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The objectives of this research are: 1) to study the level of interpersonal ecommunication
competencies of tourist guides, customer service quality perception towards tourist guides, and
after service behavioral intention of customers. 2) To study the comparison between
demographic characteristics of customers towards customer service quality perception and after
service behavioral intention. 3) To examine the effect of interpersonal communication
competencies on customer service quality perception towards tourist guides. 4) To study the
effect of customer service quality perception towards tourist guides as it applies to after service

behavioral intention.

The questionnaires were formulated to collect data from 20 tourist guides working with
the inbound/outbound and domestic travel agencies, as well as 620 customers who used the
service from travel agencies during a certain time period. The statistical methods are percentage,
mean, standard deviation, tested difference of variation with critical ratio (t-test) and Stepwise

Multiple Regression Analysis.

Results of the study revealed that: 1) tourist guides express their interpersonal
communication competencies at the very high level, as well as customers express their service
quality perception and after service behavioral intention at the high level. 2) Customers who
have different levels of education are significantly different to customer service quality
perception towards tourist guides. 3) Customers who have different ages and levels of education
have significant differences in after service behavioral intention. 4) The dimension of immediacy
of interpersonal competencies and level of education of customers have an effect on customer
service quality perception towards tourist guides at 12.3 percent. 5) The dimensions of
responsiveness and empathy of customer service quality perception have an effect on after

service behavioral intention at 25.3 percent.
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