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Abstract. This paper aimed to identify the impacts of touidguperformanceaffecting the
Word-of-Mouth (WOM) recommendation of Chinese tstgiin Vietnam. The sample in
this research comprised 449 tourists in Danang wity were currently on or had
previously been on a group package tour withinghst few months. The results showed
that the performance of tour guide plays an impartale in the satisfaction and WOM
of Chinese tourists. The study determined factdréoor guide performance such as
appearance, empathy, work attitude, communicatidh erganizational skill, problem-
solving skill, professional competence. Moreoveriststudy also provides many
suggestions for local tour guides and tour managers
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1. Introduction

Asia has recently become one of the fastest dewejapestinations in the world. The
middle class in Asia is expanding rapidly and tlienge more widely. Vietham has a
considerable attraction in this market and furtievelopment potential. Consumers from
large markets which have a huge number of travelezsy yearsuch as China are looking
for relaxation, but sometimes they cannot affortidee long haul travel. Therefore, they
prefer neighboring countries when choosing theinlsbn for their travel. Besides,
Vietnam enjoys a firm relationship with Chinesertsts, who make up a significant
proportion of its international arrivals — in 2014 million of the 12.9 million visitors
hailed from its northern neighbor. As we can sed @hinese tourists are anenormous
source of Vietnam’s tourism, so the researches loineSe tourists are more and more
becoming an interesting topic. Previous internai@tudies which have investigated in
the field of Chinese tourists are the behavior @fin€se outbound tourists [1], the
characteristics and satisfaction of Chinese tautistHong Kong [2]. In terms of the
relationship between Chinese tourist and local tide, although some researches on
the tour guide performance and its impact on tbsasisfaction and the WOM intention
have been conducted in countries like Hong Kongzdaand China [3][4], there is lack
of academic researches on this in Vietham.The egeeof this research will determine
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the factors associated with the tourist satisfaciod WOM of Chinese travelers as an
example of Danang city. Finally, from the empiri@lidence and the relationships
between factors, the study can help tourism masaged stakeholders to better
understand the experience of tourists and formulagebest strategies to attract more
tourists.

2. Literaturereview

2.1. Tour guide background

Tour guides are frontline employees in the tourisdustry who play a significant role in
drawing tourists to a destination. Tour guidingvees is the principal component of tour
services offered by tourism companies. Whether goiisies can deliver quality service to
tourists is not only necessary to the businessessclout also critical to the image of the
destination [4]. The content of the works that ttver guide must do such as organizing
tours, explaining and guiding the organization cthdties; tour guide must have general
and in-depth knowledge of destinations in the fmagram; they must have information
transfer skill to create excitement and trust @arists; last but not least, they must have
virtuous character[6]. [7] showed the role of togwides based on conditions and
environment in many studies since 1981 and condldkiat the tour guide role depends
on the objectives of the tour group. Tour guides ¢ee, for instance, an actor,
ambassador, translator, organizer, entertainerm tdeader, teacher, host/hostess,
caregiver, company representative, motivator, emvirentalist, linguist, cultural operator,
geographer, cultural mediator, public relationsspanel and travel protector.

Service quality of tour guide plays a huge roletfavel companies. The service
quality of a tour guide can be evaluated througbehmain constructs:

- The core service delivery: the essence of a goide’s service which the guide
must deliver with consistency.

- The customer orientation: the extent the guidés ghe tourists’ needs and
interests ahead of his own in providing superiduedo tourists.

- The communication effectiveness: the exchandgefofmation [8].

Good service quality of tour guides will bring a tf benefits for tourists, travel
companies, for the country. For example, if a guide enthusiastically guides and cares
about visitors, it will definitely make visitors ppy with the trip. Professional
gualifications and skills, as well as an easy-gattifude of the tour guide, will make
visitors trust in ensuring the service quality icle trip. Improving the quality of tour
guides is to bring service quality to a higher lemeorder to satisfy the expectations of
tourists and society and bring efficiency to busges. Tourists are likely to give their
friends, relatives recommendations if they weresBat with the overall package[9].

In Vietnam, few researchers have paid attenticiotioist satisfaction and WOM
recommendation [10][11]. Using the Holiday Satisfat (HOLSAT) model, [10]
measured Australian tourists' satisfaction withibkday experience in Vietnam, but not
with specific service providers (such as tour gsjdénother study by [11] also aimed to
assess the satisfaction levels of Chinese tounstgietnam with tourism products in
general. Because of this reason, it can be saidhbee is a very little research focusing
on tourist satisfaction and WOM on a specific sein Vietnam or a specific group of
tourists, which leads the difficulty and debate fmsearchers when choosing the
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appropriate methods and models to assess the ttaattsfaction on tour guide

performance. It would, therefore, be useful to emidempirical research on different
destinations to make further improvements and eefients on the model of the
relationship between tour guide performance anddbsatisfaction. In order to fill this

gap, this research aimed partly to assessing teeofdChinese language tour guides in
Danang, Vietnam affecting WOM recommendation of feéke tourists through their
performance.

2.2. Tourist satisfaction

Tourist satisfaction plays an important role in theccess of destination marketing
because it impacts the behavior of destinatiorctiele the use of products and services,
WOM and return decision [12]. The literature orstoumer satisfaction is generally
divided into two schools of thought lead by [13ddid4]. The first regarded customer
satisfaction as a gap between customers’ expeasatind their perceptions of a product
or service's performance, whereas the second cemesldcustomer satisfaction as ‘an
outcome of the actual quality of performance amsdpierception by consumers’ [15].
Based on these perspectives, tourists' expectatiodsexperiences may affect their
satisfaction or dissatisfaction. Given that satiSfa is a multifaceted concept, it is
important to evaluate by considering many aspefcteeoencounter, including products,
services, and facilities. In the study of visit@hlwvior, consideration should be given to
tourist needs and the results of such needs, nathel\level of satisfaction with needs
and whether tourists are satisfied with their servand/or product experience. The
importance of considering issues relating to theqmions of needs and outcomes was
also emphasized by [13].

As for the relationship between the role of touidguand tourist satisfaction,
there are different opinions on the impact of taguide performance on tourist
satisfaction. [16] surveyed 15 tour guides fromad$ to Europe and the United States,
and found that in most cases, the performancewfdoides did not significantly affect
customer satisfaction. Their findings are incomsistwith expectations because it is
generally believed that tour guides have the resipiity to customize the tour to
personal needs and preferences, so they are higbhponsible for achieving tourist
satisfaction. In contrast, [17] found that the tguide performance during the tour can
affect tourists' perceptions of the tour. In adudlifi[3] investigated international tourists'
satisfaction with the services provided by locairtguides in Hong Kong. It was found
that international tourists were generally satisfigith local tour guides in terms of
professional skills, customer relationship/empating communication. According to [4],
their research on the role of local tour guideshim satisfaction of international tourists
showed that tour guide performance is one of thetrimportant factors affecting the
satisfaction of tourists, especially foreign onés.their research, reviewing relevant
literature and focus group interviews were used identify and measure the
skills/attributes of the performance of tour guidésthe same time, through the analysis
of three factors affecting the service quality chddo tour guides, including core service
delivery, customer orientation and communicatidieaiveness, [5] concluded that tour
guides are one of the most obvious and key paatid#pin tourism, especially sustainable
development. Later, in Mike et al. (2011)'s resbasix key issues affecting the service
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quality and professionalism of tour guides in Hétung and Macao were also identified,
including unhealthy tourism business practices, lares and quality of guidance,
recognition of the importance of tour guides, ineocamd training of tour guides, human
resources problems and role conflicts of tour gsiidgoth studies conducted semi-
structured in-depth interviews with tour guidesSasations, monitoring authorities,
government officials, tour operators and represams of selected tour guides from
Hong Kong and Macao to determine the skills of tguides and their measurements.
Recently, by reviewing the past and related litemeat [18] affirmed the role of tour
guides and pointed out that their communicatiotisskinhanced the experience of tour
guides and the expectations of tourists. It is algt®d that in most research, tour guide
performance was assessed by tourists’ evaluation.

2.3. WOM recommendation

Word of mouth (WOM) is being considered as an irtgoarform of promotion, as well
as an important source of information affectingsuomers' attitudes and buying behavior.
WOM is particularly important in tourism, and itstangible products are difficult to
evaluate before consumption [19]. According to B&ss model [20], two kinds of
communication dominate the buyer's decision: atbieg and WOM. In both cases,
marketing literature paid more attention to therfer than to the latter, probably because
it is difficult to study highly informal WOM process. However, there is evidence that
WOM is an important means to find and retain custiam?21], especially for some
professional services, such as tourism [22].

Recent studies in the field of tourism in a widaga of national studies showed
that both positive and negative WOM have an impactourism products. Among them,
[23] based on a New Zealand-based study and pomitthat negative WOM may have
a huge impact on the image of the destination lscansatisfactory visitors disseminate
negative comments related to their experience§.s[2haribbean study also warned that
when locals show hostility to tourists, the resigltnegative WOM and a possible
downturn in the industry. [25] studied wine tourigmAustralia, they found that tourists'
WOM recommendations promoted wine sales when \a@taipinion leaders returned
home and told others about their experiences. f@éfd that most travel decisions in
Western Australia are based on WOM communicati®8]'§ study on tourism marketing
in Wales and noted that the potential of WOM ase#factive tool for disseminating
"Visit Wales" information through foreign visitorén an American-based study, [27]
pointed out that visitors' restaurant choices wageénly influenced by opinion leaders'
WOM recommendations, but few decisions were basetiare formal media influences.

WOM is considered as an important market phenomandra means for tourists
to express their satisfaction or dissatisfactiothwaroducts [28][29]. It was suggested
that informal information obtained through WOM wduhave a strong impact on
customer evaluation of products and sellers angrdupurchase decisions [30][31]. In
other researches, including [32] and [33]'s ondshas shown the importance of
satisfaction as a way of understanding destingt@formance. A lot of studies examined
the effects of destination attributes on revisid aWOM recommendation intentions
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[34][35][12]. Obviously, VOM recommendation is arpaf destination loyalty. In this
study, the researcher focused on VOM recommendafibonfinding the solution
improving the destination attraction.

2.4. The mediating role of tourist satisfaction between tour guide performance and
the WOM

Customer satisfaction is regarded as a basic lassigjective because it is assumed that
satisfied customers are more likely to share tleaperience with others. Therefore,
organizations should strive to go beyond simplyisahg customers and building
customer’s reliability [6]. In terms of tourism, @mf the factors directly affecting on the
satisfaction of tourists is the performance of tguides.Generally, satisfied customers
with services are more likely to act as free WOMveaatsing agents, informally
introducing networks of friends, relatives, andasthotential customers into products or
services [36]. [37] asserted that WOM transferdat@aecount for 60% of new customer
sales. Therefore, customer satisfaction has becanimsic strategic component of
organizations and enterprises. Obviously, the nsatisfied customers are, the more
likely they are to recommend products or servicesemcourage others to become
customers. It is indicated that tourist satisfattamuld bring positive WOM effects to
friends and/or relatives. The mediating role ofristusatisfaction between tour guide
performance and the WOM recommendation is essemtiah it is the key factor that has
a role as a bridge connecting the guiding servickthe behavior of WOM.

A large number of studies have studied the relatignbetween guiding service
and WOM intention through tourist satisfaction. flehés a general consensus that when
tourists are satisfied with the services (includiogr guide service), products and other
resources they experience at the destination theity their positive impact on relatives
and/or colleagues are strengthened [35][38]. Touriatisfaction related to service
quality also plays a mediating role between sergjaality (tour guiding service) and
tourism destination reputation. Therefore, imprgviervice quality (tour guiding service)
is a way to develop sustainable tourism becaussiimprove the satisfaction of tourists,
and can be disseminated through more effectivastmumarketing [39].

2.5. Study hypotheses

In order to obtain all the objectives and furthealgses, this study hypothesizes that:

. H1: The higher level of explicit attitude, skjlland professional competence of
tour guide are positively associated with the higaeel of tourist satisfaction.

. H2: The higher level of tour guide performanced &ourist satisfaction are
positively associated with the higher level of W@&tommendation.

. H3: Tourist satisfaction mediates the relatiopshbetween tour guide
performance and WOM recommendation.

As being outlined in Figure 1, there is a strofgk Ibetween tour guide

performance, tourist satisfaction and WOM recommadéind concerning the consumption
of tourism products. These elements are proposéedi@sitors of travel behavior.
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Figure 1. Research model of the study

2.6. Resear ch methodology

The sample population includes mainland China esdil who visit Danang city,

Vietham as part of the package tour. A questioema&s executed to undertake in
Danang city, Vietham from June 2019 to August 200t%ere were 500 Chinese tourists
answered the questionnaire.However, because sospengence were invalid due to
some mistakes from tourists,such as the same arfewenost questions, none-fill for

most questions. 449 respondents were used forsthdl, making up 89,8% of totally

500 tourists answering the questionnaires.The tumstire is mainly used to evaluate
tour guide performance in a package tour. Respdadeitl be asked to indicate their
perceptions of the various attributes using a Bwpbikert-type scale with 1 indicating

‘strongly disagree’ and 5 indicating ‘strongly agfreThen, SPSS and AMOS will be
used for data input purposes.

The majority of the scale items were adopted fratarpworks in tourism and
hospitality literature but modified slightly for ith research context. Those items
regarding tour guides’ performance were integratethd adapted from
[40][41][42][43][4][8]. The measures for tourist tidaction were taken from [44],[45]
and other prior literature. The scale item for WOM intention was modified from [46]
and [47].

3. Data analysis

The results from the questionnaires are analyzéd) s statistics program. Descriptive
statistics such as frequency, mean, and standaratide are derived to examine tourists’
socio-demographic profiles. Exploratory factor gse, confirmatory factor analysis and
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regression analysis statistics are used to exathmeelationship between attributes to
assess how the performances of tour guides infauehe WOM recommendation of
Chinese tourists.

3.1. Socio-demographic profiles

Tables 1 show the socio-demographic profiles ofréspondents. There are more female
respondents than male respondents, and the prapatiyoung respondents is higher
(53% of respondents under 40 years old). A largpgtion of respondents are married
and single accounting for 88% of respondents. Bihrcdevel range from high school
and below (18%) to post-graduate (18.3%). Mostardpnts have an income from 3001
to 8000 RMB/month (approximately 50%).

Table 1. Socic-demographics of Chinese tour

Chinese touristsn =449 Numbe Percentac
Gende
Male 20¢ 46.2
Femal 241 53.7
Age (years)
18-29 13¢ 30.7
3C-39 10C 22.:
40-49 52 11.€
50-59 92 20.t
More than 6 67 14.¢
Marital status
Marriec 258 56.4
Single 142 31.¢
Divorcec 32 7.1
Widow(er 22 4.¢
Education level
High schoc and belov 81 18.0
Non-degree (colleg: 94 20.€
University degre 192 42.¢
Pos-graduat 82 18.2
Monthly income (RMB)
Less than 20( 36 8.0
2001-300( 52 11.€
3001-500( 12z 27.4
5001-800( 99 22.0
8001-1200( 81 18.0
12002-2000( 30 6.7
More than 200C 28 6.2

Source; Survey results 2019
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3.2. Reliability and exploratory factor analysis
For the independent variables and mediator, afiatyaing Cronbach’s Alpha for each
group of attributes, the APP6 ‘Tour guide had gbedlth” was deleted because it had
the Corrected item — Total Correlation lower th@nOther results for other groups of
attributes (APP, EMP, WAT, COM, ORG, PRS, ENT, PREAT) were satisfied in
terms of Cronbach’s Alpha Analysis.
Table2:
Independent Variabl Number of item Alpha
Appearance (API 5 0.83¢
Empathy (EMF 3 0.771i
Work Attitude (WAT, 3 0.76¢
Communication skill (CON 3 0.82¢
Organizationaskill (ORG) 3 0.851
5
3

Problen-solving skill (PRS 0.791
Entertainment introduction  skill 0.83¢€
(ENT)

Professional competence (PF
Tourist satisfaction (SAT)

0.722
0.790

w w

After conducting Exploratory factor Analysis (EFAY identify tour guide
performance dimensions using the Principal Axistéi@tng with Promax rotation, ENT
was eliminated, othereight factors were derivedhffactor analysis with 28 performance
items were kept.The Kaiser-Meyer-Olkin (KMO) measwaf sampling adequacy was
0.891 and Sig. <0.05 in Bartlett's test, which metive EFA is suitable. The eight factors
explained 66.430% of the total variance of the iieing items. The eight factors were
also labeled as APP (APP1, APP2, APP3, APP4, ARRBI)s for Appearance, EMP
(EMP1, EMP2, EMP3) stands for Empathy, WAT (WAT1AWR, WAT3) stands for
Work Attitude, COM (COM1, COM2, COM3) stands for @munication skill, ORG
(ORG2, ORGS3, ORGA4) stands for Organizational skRRS (PRS1, PRS2, PRS3, PRS4,
PRS5) stands for Problem-solving skill, PRO (PR®RO2, PRO3) stands for
Professional competence skill, and SAT (SAT1, SABAT3) stands for Tourist
satisfaction.

3.3. Confirmatory factor analysis

The proposed model of this research generally métl data from Chinese tourist
sample. The model fit indices showed in Table 4GMIN/df = 1.202 (less than 3);
RMSEA = 0.021 (less than 0.08); IFI = 0.986, CF.886 (more than 0.9); NFI = 0.921,
RFI = 0.907, GFI = 0.942, AGFI = 0.927 (more tha8)0PCFI = 0.840, PNFI = 0.784
(more than 0.5). The indicators are basically withéceptable value, so the model fit and
data are good.
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Table 3. Factor loading from Pattern Matrix
Facto

APF |

PRS | COM | ORG | WAT | EMP | SAT | PRC

APP]
APP;
APP?
APPE
APP:
PRS!
PRS:
PRS:
PRS:
PRS!

0.80¢
0.77z
0.745
0.684
0.675

0.767
0.73¢
0.713
0.67¢
0.652

COM2
coM1
COM3
ORG:
ORG:Z
ORG¢
WAT1
WAT3
WAT?2
EMP1
EMP:S
EMPZ
SAT1
SAT2
SAT3
PRO:
PRO!
PRO:
Source: Developed for this resea

0.84¢
0.84<
0.82¢
0.78¢
0.78C
0.76¢
0.79¢
0.73z
0.731
0.79z
0.76(
0.70¢
0.78¢
0.7C3
0.6¢1
0.818
0.735
0.725

Table 4: Model fit indicates

df CMIN CMIN/df P RMSEA NFI CFI IFI RFI GFI AGFI PEI PNFI

Value | 322| 386.916 1.202 0.008 0.021] 0.9p1  0.986 860.p 0.907 | 0.942 0.927| 0.84 0.784

3.4. Relationships between Tourist satisfaction, the WOM recommendation and
Independent variables

In order to determine which factors are relatedthte dependent variable of WOM
recommendation, Pearson correlation (r) was apjhiedis study. Table 5 presented the
presence of positive correlations between dependeigbles WOM and SAT (r = 0.616,
p <0.001), between WOM and independent variabl®? & = 0.471, p <0.001); WAT (r
= 0.520, p <0.001); COM (r = 0.403, p <0.001); EMP= 0.515, p <0.001); PRS (r =
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0.418, p <0.001); ORG (r = 0.499, p <0.001); PRG (.412, p <0.001). These figures
meant that if APP, WAT, COM, EMP, PRS, ORG, PRO 8Ad are improved; they can
lead to better tourists’ Word-of-Mouth.

Table5; Correlation betweevariable:

WOM 1 2 3 4 5 6 7 8
1.SAT 0.61€ 1
2.APF 0471 0459 1
3WA 0520 0435 0447 1
I.CC 040F 0314 0.08¢ 0.14Z 1
g/.IEMF 051F 0444 0477 0495 0.137 1
6.PR¢ 0418 037¢€ 0116 0148 0267 0.21€ 1
7.0RC 049¢ 0415 029z 043C 025 040/ 0.33¢ 1
8.PRC 0417 0346 012f 021z 0207 0197 041C 031 1
Mear  4.1€ 4.1t 42: 43¢ 421 428 41 431 4.3t
SD 0565 063¢ 0.64z 0611 0.70¢ 0.66: 0.59¢ 0.68¢ 0.57
Note: **. Correlation is significant at the 0.Gvel (z-tailed) .

* Correlation is significant at the 0.05 leve-tailed)

3.5. Regression analysis

To test the mediating effect, firstly we do theresgion analysis of independent variables
and mediating variables; secondly, we do the regresanalysis of independent variables
and dependent variables; third, we include allaldés in the regression analysis at the
same time. Before the regression analysis, tharesalealt with the control variables as
follows: gender, age, education level, income amditad status were dummy variables.
Specifically, 1 is male, 0 is female; 1 is 18-3@ngeold, 0 is 40 years old and more; 1 is
post-graduate, 0 is below post-graduate; 1 is 0B and less, 0 is 5000 RMB and
more; 1 is married, O is others.

Table 6 shows the regression analysis results. Moaled model2 tested tour
guide performance’s impact on tourist satisfactivtodell takes the control variables
into the regression mode. Also, it turned out tmarital status has a great impact on
tourist satisfactionf( =0.317,p <0.05), gender and income show no eftéttt p >0.05.
Model 2 takes the tour guide performance’s fadtais regression model,then the total of
sevenindependent variables have positive effectoumist satisfaction. They are APP (
= 0.218, p <0.05), WATQ(= 0.144, p <0.05), COMB(= 0.127, p <0.05), EMPB(=
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0.118, p <0.05), PR$ = 0.144, p <0.05), ORGP (= 0.086, p <0.05), PRG£ 0.140, p
<0.05). ORGis the weakest of seven factors whil® ABmes first on the list.It shows
that the explicit attitude (friendly, punctual, fgeland honest) of the Viethamese tour
guide has a great influence onthe satisfaction loih€se tourists.The coefficient of
determination (B in the model 2 represents the results of theesion analysis that can
be perceived as 48.3 percent confirming a resutinims of predicting the variance of the
travelers’ overall satisfaction levels with the sevfactors of tour guide performance.
This result also confirms that H1 is supported, cthimeans that a higher level of
personality, skills, and professional competenceaoaf guides is positively associated
with a higher level of tourist satisfaction.

Table 6;: Regression analyses

Variables SAT WOM
Model 1 Model 2 Model 3 Model 4 Model § Model 6
Control variable
Gender 0.017 -0.029 0.025 -0.029 0.015 -0.024
Age 0.22£” 0.17¢" 0.15¢"" 0.08¢"" 0.01¢ 0.05¢
Edu leve -0.11C -0.047 -0.07C 0.012 -0.00¢ 0.021
Marital status 0.317 0.191" 0.197" 0.047 0.005 0.011
Income 0.089 0.036 0.081 0.021 0.027 0.014
Independent variable
APP 0.218 0.196" 0.1547
WAT 0.144"" 0.20€" 0.17¢"
COM 0127 0.214” 0.19¢C"
EMP 0.118" 0.162" 0.139"
PRS 0.14% 0.151" 0.123"
ORG 0.086 0.126 0.110
PRO 0.140 0.165" 0.1387
Mediating variable
SAT 0.60€™ 0.19:™
R? 0.158 0.483 0.065 0.576 0.373 0.594
AR? 0.158 0.325 0.065 0.511 -0.203 0.221
F 17.828 35.928" 7.240" 51.654" 453877 | 51.4037

(Notice:*** means p < 0.01 ** means p < 0.05 * means p < 0.1)
According to model 6, there were eight independemtables had effects on

WOM. They are APPJ(= 0.154, p <0.05), WAT}(= 0.178, p <0.05), COM3(= 0.190,

p <0.05), EMP [ = 0.139, p <0.05), PR3 € 0.123, p <0.05), OR@® = 0.110, p <0.05),
PRO (= 0.138, p <0.05), and SATB%£ 0.193, p <0.05). SAT and COM have the
strongest effects. The coefficient of determinat{®)) in the model 6 represents the
results of the regression analysis that can beeped as 59.4 percent confirming a result
in terms of predicting the variance of WOM. Thigans tour guide performance and
tourist satisfaction have positive impact on WOMpther words, H2 is supported.

3.6. Mediating effect of tourist satisfaction

According to [48], the establishment of mediationsinbe met by three conditions. First,
the independent variables (tour guide performamoa¥t be related to the mediator
(tourist satisfaction). Secondly, mediators (taursatisfaction) must be related to
dependent variables (WOM recommendation). Thirdigaificant relationship between
the independent variables (tour guide performarmce) a dependent variable (WOM
recommendation) will be reduced (partial mediation)no longer be significant (full
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mediation) when controlling for the mediator (t@tirsatisfaction). The first and second
condition have been met as described above.

In order to test for a mediation model in which risu satisfaction mediates the
relationship between tour guide performance and W®M, additional regression
analyses were conducted in which the WOM were ssg@ on the tour guide
performance alone and then again with the toudsisfaction measures controlled.In
model 4, the total effect of tour guide performancethe WOM is 1.22. Model 6 added
tourist satisfaction into the regression equattaumthermore, it shows that the tour guide
performance still has a great effect on the WOMhvitie total effect of tour guide
performance is 1.032. As a result, tourist satigfactakes a partial mediation effect
between tour guide performance and the WOM recordateon. In short, H3 is
supported. The relationship between the tour gupdeformance and the WOM
recommendation is partially mediated by tourisiséattion.

4. Discussion and recommendation

4.1. Discussion of finding

According to table 6, the tourist satisfactionhe tmost influential factor to the WOM
recommendation of Chinese tourists. The secontias‘€ommunication skill” factor,
followed by Empathy, Problem-solving skill, Appeaca, Work attitude, Professional
competence, and Organizational skill. These factpeslisted as their positiigvalues
descend, indicating a significant positive impatttioee WOM recommendation.From the
perspective of management economics, the resultheofstudy should help tourism
operators to carry out more targeted marketingviéies and guide the development of
products for the Chinese market. The socio-demdigapf Chinese tourists that have
been identified should provide some guidance farr&imarketing activities. Providing a
satisfying experience for Chinese tourists is agoirfant as creating a positive tourism
image for Danang city.

In each country, providing the best service andeatig the highest level of
customer satisfaction are considered to be the mngsbrtant factors in the tourism
business. ‘The success of the tourism industry weugh depends on the performance of
tour guides in each destination’ [49]. Accordingthe finding of this study, when the
local Chinese language tour guides in Danang hagsl gersonalities, hardworking
attitude, good guiding skills and knowledge, then€ke tourists will be satisfied and
willing to recommend others to visit Danang, Viemar his model is suitable for Danang
city only, however, the same research method camsbd to transfer the model to other
populations in other countries or regions: theistiaal process will create a suitable
model related to that country, which can be theesandifferent from this study.

4.2. Implications of the study

The performance of tour guide is one of the keythéosuccess of the package tour. This

study focused on the performance of tour guidethat impact on tourists' satisfaction

and WOM recommendation from the perspective of €sgntourists. The results of this

study provide many implications for tour guidesitowanagers and travel companies.
This study provides some guidance for strategies fthe perspective of tour

guide performance. Current research also showgthmat tour guides are based on seven
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aspects: appearance, work attitude, communicakitinempathy, problem-solving skill,
organizational skill, and professional competeridereover, the performance of tour
guides has a positive relationship with tourisistattion and WOM recommendation
behavior. Firstly, in terms of explicit personalitpur guides should pay more attention
to attaching great importance to the neatness ppdbpriateness of their clothes and
improving the ability on understanding tourists'ygsology needs as well as always
being willing to help tourists. Furthermore, towides should show honesty, integrity
and a friendly attitude to attract the trust ofrisis. Therefore, the role of tour manager
and travel company are also very important whewighog training programs for tour
guides.

Secondly, in terms of skills, tour guides shouldu® on developing their ability
of time management and activities by understantieq tourists. At the same time, the
tour manager and travel company must design theldeitourprogram according to the
schedule and activities. On the other hand, toudegpshould have good relationships
with other staff, such as drivers, other tour gsidédestinations or hotel staff. Third, in
terms of professional competence, tour guides né&edlearn and read more
books/news/magazines to enhance their understamditfte culture and history of the
destination, as well as the Chinese culture. Assalt, tour manager and travel company
may also offer short-term internal courses to imprtour guide knowledge. Besides, the
ability of tour guides to handle complaints andvegbroblems or conflicts in the package
tour is an important factor leading to the sucagfsthe package tour. Therefore, a tour
guide must be keen to be aware of all the anomaliggpened during the trip. They
should also be judicious in solving problems, stoasvoid disagreements among tourists
which may damage the atmosphere of tour. Again,ighahy it is an important skill for
tour guides to understand Chinese culture.

Finally, the study also shows some advicesfor meayho are leaders in the
tourism industry in Vietnam. With the efforts ofutoguides and the support of tour
managersand travel companies, there should be anmewative system or certificate to
evaluate qualified tour guides beforeentering the market. The system or certificate
must emphasize the important knowledge and skillshe tour guide, including the
understanding of the culture and history of thetidason, the understanding of the
culture of foreign tourists, the skills to solveplems and conflicts, the skills to organize
time management and activities, and the competehéareign language. This not only
satisfies the tour guide's attribute but also eobathe level of foreign tourists’
satisfaction in the package tour and gain tourigisst to be willing to recommend
Vietnam to others.

4.3. Limitations of the study and futureresearch

First of all, the limitation of this research listhe convenient sampling method. Due to
time, finance, location and human resources résinig, the researcher can only provide
surveys to tourists at popular destinations in Dgn@ity. Therefore, the results of the
study cannot represent the views of all Chinesgdisuabout their tour guide.

Future research can use a larger sample size tothesdimensions of tour guide

performance in other ethnic and cultural backgreum Vietnam's tourism industry, the
unethical behavior of tour guides has aroused aflgublic debate and the attention of
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policymakers. In the future, the research on talidegy can also explore the influence of
tour guide's abnormal or unexpected behaviors orists' satisfaction.

5. Conclusions

This study showed the close relationship betweam guide performance, tourist
satisfaction and WOM recommendation of Chineseidtaiin Danang city, Vietnam
based on the package tour. The study also promosesltidimensional model, which
consists of seven components of tour guide perfocemalappearance, work attitude,
communication skill, empathy, problem-solving skilbrganizational skill, and
professional competence). These components caredsrded as the most effective
factors to build tourist satisfaction and the batawf WOM recommendation. In
addition, the study also provides many suggestiontour guides and tour managers to
identify the advantages and disadvantages of taigegattributes in travel companies,
and then promote and improve the performance oflayaps with higher customer
satisfaction and their loyalty to destinations. cAlthese recommendations will help
Vietnamese policymakers to establish an innovatjuelification standard system for
inbound tour guides, so as to adopt global staisdard a global scale. In short, the
performance of tour guides not only affects thecess of the package tour but also plays
an important role in establishing the image of Waeh's tourism industry.
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