultural brokerage; several studies
have suggested that tour guides play a direct role in
mediating cultural exchange between visitors and
host cultures.

Table 1: The Roles of Tour Guides
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— An educator to help tourists understand the places
they visit.

— An educator to help tourists understand lots of topics
such as politics, economy, society, culture, religion,
general knowledge, education, health, etc.

— An ambassador extending hospitality and presents
the destination in a way that makes visitors want to
return.

— A host creating a comfortable environment for tour-
ists and a person influencing the quality of service
and the tourist experience, the length of stay and the
resulting economic benefits for a local community.
According to Leclerc and Martin (2004), tour guides

provide information and anecdotal stories about the sites

visited, places photographed and people encountered.

Moreover, they provide a text to the silent panorama

passing outside the windows of tour buses and they are

often regarded as culture interpreters or culture brokers
being the go-between for the tourists and local hosts and
their cultural and communication competence play a sig-
nificant role for those local hosts receiving ‘hordes of cul-
ture-hungry tourists’ (Leclerc & Martin, 2004). The roles
of tour guides were separated into three main groups and

sub-groups, as indicated in Table 1.

There are so many terms that were used by different
researchers for tour guides such as ‘local guide’ or ‘tour
coordinator’. In spite of the fact that there are not so many
researches about tour guides, the roles and functions of
tour guides in more general studies of guided tours have
been identified by some researchers. The different roles of
tour guides as defined by researchers are listed in Table 2.

Geographical Social
Tour Management (orlgm.al guide) (anlmat.or)
Organiser Entertainer
(focus on group) -
Manager Facilitator
Interactional Communicative
Experience Management (tour-leader) (Professional guide)
(focus on individual) Group leader Educator
Cultural broker Teacher

Motivate

Resource Management Motivator

(focus on environment)

Environmental interpreter
(naturalist guide)
Ecologist
Environmentalist

Source: Khalifah, 2007.
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Table 2: Published Studies on Roles of Tour Guides

Roles Researchers Year
Actor Holloway 1981
Ambassador Hooloway 1981

Schmidt 1979

Pearce 1982
Buffer

Fine and Speer 1985

Holloway 1981
Caretaker Fine and Speer 1985
Catalyst Holloway 1981

Holloway 1981
Culture Broker

Katz 1985

Holloway 1981
Information-giver

Hughes 1991

Schmidt 1979
Intermediary

Ryan and Dewar 1995

Almagador 1985

Holloway 1981
Interpreter/Translator

Katz 1985

Ryan and Dewar 1995

Cohen 1985
Leader

Geva and Goldman 1991

Schmidt 1979

Holloway 1981
Mediator

Cohen 1985

Katz 1985
Middleman Van den Berghe 1980

Hughes 1991
Organiser Pearce 1982

Schuchat 1983

Fine and Speer 1985
Salesperson

Gronroos 1978
Shaman Schmidt 1979

Holloway 1981

Pearce 1982
Teacher

Fine and Speer 1985

Manchini 2001

Source: Zhang and Chow, 2004.

2.2 Tourist satisfaction and re-visiting
concepts in tourism industry

Intoday’s world, allindustries have been affected seriously
by rapid change and competition. Having close relations
with the customers for the business enterprises, which
want to stay in the market and attempt to increase their
market share by contributing highly to its own continuous
improvement, has become compulsory due to great com-
petition existing among the business enterprises in the
industries (Bulut, 2011). Satisfying and retaining current
and past customers is regarded as one of the most crucial
objectives of the service providers. Customer satisfac-
tion is a complex phenomenon in the study of consumer
behaviour as customers are heterogeneous and they come
with different needs and targets (Leguma, 2013). In this
context, regardless of the industry, business enterprises,
which have become conscious of this necessity, have been
trying hard to increase the satisfaction level acquired from
the offered goods and services and make up the portfolio
of more loyal customer by having close communication
with their customers (Bulut, 2011).

The international tourist market has shifted from
a seller’s market to a buyer’s market. As a result of this
change, the customers have a tendency for demanding
cheaper holidays and have an increased requirement for
high standards of product design. The competitiveness of
the marketplace and the increased expectations of cus-
tomers have made service providers recognise the impor-
tance of customer service for future repeat and referral
business (Bowie & Chang, 2005). In the tourism indus-
try, there are many sectors such as accommodation, food
and beverage and travel. Each individual attempt tries to
measure customer satisfaction in accordance with their
quality programmes. The importance of the customer sat-
isfaction measurement has increased with quality, which
is becoming more important in an increasing competition
environment (Oztiirk, 2004). In this regard, high levels of
customer satisfaction have the following impacts: increas-
ing the number of repeat visitations, influencing word of
mouth recommendations and reducing customer com-
plaints which are likely to undermine the organisation’s
reputation (Okello & Grasty, 2009).

Satisfaction is a judgement on a product or service or
service feature, or on the product or service as a whole. It
is also claimed that satisfaction is a desirable end state
of consumption; it is a pleasurable experience (Oliver,
1997). Moreover, satisfaction is defined as a psycholog-
ical concept involving the feeling of well-being or plea-
sure, which results from a customer obtaining what one
hopes or expects from a product or a service (Pizam &
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Ellis, 1999). In the context of the tourism industry, tourist
satisfaction is defined as the outcome of the comparison
between expectations and experiences of the tourists
(Truong & Foster, 2006). Satisfaction is primarily referred
to as a function of pre-travel expectations and post-travel
experiences. On the condition that experiences compared
to expectations result in feelings of gratification, the tour-
ists will be satisfied and leave that destination with their
good memory (Cam, 2011).

There are many factors playing a role on the satis-
faction level of tourists making a visit to a certain des-
tination in the tourism industry. These factors are the
quality of transportation, accommodation and food &
beverage services, entertainment facilities, local people,
behaviours and attitudes of tradesmen and price poli-
cies (Kozak, 2003). In addition to this, customer satisfac-
tion with tourism products and services demands special
attention because of the nature of the tourism products.
In this context, Bowen and Clarke (2002) provide a useful
analysis of the nature of the tourism products, stating that
they have such distinctive characteristics as intangibility,
inseparability, heterogeneity and perishability in nature
(Leguma, 2013). Furthermore Jones and Sasser (1995) state
that the relationship between satisfaction and loyalty is
by no means linear. There is no alternative for unsatisfied
customers, but to remain loyal in non-competitive market-
places. However, in tourism industry, which is regarded as
one of the highly competitive industries, satisfied custom-
ers have more alternatives and customer retention rates
can be low. Since the tourism industry is a mature compet-
itive market, it is more difficult to differentiate the tourism
product significantly, but the key to differentiation may be
service quality (Bowie & Chang, 2005).

Tourism is one of the largest service industries in the
world. On the condition that tourism is planned well, it
can generate benefits at the destination by increasing
tourist receipts, government revenue and employment.
For more successful tourism development, it is crucial
to attract tourists and to recommend the destination for
others to visit (Chen & Tsai, 2007). Recently, tourism mar-
keting researches have focused mainly on competitive-
ness, attractiveness, tourist loyalty to a destination, tourist
satisfaction and perceived service quality, and destination
image (Buhalis, 2000; Beerli & Martin, 2004; Yoon & Uysal,
2005). Although there has been a little attention of repeat
visitation, studies carried out recently investigated the
role of re-visit in creating a more dynamic tourism sector
and a more distinguished tourist experience (Oppermann,
1999; Kozak, 2001; Jang & Feng, 2007; Hui et al., 2007).
Repeat purchase has been accepted as one of the most
important subjects in contemporary marketing. In many
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researches, benefits of repeat purchase are often noted
as (a) attracting previous customers is more cost-effective
than gaining new ones; (b) 5% increase in customer reten-
tion could increase profit by 25-85%, and (c) customer
retention tends to yield positive word-of-mouth referral
(Jang & Feng, 2007). Shoemaker and Lewis (1999) also add
that repeat purchase is accepted as one of the most sig-
nificant themes by its beneficial rewards such as creating
positive word-of-mouth, achieving better cost-effective by
repeat visitors and increasing economic profits.

In the tourism industry, repeat visits have also been
accepted as an important phenomenon at the level of
economy as a whole and for the individual attraction.
Indeed, many travel destinations rely heavily on repeat
visitors (Darnell & Johnson, 2001). One of the earliest
inquiries into the repeat visitation phenomenon was
Gitelson and Crompton’s (1984) study into the repeat
vacation market and its marketing implications. They
reported, ‘Many attractions and destination areas such as
beaches or resorts must rely heavily on repeat visitation’.
In addition, they also mentioned five reasons why people
undertake repeat visits: risk reduction/content with par-
ticular destination, risk reduction/find same kind of
people, emotional attachments to a place, further explo-
ration of destination, show destination to other people
(Opperman, 2000).

In spite of the increased number of studies which have
been carried out so far only very recently, a number of
studies have been forwarded on the importance of repeat
visitors to the same destination (Pereda, 2002). As there is
an intense competition in tourism industry, different strat-
egies have been developed in the tourism market share.
Research showed that it would be extremely convenient
for any given destination to develop customer retention
and collect information about regular customers (Gitelson
& Crompton, 1984).

2.3 Tourist satisfaction in guided tours and
tour guiding service

A guided tour is a special tourism product that is com-
posed of many components organised and offered
together by a tour operator (Bowie & Chang, 2005). The
components of a guided tour include pre-arrival services,
accommodation, restaurants, transportation services and
the tour guide/tour leader (Xu & Chan, 2010). Tourists are
accompanied by a tour leader or a tour guide during the
on-tour process contrary to the independent travel, which
is performed by the traveller himself/herself (Wang, Hsieh
& Huan, 2000). According to Enoch (1996), a guided tour
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is a rational and effective way of organising a holiday as it
provides an opportunity to make visit to the many attrac-
tions in a short time period. Moreover, it is accepted as a
less expensive way of travelling as the costs of transporta-
tion services are shared among the participants of the tour,
which differ it from independent travel (Leguma, 2013).

Customer satisfaction in the tourism industry has
become a complicated and interesting research topic to
explore as the customers have distinctive characteristics
such as heterogeneity and their perceptions and expec-
tations tend to change over time (Leguma, 2013). In this
regard, the evaluation of tourist satisfaction with guided
tours is regarded as a complex process owing to the com-
position of guided tours. There are many tangible and
intangible elements that compose the guided tour such as
physical service features of the tour operator and intangi-
ble services provided by staff such as tour leaders or tour
guides (Huang, et al., 2010). Customer satisfaction is com-
posed of hard tangible and soft intangible service. It is a
combination of, on the one hand, the customers’ antici-
pation and perception of the vacation, their expectation
prior to the tour, their attitudes and behaviour (past travel
experience) and their perceptions of equity and unfore-
seeable events during service encounters (Bowie & Chang,
2005). Furthermore, tourists have a chance to interact with
different sectors such as transportation, accommodation,
restaurants and attractions. This phenomenon creates a
challenge in determining tourist satisfaction with guided
tours as there is a hardship to remember the performance
of every component for the tourists and compare it with
their expectations (Leguma, 2013). Bowen and Clarke
(2002) also add that maintaining the same levels of cus-
tomer satisfaction in an environment involving many
service encounters is complicated. In spite of the complex-
ity of determining tourist satisfaction with guided tours,
Wang et al., (2007) report that the success of guided tour
operators can be affected by their skill to collect informa-
tion about customer satisfaction and the use of this infor-
mation to improve service delivery (Oter, 2010).

There are a number of factors playing a significant
role in the determination of customer satisfaction in the
tourism industry such as customers’ expectations, pre-
vious experience and customer behaviour during the
on-tour process, the perception of equity and unforesee-
able events. These factors (Figure 1) are classified into
two different groups, the first of which is internal factors
constituting the customers’ expectations, previous expe-
rience and customers’ behaviour during the tour and the
perception of equity and in the second group, which is
titled as external factors composing of the factors such
as unforeseeable events together with source of stress for
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tourists. The customer satisfaction is affected in three dif-
ferent stages of the tour by these factors (pre-tour, on-tour
and post-tour) (Bowie & Chang, 2005).

In the first stage (pre-tour), customer satisfaction is
affected by customers’ expectations and previous expe-
rience. During the second stage (on-tour process), cus-
tomers’ expectations, previous experience, visitors’
behaviour, the perception of equity, unforeseeable events
and customers’ stress tend to affect the customer satis-
faction. In the final stage (post-tour), customer satisfac-
tion is mostly shaped by customers’ experience (Leguma,
2013). In addition to this, these factors together with the
tourism product and service characteristics are likely to
result in customer satisfaction, partial satisfaction or cus-
tomer dissatisfaction with tour experience (Swarbrooke &
Horner, 1999).

Tour guides occupy a very special position in the
system. In terms of organisation, they are an essential part
of the supply-side components. They can work for all of
the supply-side stakeholders, within all of the sectors of
the tourism industry. No matter who they are working for,
tour guides are generally regarded as service providers
for visitors (Pond, 1993). In addition to this, tour guides
may be the most maligned people in the world of travel.
They are blamed for the problems of travel, such as bad
weather and traffic jams. They are expected to solve all the
problems of the tourist — within or outside of their control
(Prakash, Chowdhary & Sunayana, 2011). Therefore Ang
(1990) points out that tour guides are ‘buffers’ between
the tourists and site visited.

Tour guides are one of the key front-line players in the
tourism industry. Through their knowledge and interpre-
tation of a destination’s attractions and culture, and their
communication and service skills, they have the ability to
transform the tourists’ visit from a tour into an experience
(Ap & Wong, 2001). Therefore, the success of the service

‘ Customer Expectation | | Customer Experience |

| 1

Customer
Satistaction 11
Tourism Indusiry

[

Customers” Perception
of Equity

Figure 1: Factors Affecting Customer Satisfaction with
Tourism Products and Services
Source: Yiiksel & Yiiksel, 2001; Bowie & Chang, 2005
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quality in the tourism industry very much depends on the
performance of tour guides (Kéroglu, 2009).

3 Research methodology

3.1 Questionnaire design

The questionnaire form was divided into three sections.
The first part consisted of respondents’ socio-demo-
graphic characteristics and preliminary questions were
posed to respondents such as whether they had trav-
elled to Istanbul before or not, if they travelled, how
many times, what are the possible reasons of their pref-
erence for Istanbul as a destination, length of their stay
in Istanbul, whether they participated in a guided tour
before in Istanbul or not, reasons they have when partic-
ipating in guided tours and how many times they attend
guided tours annually. In the second part of the question-
naire, by using a 5-point Likert scale, ranging from ‘highly
dissatisfied (1)’ to ‘highly satisfied (5)’; from ‘very unlikely
(1) to ‘very likely (5)’ and from ‘very unimportant (1)’ to
‘very important (5)’, respondents were asked questions to
rate their satisfaction level they perceived from the service
of travel agency that organised the tour, tour guide con-
ducted the tour and to stress the possibility level of their
making re-visit to Istanbul, recommendation of Istanbul
as a destination to relatives and friends and impact level
of tour guide in their possible decision of making re-visit
to Istanbul. The last chapter of the questionnaire inves-
tigated respondents’ satisfaction level, which they per-
ceived from tour guides in terms of characteristics such
as ‘knowledge’, ‘skill’ and ‘personality’ by using a 5-point
Likert scale, ranging from ‘terrible (1)’ to ‘excellent (5)’.
In this context, after collecting professional advice from
academic staff, trainers, travelers and veteran tour guides
by personal interviews and e-mail, in all, 43 relevant
attributes were identified such as 9 attributes in terms of
knowledge, 12 attributes in terms of skill, and 22 attributes
in terms of personality.

The survey instrument was entirely anonymous, no
names were required from the respondents and it was not
necessary to identify individually the specific tour guide
during the data-collection process or to do a rating of the
specific tour guide. This was important to make certain
that tour guide allowed data collection in situ; to ensure
that the data collection was not perceived as a threat to the
guide’s professional qualifications; and to assure that the
information collected was at the group level. Tour guides
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were reassured that their employers had no means of
identifying them individually and perhaps subsequently
questioning their professional qualifications. The ques-
tionnaire form was designed in English.

A pilot test was conducted among 40 international
tourists participating in guided tours in Istanbul in
September 2012 and every respondent was given an ‘evil
eye bead’ representing Turkish culture as a souvenir to
encourage them and increase response rates. Some nec-
essary changes were made based on the results of the
pilot test.

3.2 Sampling

A detailed literature review through books, journals, arti-
cles and thesis in Turkish and English languages about the
concepts of tour guiding, customer satisfaction, customer
loyalty and re-visit intention in tourism industry was con-
ducted. Then the survey method was chosen in order to
collect primary data. The survey method applied in this
research was chosen as it provided certain advantages
such as being applicable to people from all age groups,
enabling to make practice on big groups and collect ade-
quate information for the research purpose, express
the collected data numerically, provide a fast access to
the collected data and being economic (Yazicioglu &
Erdogan, 2004).

The sample consisted of a total of 600 collected
surveys from international tourists mainly coming from
countries whose native language is English such as United
States of America (USA), Canada, Australia, England (UK)
and other European countries whose citizens have a fluent
level in English language.

3.3 Data collection

This research was carried out in Istanbul, whose scope
accounts for the international tourists participating in
guided tours. The main reason for choosing Istanbul as a
research area is its high number of international tourist
arrivals. The number of international tourist arrivals of
Istanbul is 10,474,867 in 2013, which is indicated in Figure
2. There are some other reasons that are considered to
have played a fundamental role in choosing Istanbul des-
tination as a research area such as being the most devel-
oped and biggest city of Turkey, having some of the most
majestic and splendid monuments of the world, a meeting
point of different cultures, nations and religions since
history and being the most important destination in terms
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of cultural tourism considering the fact that tour guides
have an important impact on the overall satisfaction level
of tourists in cultural tours.

The research was conducted in October and November
2013 in Istanbul with600 international tourists. In the
scope of the research, tour guides who were randomly
met at the main touristic sites of Istanbul such as Topkap1
Palace, Dolmabahce Palace, Hagia Sophia and Sultan
Ahmet Mosque etc., which are generally visited by both
international and domestic tourists, and were asked to
give the questionnaire form to their tourist groups. The
data collection was done towards the end of the tourists’
travel experiences to ensure that tourists could correctly
answer questions dealing with the assessment of their
travel experience. Since the subjects were on vacation and
therefore did not wish to spend a great deal of time filling
out the survey questionnaire, they were all approached
briefly while still in the bus at the end of a travel day.
The researchers boarded the tour bus, gave a brief intro-
duction of the research and asked for participation. Out
of 600 questionnaire forms, 70 questionnaire forms were
excluded from the evaluation due to the missing data to
the extent of 40%. As a result of this, 530 questionnaire
forms were evaluated so as to make the reliability test and
the obtained result was calculated as Cronbach’s Alpha
=0.989. This rate indicates that the scale is highly reliable
(Kayzs, 2010).

3.4 Data analysis

The collected questionnaire forms were forwarded to SPSS
(Statistical Package Program for Social Sciences — Version
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20) and all the analyses were implemented through this
program. Descriptive analysis such as frequency, mean
and standard deviation were conducted to examine vis-
itors’ demographic profiles. Cronbach’s alpha was cal-
culated to test the reliability of the importance of a tour
guide’s service quality attributes and the performance as
perceived by the respondents. A factor was considered sig-
nificant if its Cronbach’s alpha was 0.50 or above (Hair et
al., 1998).

4 Research findings

4.1 The profile of respondents

The socio-demographic characteristics of the tourists
are profiled in Table 3. The majority of the respondents
are females (50.9%) followed by males (47.2 %). In terms
of marital status, married (62.3%) respondents are more
than unmarried respondents (23.4%). The majority of the
respondents have a bachelor degree (47.2 %) followed
by a master or doctoral degree (24.2%). While 15.8% of
the respondents have vocational education, 7.5% of the
respondents have secondary education. The last group
only accounted for primary education with a percentage
of (1.6%). The annual income of the respondents was clas-
sified into eight groups and the main group was 15.5% rep-
resenting (30,001-45,000 €). The following seven groups
are 14.3% (€60,001-75,000), 14.3% (€90,000 and more ),
10.6% (€75,000-90,000), 10.2% (€45,001-60,000), 8.3%
(€7500 and less), 6.8% (€15,001-30,000) and 4.9% (€7501-
15000). The main age group was 60 and older, representing
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39.2%. The next six groups were 40-49 (18.9%), 30-39
(15.8 %), 50-59 (13.6%), 20-29 (7.9%), 16-19 (1.1%) and
15 or less (0.8%). Regarding the current position of the
respondents, the main group was employee representing
(40%) followed by retired, representing (32.5%), house-
wife man /carer, representing (5.3%), student, represent-
ing (4.9 %), unemployed, representing (3.8%) and others,
representing (10.9 %). In brief, respondents are balanced
in terms of gender. Other characteristics of respondents
vary. They are generally married, with undergraduate/

Table 3: Socio-Demographic Profiles of Respondents
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graduate education level, mid to third age group member
employees and retired travellers.

Table 4 indicates the country profile of respondents.
The majority of the respondents are from USA (34.0%),
followed by UK (13.6 %), Australia (11.7%) and Canada
(10.9%). Istanbul receives visitors from diverse parts of the
world, but Anglo-Saxon visitor profile seems visibly over-
whelming on other categories.

Regarding the respondents’ frequency of attending
guided tours annually, the majority of the respondents

Socio-Demographic Characteristics

Gender N %
Male 250 47.2
Female 270 50.9
Marital Status N %
Married 330 62.3
Single 124 23.4
Other 58 10.9
Educational Qualification N %
Primary school 8 1.6
Secondary School 40 7.5
Vocational Education 84 15.8
Bachelor Degree 250 47.2
Master or Doctoral Degree 128 24.2
Income Group (Euro) N %
7,500 or Less 44 8.3
7,501-15000 26 4.9
15,001-30,000 36 6.8
30,001-45,000 82 15.5
45,001-60,000 54 10.2
60,001-75,000 76 14.3
75,001-90,000 56 10.6
More than 90,000 76 14.3

Age Group N %
15 oryounger 4 0.8
16-19 6 1.1
20-29 42 7.9
30-39 84 15.8
40-49 100 18.9
50-59 72 13.6
60 or over 208 39.2
Current Position N %
Employee 212 40
Housewife/Man or Carer 28 5.3
Retired 172 32.5
Student 26 4.9
Unemployed 20 3.8
Others 58 10.9
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58.1% attend guided tours annually one or two times and
the following three groups are 25.3% (3-5 times), 6.8%
(6-10 times) and lastly 3.4% attend guided tours annually
11 and more times. In terms of respondents’ number of
visits to Istanbul, the main group was 74.7% (first time),
and followed by 14.0% (second time), 6.0% (third time),
1.5% (fourth time) and lastly 0.8% (fifth and more). The
majority of the respondents (75.8%) stated that they did
not attend any guided tour before in Istanbul while the rest
of the respondents (16.2%) had experience in guided tours
in Istanbul. A quarter of visitors have been to Istanbul
before, and most of visitors are familiar with touring expe-
rience and they seem to take guided tours during their first
visit to Istanbul (Table 5).

When the results concerning the respondents’ reasons
for choosing Istanbul as a destination were examined,
59.9% of the respondents stated that they chose Istanbul
to have a holiday. The remaining groups are as follows:
visit a cultural destination (22.6%), shopping (6.4%), visit
relatives and friends (2.5%), attend cultural event (2.5%),
conference (2.2%,), business (1.1), sport events (0.8%) and
lastly 1.9% of the respondents chose Istanbul for other
reasons. Holiday and cultural visits are the top motivators
of visitors in Istanbul (Table 6).

In terms of the respondents’ length of stay in Istanbul,
the main group was 4 days with a percentage level of 18.5
%. The following groups were listed as 16.9% (1 day or
less), 13, and 6% (3 days), 12.5% (5 days), 7.5% (2 days),
6.8% (7 days), 5.7% (8 days), 3.8% (6 days), 3.8% (9 days),

Table 4: Country Profile of Respondents

Country Profile of Respondents

Country N % Country N %
Australia 62 11.7 Iraq 4 0.8
Belgium 4 0.8 Italy 2 0.4
Brazil 2 0.4 Mexico 4 0.8
Canada 58 10.9 Netherland 12 2.3
Chili 2 0.4 Norway 10 1.9
Denmark 12 2.3 Puerto Rico 2 0.4
England 72 13.6 Russia 8 1.5
Estonia 2 0.4 Scotland 2 0.4
Finland 6 1.1 Sweden 18 3.4
France 8 1.5 Switzerland 2 0.4
Germany 26 4.9 USA 180 34.0
Hungary 2 0.4 Missing 30 5.7
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3.8% (10 days and more). The majority of visitors stay less
than a week in Istanbul and those who stay less than 3
days consist of nearly half of the visitors (Table 7).

Regarding the respondents’ reasons for attending
guided tours in Istanbul, the majority of the respon-
dents attended guided tours in order to learn more about
Istanbul’s historical and cultural sites with a percentage
of 29.8 %. Attending the guided tour to learn more about
Turkey corresponded to 19.5 %. The following groups were
12.5% (lack of local language knowledge), 14.2% (to get
qualified information), 10.0% (to have an enjoyable time),
6.3% (responsibility and organisation belong to travel
agency), 5.7% (not to be anxious to go around alone), and
lastly, 2.1% of the respondents attended the guided tour
for other reasons (Table 8).

4.2 Respondents’ satisfaction level on travel
agency and tour guide

Figure 3 indicates the satisfaction level that the respon-
dents perceived from the travel agency that organised the
tour. According to the results, the majority of the respon-
dents were satisfied to the extent of 50.2% and this is fol-
lowed by 34% (highly satisfied). The percentage of the
highly dissatisfied and dissatisfied were realised as 4.6%
and lastly 8.3% of the respondents stayed as neutral.

In terms of the satisfaction level that respondents per-
ceived from the service of the tour guide, the majority of
the respondents were satisfied with a percentage level of
(40.4 %) and this rate is followed by 24.2% (highly satis-
fied). 6.8% of the respondents were dissatisfied and lastly
25.3% stayed neutral (Figure 4).

4.3 Respondents’ likelihood on re-visit
intention and recommendation of Istanbul

Concerning the respondents’ likelihood on making a
re-visit to Istanbul, on the one hand, the majority (64.6%)
of the respondents expressed that they would re-visit
Istanbul; on the other hand only 6.8% of the respon-
dents stated that their possibility of re-visiting Istanbul is
unlikely or very unlikely. Lastly, 25.3% of the respondents
stayed uncertain (Figure 5).

Regarding the respondents’ likelihood of recommen-
dation to relatives and friends, Figure 6 indicates that the
majority of the respondents would recommend Istanbul
as a destination to their relatives and friends with a per-
centage of 86.4% and only 3.1% of the respondents stated
that their likelihood of recommendation is very unlikely or
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Table 5: Respondents’ Frequency in Attending Guided Tours, Number of Visits, Tour Experience

How often do you attend

How many times have you

. N % . N %
guided tours annually? ever been in Istanbul?
1-2times 308 58.1 1st 396 74.7
3-5 times 134 25.3 2nd 74 14.0
6-10 times 36 6.8 3rd 32 6.0
More than 11 times 18 3.4 4th 8 1.5
Have you ever joined a
N % h .
guided tour in Istanbul before? ? ot 4 0.8
Yes 86 16.2
No 402 75.8
Table 6: Respondents’ Travelling Reasons to Istanbul
What is the primary purpose of your current trip?
Purpose N % N %
Holiday 430 59.9 Conference 16 2.2
Visit Cultural Attraction 162 22.6 Sport Event 6 0.8
Attend Cultural Event 18 2.5 Shopping 46 6.4
Visit Relatives and Friends 18 2.5 Others 14 1.9
Business 8 1.1 Total 718 100
Table 7: Respondents’ Stay Length in Istanbul Table 8: Respondents’ Attending Reasons to Guided tour in Istanbul
. s . ”
How many nights will you be staying in Istanbul? Why did you prefer to join this guided tour in Istanbul?
o,
Day N % Day N % Purpose N %
1 day 90 16,9 6 days 20 3,8 Because | don’t know local language 170 12.5
2 days 4 7.5 7 days 36 6,8 In. ordferto learn more a.bout Istanbul’s 406 0.8
3 days 72 13,6 8 days 30 5,7 historical and. cultural sites
Not to be anxious to round out alone 78 5.7
4 days 98 18,5 9 days 20 3,8 [ .
Responsibility organization belongs to travel
5 days 66 12,5 10 daysand more 20 3,8 86 6.3
agency
In order to learn more about Turkey 266 19.5
In order to get qualified information 194 14.2
To what extend are you satisfied with the tour you In order to have an enjoyable time 136  10.0
attended organised by the travel agency? Others 28 2.1
Total 1364 100

Highly Satisfied

Highly

Dissatisfied

34%

0.8 %

Dissatisfied

33 %

T —_ Neutral

8.3 %

Figure 3: Respondents’ Satisfaction Level on Travel

Agency

unlikely. Lastly, 7.9% of the respondents stayed as uncer-

tain (Figure 6).

4.4 Impact of tour guides on respondents’
possible decision of re-visit intention

On examining the results related with the respondents’
answers about the possible impact level of tour guides
on respondent’s possible decision re-visiting Istanbul, it
is found that the majority of the respondents rated the
impact level of tour guide as important (45.3%) followed
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by respondents who stated the impact level of tour guides
as very important (17.4%). And 14.7% of the respondents
rated this attribute as not important. Lastly, 18.9% of the
respondents stayed as neutral (Figure 7).

5 Conclusion and recommendation

Considering tourism and tour guiding context in Turkey,
tourism and related activities are of great significance in
terms of providing revenue and economic growth. This
being the case, satisfaction of tourist with guided tours
in this very limited context holds its righteous place in

To what extend are you satisfied with the tour guide conducted the
tour you attended?

Highly
Dissatisfied Dissatisfied
1.1 %

57 %
Highly Satisfied
242 %

Figure 4: Respondents’ Satisfaction Level on Tour Guide

How likely are you to come back to Istanbul again?

Very Unlikely
L1 %

Unlikely
5,7 %

Uncertain
253 9%

Figure 5: Respondents’ Re-visit Intention to Istanbul Des-
tination

Very Likely
242 %
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tourism. Another point to mention is that tour guiding,
important as it is, has already caught the attention of
researchers in the field of satisfaction, loyalty and re-visit
intention. In this context, tour guides as one of the key
front-line players in tourism industry transform the tour-
ists’ visit from a tour into an experience through their
knowledge and interpretation of destination’s attractions
and culture, and their communication and service skills.
Therefore, the success of the service quality in tourism
industry very much depends on the performance of tour
guides.

In the scope of the research, the satisfaction level of
surveyed respondents, in which they perceived from the

How likely are you to recommend your holiday in Istanbul to your
relatives and friends?

Unlikely
Very Unlikely 2.3 %

11%

Uncertain
7.0 0%

Likely
34,3 %

Figure 6: Respondents’ Intention of Recommending
Istanbul Destination

service of the travel agency that organised the guided tour
What is the importance level of tour guide in your possible decision

of re-visiting Istanbul?

Very
Unimportant
4,5 %
Unimportant

10,2 %
Neutral
18,9 %

Figure 7: Tour Guides’ Impact Level on Respondents’ Re-
visit Intention



52 —— Mehmet Yavuz Cetinkaya, Zafer Oter

was 50.2% (satisfied) followed by 34% (highly satisfied).
Therefore, it can be stated that the travel agencies operat-
ing in Istanbul have an important position in the tourism
industry and they meet the needs and expectations of
tourists visiting Istanbul at a high level. Another point
which is clear from the research findings is the re-visit
intention of respondents. In accordance with the research
results, it can be said that the majority of the respondents
(64.6 %) stated that they re-visit Istanbul . This rate can
be viewed as the international tourists having holiday and
participating in guided tours in Istanbul return to their
countries with a high level of satisfaction. In this context,
they are possible candidates to become loyal customers in
future periods. Furthermore, the fact that the majority of
the respondents would like to make a re-visit to Istanbul
revealed that the travel agencies operating in the region
and tour guides conducting tours in Istanbul compre-
hended the importance of customer satisfaction and cus-
tomer loyalty.

In terms of the respondents’ recommendation of
Istanbul to relatives and friends, as a result of the applied
analysis, it is found out that 84.4% of the respondents
stated that they would recommend Istanbul to their rel-
atives and friends. The obtained result is a sign that the
respondents would make word of mouth marketing for
Istanbul in their home countries and in this regard the
number of the international tourist arrivals in Istanbul
will increase in the following years.

Regarding the respondents’ satisfaction level, which
they perceived from the service of tour guide, the major-
ity of the respondents (40.4%) were satisfied followed by
24.2% of highly satisfied respondents. One of the charac-
teristics of tour guides such as ‘knowledge’ played a sig-
nificant role in obtaining this satisfaction level. In this
context, it can be commented that the tour guides working
in Istanbul have sufficiency in terms of knowledge and
they should increase their level of performance in terms of
characteristics such as skill and personality. In addition to
this, there are some other reasons for the high level of per-
formance of tour guides in terms of knowledge character-
istic such as importance given to undergraduate education
at the university level in the field of tour guiding in recent
years in Turkey as well as their self-education efforts.

The high level of education quality in the field of tour
guiding will make a significant contribution to their pro-
fessional life. Owing to this reason, universities should
try hard to increase the quality of tour guiding educa-
tion. Education in the field of tour guiding, in Turkey, is
superior to the tour guiding education in many countries.
In spite of the structural disorder, the education of tour
guiding is highly taken into consideration in Turkey in
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comparison to many countries. As well as providing infor-
mation to candidates to become tour guides, they should
focus on skills such as communication with tourists, and
conducting a tour in a successful way.

Concerning the results of the research, which investi-
gated the impact level of tour guides on the possible deci-
sion of respondents to re-visit to Istanbul, it is revealed
that the majority of the respondents (45.3%) regarded the
tour guides’ role important. As a result of the fact that the
majority of the people would like to attend the guided
tour in Istanbul, it can be stated that the performance of
the tour guide plays a fundamental role in achieving cus-
tomer satisfaction and customer loyalty. In other words,
the performance of a tour guide can shape the expectation
of tourists, related to the performance of other tour guides.
In this context, tour guides should provide a service to
meet the expectations of tourists by taking needs, wishes
and cultural differences of tourists into consideration.
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