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Data Analysis of Tour Guide Credit Management Based on Fishbein Model

ZHANG Yan, WANG Jing
Abstract
vant credit evaluation model could be used to verify. From work credit and capacity credit of tour guides,data of the same group of tour guides

(School of Tourism and City Administration,Zhejiang Gongshang University , Hangzhou ,Zhejiang 310018 )
Through widely analyzing literature , it was proposed that Chinese tour guide credit management system should be established ,and rele-

were studied based on Fishbein model. The results not only can provide reference for tourists selection,but also verify the feasibility of Fisgbein
model applied in tour guide credit management, provide an effective method for evaluating tour guide credit, point out direction for tour guides to

improve their own guality, thus to speed up construction of tour guide talents team of the society.
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Table 1 Basic credit score of tour guide
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Table 2 Comparison of the data of 4 tour guides’ credit evaluation based on the preference of tour guide work credit
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Table 3 Comparison of the data of 4 tour guides’ credit evaluation based on the preference of tour guide ability credit
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