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ABSTRACT

Planning and implementing tour packages is one of the course requirements 
for every tourism student. The activity bridges the gap between learning inside 
the classroom and the realities of the actual world.  The study aimed to describe 
the tourism students’ learning perspectives in managing a domestic educational 
tour. Qualitative research design and the narrative inquiry were used.  The sources 
of information were from the four Bachelor of Science in Tourism Management 
Students who were the tour managers and were requested to write a narrative 
on their learning. The trustworthiness/rigor of the findings was established using 
thick description for credibility; purposive sampling for transferability, stepwise 
replication and code-recode for dependability, and audit trail for confirmability. 
Recurring statements in the findings revealed seven themes, namely:  attributes 
and characteristics of tour manager; stages of developing and planning a tour 
package; tourism stakeholders and components; tour operator’s roles and 
responsibilities; tour activities and experiences; varied emotional responses; and 
learning domains.  These themes were distinguished through the experiences 
shared by the tour managers during the actual implementation of their planned 
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tour bound for Cebu – Bohol – Negros Oriental.  Results of this study are useful in 
developing curriculum and for creating future tour packages.

Keywords: domestic educational tour, tour managers/leaders, qualitative – 
narrative inquiry research, Philippines. 

INTRODUCTION

In the latest trends and updates of “do-it-yourself” travel arrangements, 
the opportunities in the tour-operating firms seem to lie in the concentration 
on specific markets and on tailor-made services instead of depending on scale 
economies. Besides bundling and merchandising package tourism products, 
tour operators have specific duties, which are determined in the Package Travel 
Act (1079/1994). Moreover, the Package Travel Act (1079/1994) addresses the 
faults in the performance of the organizer by stating that there is an error in the 
fulfillment of the organizer (The Package Travel Act 1079/1994).

A package tour is composed of a bulk of various services. Bowie and 
Chang (2005) explained the package tour as a labor-intensive and synthetic 
multitude of components that includes both the “soft” characteristics of services 
(seasonality, perishability, inseparability, intangibility, and simultaneous 
production and consumption) same as tangible “hard” elements such as hotel 
rooms and airplane fares.  Package tourism has become extremely usual also in 
Asia where the increasing tourism demand has accelerated the rapid growth and 
development of the mass tourism market (Chen & Hsu 2012; Wong & Lee 2012). 

However, there is a slight comparison between Asian and Western package 
tourism. In the Asian setting, the term “group package tour” (Wang, Hsieh, & 
Huan, 2000; Wang, Hsieh, Chou, & Lin, 2007) is widely utilized to highlight an 
intense interaction among a group of tourists and their tour leaders (Lee, 
Wilkins, & Lee, 2011). Wang et al. (2000) said that a group package tour consists 
of the components or sectors such as the pre-tour briefing, airport/plane, 
accommodation, food service, inland transportation, scenic spots, shopping 
opportunities, optional tours, and other services. Subsequently, Bowie and 
Chang (2005) included into guided package tours the services of the tour leader, 
hotels, restaurants, coach, shopping opportunities, optional tours, attractions, 
and other services.

Furthermore, tour leaders are the public faces of the tour operators, and they 
are essential as their task is to guarantee that the vacations of their customers 
run smoothly and to sort out any problems and difficulties that might arise (Yale, 
1995). According to Mossberg (1995), the role of tour leaders is important as their 
performances and duties affect tourists’ perceptions of the whole trip. The work 
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of tour leaders includes several tasks. They also make a file of local information, 
sell excursions, and are on call 24 hours a day in case of an emergency. At the 
end of the vacation, the tour leaders bring tourists to the airport and ensure that 
the check in is done in the absence of the problems. (Yale, 1995). In general, tour 
leaders are distinguished from tour guides who conduct the actual excursions 
(Räikkönen & Cortez Monto, 2010).

Also, the tour leaders can be recognized as a critical competitive advantage. 
It is relatively challenging to contrast the standardized package tourism offerings, 
as it is usual that the customers of various tour operators end up traveling on 
the similar flight and staying at the same hotels and accommodations. However, 
the performance of the tour leader can differentiate the package tour from the 
competitors’ products affect, such as the business image (Mossberg, 1995). A 
tour operator that provides excellent service through caring employees, who in 
turn, make the tourists feel safe and sound, is much more likely to have loyal 
customers (Hanefors, & Mossberg, 1999). 

Tour leaders are notably crucial when things go wrong, for example, when 
a tourist loses his/her passport or is robbed. In handling service failures, the tour 
leaders necessarily face the tension resulting from the different demands from 
the tourists and the tour operator.   They shall provide emotional support to the 
tourists in difficult circumstances while simultaneously trying to influence the 
tourists’ perceptions of the tour operator to guard the business (Adib, & Guerrier, 
2001).

Based on this background, it is apparent that tour leaders have an important 
role in mediating tourism experiences and can, therefore, be recognized as 
managers. (Cohen, 1985).  Moreover, field-based learning is used to generate 
student interest, supplement student learning, and help them acquire hands-on 
experience and can be useful in undergraduate and graduate education where 
students connect textbook and classroom learning with the real world. Each 
field trip provides a unique learning opportunity and when used systematically, 
provides a solid co-curricular support for teachers (Wu, 2009). Being part of 
the academe and in the field of the tourism industry, the researcher opted to 
conduct the study to get more insights on how the tourism students manage 
domestic educational tours.

FRAMEWORK OF THE STUDY

The study was anchored to the concept of Räikkönen (2014).  In this study, 
the two interesting themes emerge. The first focuses on how various experience 
factors contribute to the provision of successful tourism experiences and the 
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second theme describes the role of tour operators in the creation of package 
tourism experiences.

The first theme is related to the role of different experience factors in the 
creation of successful tourism experiences. According to Walls, Okumus, Wang, 
and Kwun (2011), there are various classifications, and models aim to uncover 
the elements and causes of experiences. Knutson and Beck (2004) suggests that 
there is a need for a further study as to how various factors influence tourism 
experiences.  The extent of influence of these factors may also be investigated.

Also, Quan and Wang (2004) stated that it is may not be definite as to the 
components that constitute the tourism experience and how the significance of 
experiences such as eating, sleeping, and transportation should be determined. 	
Knutson and Beck (2004) accentuate the importance of empirical research to 
validate, refute, or modify the dimensions of an experience construct.  Later, a 
similar study was conducted by Tung and Ritchie (2011) where they opined that 
more studies might be conducted to uncover the specific elements that make 
certain experiences unique, astounding, and memorable.

The second theme is related to the role of tour organizers in the planning 
and organizing of package tourism experiences.  Previous research demonstrates 
that satisfaction and dissatisfaction are the most common constructs used in the 
evaluation of package tourism experiences. For example, Huang, Hsu, and Chan 
(2010) suggested that “as package tourists experience the activities created by 
tour operators, their satisfaction with the tour experience depends mostly on 
tour guiding and tour operator services.” Tourists do not, however, travel to be 
satisfied with the tour operator but to enjoy experiences (Cutler & Carmichael, 
2010) – including both unique experiences and confirming consumer experiences 
– the entirety of which depends on the tourists’ motivation, expectations, and 
adaptability (Quan & Wang, 2004).

Furthermore, Walls et al. (2011) stated that more research is needed to 
validate the presupposition that various factors influence contributing to 
experience have equal weight in experience formation, and to determine 
whether a weighting system could be used to measure the significance of the 
various factors involved in experience creation.

The tourism students’ learning perspectives in managing domestic 
educational tour came up with seven (7) themes with the use of guide questions 
during the written essay. The themes highlighted in the experiences shared by 
the tour managers/operators include the attributes and characteristics of tour 
manager; stages of developing and planning tour packages; tourism stakeholders 
and components; tour manager roles and responsibilities; tour activities and 
experiences; (6) varied emotional responses; and learning domains.  
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Figure 1.  Schematic Diagram

OBJECTIVE OF THE STUDY

The study aimed to describe the tourism students’ learning perspectives in 
managing a domestic educational tour.

METHODOLOGY

Research Design
The study focused on the learning perspectives of the student tour 

managers in their domestic educational tour. The qualitative research design 
was used. According to Aarikka-Stenroos (2010) narrative form is a natural form 
of data and provides “narrative cognition” (Bruner, 1986). Bruner distinguishes 
paradigmatic cognition that is based on the logic proposition and defined 
classifications, and the narrative perception that is based on thematically and 
naturally progressing narration.

Both the paradigmatic cognition and narrative cognition can generate 
qualified data.  However, in research, the narrative knowing has been 
overshadowed by the paradigmatic cognition in research (Bruner, 1986). 
According to Bruner (1986), these two types of knowledge aims to affirm the 
listener or the reader differently: paradigmatic cognition seeks to assert about 
the conceptual truth, and narrative cognition seeks to affirm the reader with a 
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more holistic way because effective elements and empathizing elements are 
also involved. Thus the reader can reach experiences better through narrative 
simulation because, besides the actual cognitive information, there are also 
contextual understanding and affective elements (Heikkinen 2000).

A broad range of authors from various disciplines stress the effectiveness 
of the narratives and narrative form: narratives are comprehensive, memorable, 
emotionally evolving, persuasive and therefore effective (Pace, 2008).

Key Informants and Inclusion Criteria
The key informants of this study were four (4) Tourism Management 

Students who served as domestic educational tour managers who met the 
inclusion criteria.  The key informants must be enrolled in Tour Packaging Course; 
Female; Ages between 18-25 years old and Tour Leaders/Managers.   They are the 
student-organizers of the domestic educational tour with hands on experiences 
in planning, organizing, staffing, implementing and evaluation.

The gatekeeper of the key informants was the Dean of the School of 
Hospitality and Tourism Management because she knew the key informant 
and persons involved in the process of the study.  Saunders (2016) wrote: 
Gatekeeper is the person who controls research access or the person within the 
community who makes the final decision whether to allow the researcher access 
to undertake the research.  Gatekeepers are in control of access to research sites 
and the potential participants (Cree, Clapton & Smith, 2013).

Research Instrument
A data gathering instrument refers to the device used to collect data, such 

as a paper questionnaire or computer assisted interviewing system (Weisberg et 
al. 2012). This study used computer assisted essay writing.

Data Gathering Procedure
The participants wrote about their experiences as tour managers during the 

educational field trip.  Detailed instructions were given during the orientation 
before the key informants were made to write.  Writing time was three hours.

Trustworthiness (Ensuring the Quality of the Findings)  
Credibility. It is defined as the confidence that can be placed in the truth of 

the research findings (Macnee & McCabe, 2008). Credibility establishes whether 
or not the research findings represent plausible information drawn from the 
participants’ original data and is a correct interpretation of the participants’ 
original views (Graneheim & Lundman, 2004). For this study, a thick description 
was used to establish credibility.  Providing thick description according to 



The ASTR Research Journal

108

Li (2004) “enables judgments about how well the research context fits other 
contexts. Thick descriptive data, i.e., a rich and extensive set of details concerning 
methodology and context, should be included in the research report”. Thick 
description includes the researcher elucidating all the research processes, from 
data collection, the context of the study in the production of the final report. 
Thick description helps others researchers to replicate the study with similar 
conditions in other settings. 

Transferability. It refers to the degree on which the results of qualitative 
research can be transferred to other contexts or settings with other respondents 
– it is the interpretive equivalent of generalizability (Bitsch, 2005).   In this 
study, the researchers used the purposive sampling. Purposive sampling is 
the technique mainly used in naturalistic inquiry studies and is defined “as 
selecting units (e.g., individuals, groups of individuals, or institutions) based 
on specific purposes associated with answering a research study’s questions” 
(Teddlie & Yu, 2007). It helps the researcher focus on key informants, who are 
particularly knowledgeable of the issues under investigation (Schutt, 2006) 
because purposive sampling allows decisions to be made about the selection of 
participants (Ary, Jacobs, Razavieh, & Sorensen, 2010). The researchers’ sources 
of information were the four (4) key informants/tour managers since they are the 
right persons who are knowledgeable in the planning and organizing a domestic 
educational tour.  They are the right person who can give depth information 
about the study.

Dependability.  According to Bitsch (2005), dependability refers to “the 
stability of findings over time.” Dependability involves participants’ evaluation 
of the findings, interpretation, and recommendations of the study such that 
all are supported by the data as received from informants of the study (Cohen, 
Manion, & Morrison, 2011; Tobin & Begley, 2004). Dependability was established 
using stepwise replication (Ary et al., 2010; Chilisa & Preece, 2005; Krefting, 1991; 
Schwandt, Lincoln, Y. S., & Guba 2007).  Stepwise replication strategy is qualitative 
research data evaluation procedure where two or multiple researchers analyze 
the same data separately and compare the results (Chilisa & Preece, 2005).  
The inconsistencies that arise, if any, from the analysis by multiple analysis the 
researchers were required to address them to improve the dependability of 
the inquiry. Two of the authors analyzed the same raw data separately, giving 
the units of meaning, coding, clustering of meanings and until themes were 
formulated. Then, the two (2) authors compared the results and came up with the 
final themes. In the code-recode strategy, the researchers coded the same data 
twice, giving one week development period between coding and compared the 
result if it is similar or not.
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Confirmability.  The confirmability of qualitative data refers to the 
degree to which the results of inquiry could be confirmed or corroborated by 
other researchers (Baxter & Eyles, 1997).  The researchers used the audit trail 
strategy.  An audit trail strategy involves an examination of the inquiry process 
and product to validate the data where a researcher accounts for all research 
decisions and activities to show how data were collected, recorded and analyzed 
(Bowen, 2009). For an auditor to conduct a thorough audit trial the following 
documents should be kept for cross-checking the inquiry process: raw data, 
interview and observational notes, documents and records collected from the 
field, test scores and others (Guba & Lincoln, 1982). The researchers conducted 
data audit to examine if the data gathered and the analysis procedures are not 
bias or distorted.  The researchers thoroughly reviewed by cross checking the 
raw data and coded meanings, clusters of meanings and themes until the data 
were confirmed.

Procedure for Data Analysis
The researchers used Braun and Clarke’s (2006) guide to conducting the 

thematic analysis which is divided into six phases:
1.  	 Familiarization of the data. The researchers did the reading and re-

reading of the data until they fully understood the statements of the 
key informants, reading the data actively - searching for meanings and 
patterns.

2.    Generating initial codes. The researchers came up with a partial list of 
ideas about what is in the data and what is interesting about it.  The 
process of coding is part of the analysis (Miles &Huberman, 1994), as 
data are arranged into meaningful groups (Tuckett, 2005).

3.    Searching for themes.  The researchers began with this when all the 
data have been initially coded and collated.  The researchers have a 
long list of the different codes. This phase had re-focused the analysis 
at a broader level of themes, rather than codes, involved sorting the 
different codes into potential themes, and collating all the relevant 
coded data extracts within the identified themes. It is here where the 
researchers started to analyze the codes and considered how different 
codes might combine to form an overarching theme.  For easier and 
faster way, the researchers used Microsoft excels and tables.

4.  	 Reviewing themes.  In this phase, the researchers devised a set of 
candidate themes, and the process involved the refinement of these 
themes. During this phase, it became evident that some candidate 
themes are not themes, while others might be combined. Other 
themes need to be broken down into separate themes. Patton’s 
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(1990) dual criteria for judging categories - internal homogeneity and 
external heterogeneity was the basis of the researchers for this process. 
Data within themes should cohere together meaningfully, while there 
should be clear and identifiable distinctions between themes.

5.    	Defining and naming themes.  At this point, the researchers defined 
and further refined the themes that were presented for analysis. By 
“define and refine” the researchers identified the “essence” of what 
each theme is about (as well as the themes overall) and identified what 
aspect of the data each theme captured.

6.   Producing the report.  After determining the themes which emerged 
from the recurring statements, these were described in detail by 
the statements of the key informants, and the research report was 
prepared.

RESULTS AND DISCUSSION

The researchers synthesized responses from the four (4) key informants as 
well as provided supporting quotes from transcribed data.  After the thorough 
discussions and data analysis, there were seven (7) themes that emerged.  The 
themes are attributes and characteristics of tour manager/operators; stages of 
developing and planning a tour package; tourism stakeholders and components; 
tour operators roles and responsibilities; tour activities and experience; varied 
emotional responses; and learning domains.  These themes are distinguished 
through the experiences shared by the tour managers/operators.

Tourism is among the world’s largest industries.  More and more, countries 
are looking at the value of tourism as an economic driver.  As such, development 
of tourism products and service are also on the rise.  The developments of 
countries as tourist destinations are now carefully planned.  With tourism 
development comes the questions- why do people travel? What products and 
services do they consume? As discussed, a tourist consumes an experience.  He 
does not just consume food, ride airplanes, buy souvenir products, stay in the 
hotel, or go sightseeing.  The tourist consumes a holistic experience.

The tourism marketer does not just sell hotel rooms, food choices in a menu, 
or seats in a bus.  The tourism marketer sells an entire package.  He sells a whole 
experience.  When the tourist goes back home, he brings with him memories of 
his experience made up of the food he ate, the transportation he used, the hotels 
he slept in, the site that he saw and the souvenirs that he bought.  He cannot 
separate one aspect of his trip from the other; hence the tourist brings home his 
travel experience (Gatchalian-Badilla & Orbeta, 2017).
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Attributes of Tour Manager/Leader
A tour operator that provides good service through caring personnel, who, 

in turn, make the tourists feel safe, is much more likely to have loyal customers 
(Hanefors & Mossberg 1999). Tour leaders are especially crucial when things go 
wrong, for example, when a tourist loses his/her passport or is robbed. 

Also, they sort out the problems arising from service failures made by 
the company itself but also by the airlines, the ground handling agents, and 
the hoteliers. The tour leaders are often the first to receive the most customer 
complaints, particularly those that are likely to lead to continued dispute. Ideally, 
the tour manager will sort out the problem on the spot, or at least prevent it from 
getting worse, so that if compensation does have to be paid, it can be pegged to 
a minimum and the company will attract as little bad publicity as possible. (Yale 
1995.) In managing service failures, the tour leaders inevitably face the tension 
resulting from the different demands from the tourists and the tour operator – 
they must provide emotional support to the tourists in difficult circumstances 
while simultaneously trying to influence the tourists’ perceptions of the tour 
operator to protect the company (Adib & Guerrier, 2001). 

Also, in the growing travel and tourism industry, a combination of high-
touch and high-tech skills is necessary.  The list of desirable characteristics is 
perhaps longer than the list of business and commercial skills needed by the 
agency itself.  Indeed, it is the professional skills of the employee that make a 
company. Before listing such characteristics, attributes and skills, it is important 
to see what kind of services the employee is expected to provide. Customers 
come to travel consultant to get advice on where to go and what to do.  They 
want their travel plans booked and confirmed.  Usually, they want the best price.  
Often, they will modify their itineraries to obtain this price.  They want all this 
done professionally, thoroughly and politely (Lim, 2011).

Attribute 1.  Leadership.  Leadership is an essential skill to a tour manager. 
A tour manager who knows how to lead inspires and delegates the task to the 
group.

“But just possibly, behind those traits, they saw something in me that I 
have the capabilities to be a leader.”

“I have to motivate them as a leader of the group. That they’re only 
Section-C, they are more than that and may use this tour to prove that 
they can do better. I told them to do their best.”
“Sang gab.i nag patawag ko meeting gin tipon ko members ko kay  next 
day mapa Dumaguete na kami dayon and wala na kami time para mag 
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orient pa sa mga upod ko. (I called for a meeting; I gathered all my team 
members to give orientation since I didn’t have time because the next 
day we are going to Dumaguete City).”

Attribute 2. Capacity to Motivate.  A tour manager has the ability motivate 
and can tell team members exactly what he/she wants them to do.

“I have to motivate them as a leader of the group I told them to do their 
best.  We have to cooperate so this tour will be successful.”
“I have to motivate them as a leader of the group. That they’re only 
section-C, they are more than that and may use this tour to prove that 
they can do better. I told them to do their best.”
“We didn’t promise them a perfect tour, but if we work for hand and hand 
this tour can be successful.”

Attribute 3. Hardworking.  A tour manager who tends to work diligently 
with energy and commitment towards the task.

“I believe without hard works and sacrifices I will not attain and achieve 
my goals.”

“For me, I don’t want to have a failed tour package since we worked so 
hard for it and exerted effort just to finish it.” (For me, I don’t want to 
have a failed tour package since we worked so hard for it and exerted 
effort just to finish it.)
“Being a part of a successful educational tour, I can handle big 
responsibilities if I work hard and don’t give up.”

Attribute 4. Capabilities to Work with Pressure.   A tour manager who 
enjoys working even under-pressure to meet deadlines or expectations.

“I was stressed out and almost broke down I was at the stage of my life 
where I can show a good leadership through the tour by making my class 
to be motivated.” 

“So with much work to be done, we still maintained positivity within us 
to accomplish this.”

“Overall, the stress, working under pressure, the struggle and the 
expectation, for me, there are the best challenges that I have encountered.”
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Attribute 5. Responsible. The ability of a tour manager to work with care 
and liability for the task assigned.

“For the success of our tour, we asked everyone to exert more effort and 
be responsible, so that the flow of the plan will go smoothly.”

“We didn’t promise them a perfect tour but if we work for hand and hand 
this tour will be successful.”

Attribute 6. Good in Planning and Organization.  A tour manager should 
know how to plan and organize work to ensure the tour run smoothly and to 
give a better service to the tour participants.

“Sang gab.i nag patawag ko meeting. Gin tipon ko members ko kay  next 
day mapa Dumaguete na kami dayon and wala na kami time para mag 
orient pa sa mga upod ko.” (I called for a meeting; I gathered all my team 
members to give orientation since I don’t have time because the next day 
we are going to Dumaguete City.) 

“I offered them something to make their work easier. We might fail or 
misunderstand each other, but I know we will unite as one just to finish 
the tour package on time.” 
“For the success of our tour, we asked everyone to exert more effort and 
be responsible, so that the flow of the plan will go smoothly.”

Attribute 7. Ability to Make a Decision.  A tour manager should have the 
ability to make a decision.  This quality is essential to a leader or manager.

“What happened at the Water Paradise was the highlight of a total 
disaster in my itinerary.” 

“But at the end of the day, there is no problem that can’t be solved with 
good communication.”

“I tried to take over the whole Bohol tour as long as I can with my fellow 
Bohol organizers. But there are circumstances that are really beyond 
one’s control.”

Attribute 8. Optimistic.  A tour manager or leader should have a positive 
disposition in life. He/she should always be hopeful and confident in the future.   


