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The most competitive strength in building customer retention and relationship is the

quality of complaint handling management. For tourism industry, Internet has become a

popular medium that tourists use in complaining to the Tourism Authority of Thailand (TAT).

This research aimed to investigate the tourist satisfaction on TAT e-mail complaint handling

management and to explore tourists’ views on the existence and timeliness of TAT e-mail

complaint response. The instrument employed in gathering data was questionnaires

distributed to 50 inbound tourists who had experienced in complaining via e-mail to TAT

from September to December 2006. The results revealed that most tourists were

dissatisfied with TAT e-mail complaint handling management on the response existence,

timeliness, and content. The tourists viewed that TAT spent much time in responding to

e-mail complaints (1week) as well as frequently transferred the complaints to tourism

organizations. The results indicated that tourists expected TAT to respond their e-mail

complaints within 48 hours. Tourists still required TAT to continue offering an e-mail option,

even though TAT cannot respond the complaint at the time they expected.
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CHAPTER 1

INTRODUCTION

1.1 Background of the study

Tourism is a particular information-intense industry, which conducts many important
business activities by means of telecommunication. Tourism business sectors use Internet
not only to provide their service information but also to establish a new channel for requests
and feedbacks, especially complaints from customers. Nowadays, the quality of complaint
handling management has become a major source of competitive strength in building
customer retention and relationship. In the field of tourism, complaint handling management
plays a significant role in preventing negative word-of-mouth and unfavorable publicity of
the destination countries.

With the ongoing diffusion of Internet technology, e-mail has become a common
medium of communication that tourists frequently use in complaining to the Tourism Authority
of Thailand (TAT), the destination management organization, which is responsible for the
management and marketing of the country’s tourism. Through e-mail, TAT can communicate
with the tourists effectively, efficiently, and more personal because TAT can receive tourists’
suggestions and complaint 24 hours a day and will respond the e-mails directly and
personally to tourists’ e-mail addresses. As e-mail is a fast medium, people who complain via

e-mail expect to receive their e-mail complaint responses faster than those who complain via



traditional ‘snail’ mail. In addition to timing, the working system of the government service is

known for its sluggishness. From interviewing the TAT Call Center’s authority, TAT usually

spends more than one week to be able to provide an appropriate answer to e-mail

complaints. In order to serve the rise in the complainer’s expectation as well as to maintain

Thailand’s favorable publicity, TAT has to pay attention to the e-mail response existence or

reply and the timeliness or time spent in replying the complaints because these are the two

main factors affecting tourist satisfaction and loyalty.

Customers’ complaint is considered as a useful source of information for improving

organizations marketing strategies and services; however, the negative impacts caused by

e-mail complaint mishandling are far-fetched. The tourists who are dissatisfied with the TAT

complaint handling management may turn to complain via other mediums, in the worst case,

complain to newspaper. For example, in the “Postbag” column in Bangkok Post, many

tourists wrote letters or e-mails to share their bad traveling experiences in Thailand. From

July 2005 to November 2006, five dissatisfaction tourists’ notes had been published in

“Postbag” as follows:

® “Tourist’s arrest scary experience” in July 2005

® “Horrible people live on Samui” in December 2005

® ‘| esser-know sites require directions” in January 2006

® “Dark spots in a pleasant holiday” in February 2006

® “Dual pricing is here to stay” in November 2006.



As a result, the tourists’ complaints to the newspaper show the inefficiency of TAT

e-mail complaint handling service, more importantly, lead to a negative word-of-mouth and

unfavorable publicity of Thailand.

With regard to complaint handling management, numerous researchers stated that

efficient complaint handling management has a strong impact on customers’ views and

behaviors (Barbard. 1985; Kelly;& Davis. 1994; Sterne. 1996; Cho, Ferjemstad;& Hiltz.

2001). Organizations with successful complaint handling service can build customers’

retention, maximize customers’ satisfaction and loyalty, improve profitability, create

favorable publicity, reduce the overall number of complaints as well as draw away potential

word-of-mouth damage. On the other hand, inefficiency of complaint management can

cause a great loss for all types of business. Failure in managing complaint handling may

lead to customer dissatisfaction, negative word-of-mouth, unfavorable publicity, and

increasing costs (Blodgett, Granbois;& Walters. 1993; Gilly;& Gelb. 1982; TARP. 1986).

Since complaint management is considered as the heart of Customer relationship

management (CRM), the organization can create customer satisfaction and loyalty by

providing an effective complaint management. Gamble, Stone and Woodcock (1999)

proved that if the organization integrates new technology into its operation and can provide

a high quality of service to support it, the organization would be able to enhance customers’

loyalty. As TAT created a feedback section in both of its official Websites

(www.tourismthailand.org and www.tat.or.th) as well as provided the e-mail address:




info@tat.or.th., it is vital for TAT to provide a high quality of e-mail complaint handling

service. To achieve this, TAT should respond all the E-mail complaints and decrease time

spent in responding to e-mail complaints. Strauss and Hill (2001) concluded that an e-mail

existence or reply has a positive influence on satisfaction, the service repurchasing, and

perceived company concern and credibility. The timeliness or the length of time that the

organization spends in responding to e-mail complaint can also alter the customer

satisfaction and perception of the company concern. Less time in responding to E-mail

complaint results in higher customer satisfaction.

Although having an effective complaint management provides a fruitful benefit to

organization, some organizations still overlook its value and underestimate the negative

impact causes by providing inefficient complaint management. According to the Australian

research (Colley. 2006), tourism business sector is the worst in e-mail customer service

performance. The tourists’ e-mail complaints were not responded at all or were responded

late. This implies that most tourism business sectors are at risk in creating customer

dissatisfaction, which will not only decrease their own credibility, but also create a negative

word-of-mouth. It is, therefore, essential for the researcher to investigate the e-mail handling

service of TAT as inefficient complaint handling management can be a starting point in

generating negative image of the whole country.

To achieve the best result in managing E-mail complaints, TAT needs to know the

tourists’ views on the present TAT complaint handling service and their expectation on the



respond existence and timeliness. This can be recognized by observing the expectation of
the tourists who used to complain via E-mail to TAT. Numerous research has also paid
much attention to understand the tourists’ views (Sangkum. 1995; Chitaroon. 1997;
Wongpan. 2001; Nakjan. 2006). This is because the benefit from understanding the tourists’
view can lead the related organizations, such as Thai Hotel Association (THA), Association
of Thai Travel Agent (ATTA), and Bangkok Tourist Bureau, to develop their services.

In connection with previous studies on e-mail complaints, Strauss and Pesce (1998)
and Strauss and Hill (2001) focused on corporate responses to consumers e-mail
complaints, which aimed to examine the timeliness and content of corporate responses as
well as the customer reactions to the corporate e-mail responses. This study aimed to
explore the tourists’ expectation on the e-mail complaint response existence and timeliness.

Their affect on the tourists’ satisfaction and the perception on TAT credibility will also be

observed.

1.2 Objectives of the Study
This study serves two objectives:
1. To evaluate the tourists’ satisfaction on TAT e-mail complaint handling service.
2. To explore the tourists’ views on the existence and timeliness of TAT e-mail

complaint responses.



1.3 Research Questions
This study aims to answer the following research questions:
1. How satisfied are the inbound tourists with TAT e-mail complaints handling service?
2. What is the tourists’ expectation on TAT e-mail response in terms of timeliness and

existence?

1.4 Significance of the study

Understanding tourists’ view on TAT e-mail complaint handling service and their
expectation on the e-mail complaint response existence and timeliness could be a particular
value in improving the service quality of TAT complaint management and other tourism service
businesses. Knowledge of how individuals think about the complaint handing service, how the
response existence and timeliness affect the credibility of the organization, could offer important
benefits to range of tourism stakeholders and to our general understanding of the tourism
service business.

Even though information technology and e-mail were used to reach the customers
closer and faster than before, little has been done to understand the customers’ expectation
and to assess the impacts of the e-mail complaint responses existence and timeliness on the
customers’ satisfaction and perceive of company credibility. In addition, the study on tourists’
view on TAT e-mail complaint handling management could be useful element in evaluating and

improving the service quality in handling e-mail complaint.



1.5 Scope of the study

This study attempts to examine the relationship between tourists’ satisfaction and the e-

mail complaint response existence and timeliness. The focus is on (1) tourists’ expectation on

two aspects of TAT e-mail response: Existence and Timeliness; and (2) a role of TAT e-mail

response existence and timeliness on tourists’ satisfaction and perception on TAT credibility.

Data will be obtained from fifty inbound tourists, which only referred to those foreigners who had

traveled in Thailand and had experienced in complaining via E-mail to TAT through

www.tourismthailand.org and info@tat.or.th. from September to December 2006. Also, this

study includes the definitions of term tourism service marketing, customer retention, and

complaint management.

1.7 Definition of Terms

The following are terminologies with their definitions used in this research.

E-mail Complaint is articulation of dissatisfaction that is expressed toward

organizations via electronic mail with the aim of informing the

organizations about dissatisfying experiences and asking for the

solution from those organizations.

CRM is Customer relation management that implies marketing

operations focusing on creating and maintaining a good

relationship. It includes taking good care of customers in terms of



Customer Satisfaction

Customer loyalty

Service Quality

Inbound Tourist

services and equally values every customer without bias to create

and maintain sustainable customer satisfaction.

is how customers view an organization’s services in light of their

experiences with an organization, as well as by comparison with

what they have heard or seen before.

is the condition where customers have the confidence and trust

in the services organizations. The customers will keep returning

for services without changing to other organizations, even if at

times the customer might be dissatisfied with certain given

services.

is conformance to requirement. The quality is the totality of

features and characteristics of a product or service that bears on

its ability to satisfy need.

is non-resident, visiting Thailand for any reason other than to

exercise remunerated activity within the country and staying at

least one night.



CHAPTER 2

LITERATURE REVIEW

In this chapter, the general background of e-mail complaint handling process of the
Tourism Authority of Thailand (TAT) is presented. Moreover, in relation to e-mail complaint
handling and customer satisfaction, the researcher describes the marketing theories that affect
the use of e-mail as a medium in complaining which are defined in three main groups: tourism
service marketing, customer retention, and complaint management. Previous studies on

corporate responses and customer reaction were also included.

2.1 General Background of E-mail Complaint Handling Process of TAT
The process in handing e-mail complaint of TAT can be divided into three main entry

points of the e-mail as follows:

2.1.1  info@tat.or.th

The inbound and domestic tourists can easily communicate with TAT by writing to
info@tat.or.th e-mail address. All the E-mail that enters through this entry point will
directly go to the TAT Call Center, under the Marketing Services Department, who
responsible in responding all phone call, letter and e-mail from the tourists. After
receiving the e-mail, the TAT Call Center will respond to all e-mail within 24 hours,

especially if it is an e-mail asking for tourism information. However, it takes from two



21

10

days to one month to respond to more complicated complaints. Moreover, TAT cannot

answer some complaints because they involve other governmental authorities; therefore,

TAT has to forward those complaints to other responsible authorities. These complaints

will usually take more than one month to be responded.

.2 www.tourismthailand.org

The inbound tourists normally complain through “ASK GOVERNOR” section and “Talk

About Thailand” Web board. For “ASK GOVERNOR?”, this online complaint is a non-

public type source. The tourists will complain directly to the TAT; their e-mail complaints

and the tourists e-mail addresses will be kept confidentially. In contrast, “Talk About

Thailand” is a direct online complaint type. The complainers can view other complaints

and can also response to those complaints. However, from October 2006 onward, TAT

has adjusted the feedback sections in this web site by removing “ASK GOVERNOR?”.

The tourists can complain only through “Talk About Thailand”

The questions and complaints coming through this website will be directly sent to the

Web Master, who can answer e-mails only in general. For the complicated e-mail

complaints, the Web Master will forward them to TAT. Most of the e-mails will be sent to

the TAT Call Center who responsible in responding to the tourist phone calls, letters,

and e-mails.
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2l Tourism Authority of Thailand. - Talk About Thailand - Microsoft Internet Explorer - [Working Offline]

File Edit View Favorites Toals Help t"

Q=+ - @ @ @ (h pSEarEh \:::(Favnntas @ edia £ D::' ; o ._J
Address |@ @:\Tourism Autharity of Thailand_ - Talk About Thailand.htm v| Go | Links
Canon Easy-WebPrint - | @Print  :E5High Speed Print [} Preview | [Z]Options Duplex | View Prin List

Search ‘ TALK ABOUT THAILAND

Enter your kewword search.
- &l Site - w

By : sharon

it rains in the south in august _is It & bad time to go? any favrite resorts for

thinking about Thailand in sugust for honeumoon.. anp thaughts for me? | hear
haneymooners? thanks

Grand Destinations

Bangkak

Ayuthaya By : Vivian

i Chiang Mai People, do not stay at DD HOUSE apartments (near Baivake Tower). They un
Chiang Rai Chon Buri scams on guests by insisting on pour deposit beforshand, (withaut sxplaining
Hat'rai His i the canditions] and proceed t take it away even if you dity anything in the

£ room. wWhen we reasaned with her, the manager even had the nerve to bring
Kanchanaburi Khon Kaen

us back to our mom so that we would wipe off the ditl!l All this for 1000 Baht!
Krabi Fhorat Wery unprofessional towards foreigners, an imespansible establishment with nao
busingss ethics whatsoever. Please stay somewhere slse worthy of your baht.

Nong Khai Pattapa
Phang-Nga Fhi Phi

Phukst Fianong

Sami Satun By : Sam Jaree
Sukhothai Trang

Ubon Ratchathani m

Hope Thalland wil be back to normal very smm$

Moies

| am going with a girfriend 1/30 for 5 weeks. Any lodging recommendations in
@ Enter your e-mail address.

Bangkok and anpane take the train to Chaig Mai, We also want to travel on the
Mekong into Laos

@ Subseribe O Unsubscribe

Submit

By : Kent F. Kruhoeffer
&) © Internet

Source: www.tourismthailand.org

After receiving the e-mail complaints, the TAT Call Center will then categorize the e-

mails and transfer them to the responsible departments. For the e-mail, which entering

through “ASK GOVERNOR?” and “Talk About Thailand” sections, TAT will respond all the

E-mail within 24 hours. For the tourists who asked tourism information, TAT can send

the information within the first response (24 hours). But to respond to the e-mail

complaints, TAT will send thank you letters and inform the complainers that TAT is in the

process of finding an appropriate answer for them.
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In case that TAT is not responsible in that area of the complaints, TAT will inform the

complainers that their complaints will be transfer to other responsible organizations:

Tourist Police, Thai Hotel Association (THA), Association of Thai Travel Agent (ATTA),

Bangkok Tourist Bureau, and Thailand Incentive and Convention Association (TICA).

With regard to the e-mail complaint response timing, it usually takes one week or more

for TAT to be able to provide the real or the second e-mail responses. In addition, if the

complaints were transferred to other organizations, the response timing is

unpredictable.

Based on the TAT Call Center statistical report, the inbound tourists complained via e-

mail through info@tat.or.th and www.tourismthailand.org with an average of 10

complaints per month. Most of the inbound tourists preferred to complain through

info@tat.or.th, which is more direct to TAT. The topics of the complaints covered the

irresponsible travel agencies, inconvenient transportation: dishonest Tuk Tuk drivers,

false hotel booking arrangement and services, traveling security, over prices, bad

weather: rain or hot weather, cheating touts, fake jewelry, and inefficiency of TAT

customer services.
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2.1.3  www.tat.or,th

The domestic tourists mostly complain through the “TAT Web board”

(www . tat.or.th/thai/phorum). This online complaint is a direct online complaint type

source. The complainers will post their complaints in the Web board, where they can

view other complaints and can share their opinions with others. The e-mail address of

the complainers will be kept confidentially

2l phorum, - misvisaissusalssinalng - Microsoft Word

File Edit Yew Insert Format Tools Table Window Help

PeEds kYL B APFOE= 8 BT ws -5,
Harmal = M5 Sans Serif iz« B I U E= =ll= = -2 -A-.

ﬁ-uq-n-z‘n‘s- R I T I R R RIS TR IRt R IR TSI IR TR I FC RS - SR IR RANIERT MY R - SO - N - e

msa gl s: mitlng "
sl | augnihndn | dwn | edu Tt mm. FAQ g i >>
18204, $niinsiinguei bk 2800 140049 22:00:46
18183, srofumanuivaad snfawinaomis i g lama 13/0 140048 13:18:02
18167, wimnvtmmn e sllasmuhiidain 7141 [130.0.49 19:36:08
18157 mauwe iy i surud oafinTawsy i 4711 13n.0.49 1532201
18142 swantayadaaty Suanfiayafiuams 33/0  137.0.4910:39:10
18125 sumusuen foyafifia i ne bb Sl 12 70,49 16:42:51 i
18124 Vvt oo anna 4070 (124040160332 | 5
D BEERT. L T A mamanens [ 2
Draw » [ asoshapes - S W[ OB A B d-Z-A-==5 80 4@ .
7 [Engish(U.5

. - = =
‘s start | & TAT Email = ; H phorum - Avinaidy..,

Source: www.tat.or.th/thai/phorum

The complaints in TAT web board will be watched over by the Web site section, under

the Marketing Services Department, which is responsible in handling all the e-mail that
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enters in the web board. The Web site section can directly respond to the e-mail asking
for information about tourist attraction and services. But for all the complaints, the Web
site section has to categorize them and send them to the responsible departments or
send them to the TAT Call center to categorize the complaints and transfer them to the

responsible organizations.

2.2 Significant Marketing Factors Affecting the Use of E-mail Complaint

Tourism is a service business relying on an effective management in order to succeed.
It is vital to have a better understanding about the nature of tourism, how to retain the customer,
and how to handle the complaint according to the customers’ expectation. The following is a
brief explanation of the tourism service marketing, customer retention and complaint

management that are considered useful in this research.

2.2.1. Tourism Service Marketing

Tourism Authority of Thailand (TAT) is a governmental organization directly provides
tourism services. In conducting a research involving TAT, it is essential to understand the basic
of marketing, especially on tourism marketing, service marketing and marketing segmentation.
Understanding the nature of tourism and service marketing, we can identify what TAT should
seriously do with their services to retain tourists. Marketing segmentation helps TAT to know the

specific group of tourists who use E-mail as a complaint medium and to be able to reconcile
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their service to meet the need of each specific group. The following are tourism service

marketing strategies related in this research.

2.2.1.1 Tourism Marketing

Weaver and Lawton (2002) pointed out that tourism marketing involves the interaction

and interrelationships among consumers and producers of goods and services, through which

ideas, products, services and values are created and exchanged for the mutual benefit of both

groups. Successful marketing depends on feedback, for example, customer satisfaction.

2.2.1.2 Service Marketing

Gartner (1993) stated that service marketing is applied to service-sector activities such

as tourism and is fundamentally different from the marketing of goods: services have

intangibility. This means that customers cannot directly see, taste, hear or feel the services

prior to their purchase and consumption. Because of the intangible nature of the service sector,

word-of-mouth is especially important as a source of product information, as this involves

access to those who have already experienced a particular destination, or know of someone

who has. Accordingly, word-of-mouth has a high degree of influence among potential

customers as an image formation agent. Rothschild (1984) pointed out that as word-of-mouth is

powerful in influencing people when making decision, Zero defects of the organization is the

only acceptable performance standard as there is no possibility of undoing the guest’s
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experience. The concept of “Zero defects” was emerging as a competitive strategic tool.

Rather than building and then maintaining an expensive after sales service network, companies

believed it would be cheaper to build defect-free products and services.

2.2.1.3 Market Segmentation

Market segmentation identifies groups of customers and prospects who share sufficient

characteristics in common that a product and service can be designed and brought to market

for their needs. In knowing a general data of the customers, we can know or predict the

customer expectations and the level of service that we must provide. Market segmentation

divides the total tourist population into smaller, relatively homogeneous subgroups that can be

catered to or managed as separate market segments. When evaluating the utilities of market

segmentation, we should consider the following factors: measurability, size, homogeneity,

compatibility, actionability, durability and relevance (Weaver;& Lawton. 2002).

In brief, tourism is one of the service sector activities. With the intangible nature of the

tourism, word-of-mouth is considered as an important agent in creating both positive and

negative image. If the organization lets the customers complain via E-mail, it is beneficial for

that organization to adopt the concept of “Zero defects” in their complaint handling services as

it mainly eliminates potential word-of-mouth damage.



17

2.2.2 Customer Retention

In order to build the tourist loyalty, TAT should consider mainly in creating tourist

intimacy and satisfaction, as intimacy is the first step to reach to the tourists and to building trust

while satisfaction resulting in tourist loyalty. Providing TAT E-mail address and Web site is a

kind of inventing tourist intimacy because the tourists can contact with TAT 24 hours a day, their

complaint letter and their e-mail address were confidential, and it shows that TAT is willing to

help their customers. However, TAT will be successful in building tourist loyalty only if the

complaint handling service they provide can satisfy those complainers. The following are

details about intimacy, satisfaction and loyalty concerning in this research.

2.2.2.1 Customer Intimacy

Organization should integrate the concept of customer intimacy into their

communication with the customers along with service provision. The intimacy concept is used

to create customer familiarity resulting in customer loyalty (Stern. 1997: 7-17). This concept is

composed of five Cs, which are as follows:

C1. Communication: Self-Disclosure  Showing sincerity and truthfulness in

and Sympathetic Listening: the Service

C2. Caring and Giving: Warmth, protectiveness and empathy




18

C3. Customer Commitment: Sacrifice profits to maintain good relations with

the customers such as refund or replace with the

new product upon dissatisfaction of customers.

C4. Comfort or Compatibility: Ready to serve, near or far.
C5. Conflict Resolution and Trust: Show responsibility by preventing conflicts or
solving them

2.2.2.2 Customer Satisfaction

Customer satisfaction is when the customer is satisfied with a service that meets the

customer’s needs, wants, and expectations. There are levels of specific satisfaction that define

the basic quality. The three levels of customer expectations about quality are as follows:

Level 1: Expectations are very simple and take the form of assumptions, must

have, or take it for granted.

Level 2: Expectations are a step higher than that of level 1 and they require some

form of satisfaction through meeting the requirements and/or

specifications.

Level 3: Expectations are much higher than for level 1 and 2. Level 3 requires

some kind of delightfulness or service that is so good that it attracts me

to it.

Source: http://media.wiley.com/product_data/excerpt/18/04714595/0471459518.pdf.
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2.2.2.3 Customer Loyalty

Satisfied customers are more likely to ‘promote’ the company, because satisfaction is

something people will talk about. Loyal customers however are more profitable because they

are more likely to buy additional products, often without shopping around for the best price. On

the other hand, dissatisfied customers are a real cost to a company, because they criticize the

company to others. Szwarc (2005) proved that dissatisfied customers are likely to tell more

people about their dissatisfaction than satisfied customers tell about why they are satisfied.

This assumption is relevant to many researchers who concluded that dissatisfied customers are

more likely to complain to others. Customers who are dissatisfied tell twice as many people

about it as those who are happy with the services. (Blodgett;& Granboise. 1992; Kjellerup.

1998; Ruchti. 1999; Hofmeyr. 2004))

With regard to E-mail communication, many recent researchers focused on the vital

benefit of the organization in creating “E-loyalty”. From 1990 on, the technology has influenced

a change in the way in which marketing is conducted. Many organizations made use of Internet

as a medium in serving their customers. Researchers pointed out a potentially powerful of the

Internet as a tool for strengthening relationships between firms and their customers. Today’s

online customers exhibit a clear proclivity toward loyalty, which can be reinforced by the proper

use of Web technology. Moreover, establishing effective relationships results in greater

customer loyalty and turning dissatisfied customers into loyal repeated customers. (Gardial et
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al. 1994; Levesque;& McDougall. 1996; Gamble, Stone;& Woodcock. 1999; Reichheld;&

Schefer. 2002; Cho;& Hiltz. 2001)

In conclusion, intimacy is the first step in creating customer familiarity with the

organization. By providing services that meet or excess the customer expectation, the

organization can build customer satisfaction, which leads to customer loyalty. It is evidenced

that maintaining customer satisfaction is cheaper than eliminating a negative word-of-mouth

causing by the dissatisfied customers.

2.2.3. Complaint Management and Customer relationship management (CRM)

As TAT provide E-mail address and Web sites that the tourists can send their complaints

to the organization, it is essential to understand the importance of complaint management and

customer relationship management (CRM) in order that TAT can manage complaints and

provide a service that can fulfill the tourists’ expectation.

2.2.3.1 Complaint Management

Organizations have to understand that customers making complaint in any situation

urgently desire a solution. If firms offer this solution, they are entering into relationship along with

the customer and that are taking on responsibility in the relationship. This is an excellent basis

for securing trust and commitment on the part of the customer and consequently is the
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prerequisite for creating lasting customer loyalty. Customers in return will loyal to the company.

Some researches indicated that a speedy response can add 25 percent to customer loyalty.

Moreover, the company that can resolve complaints on the first contact will be able to save

money (by eliminating unnecessary additional contacts) and build customer confidence.

(Kjellerup. 1998; Ruchti. 1999; Stauss;& Seidel. 2004)

Researchers also looked at complaint management as the heart of customer

satisfaction. Effective complaint management has a dramatic impact on customer retention,

deflects potential word-of-mouth damage, and improves profitability. Therefore, complaint

management is an important aspect of online strategic marketing tool — one that has such

potential benefits as maximizing customer satisfaction and loyalty, creating favorable publicity,

and reducing the overall number of complaints. (Barbard. 1985; Kelly;& Davis. 1994; Sterne.

1996; Cho, Ferjemstad;& Hiltz. 2001)

2.2.3.2 Customer Relationship Management (CRM)

CRM is commitments or promises between consumers and an organization. Both

customers and the organization shall receive long-term benefits from such relationship. CRM is

aimed at psychologically pleasing customers and valuing them, as they deserve (Berry. 1983;

Gamble, Stone;& Woodcock. 1999). Stauss and Seidel (2004) concluded that in a time of

intensive and global competition, a customer-oriented corporate policy is a critical success

factor for firms. Customer relationship management that focuses on customer relationships
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offers fruitful insights that lead to a new way of structuring customer-related management

functions. In addition, modern information technologies offer new ways of performing these

functions with precision and efficiency.

Gamble, Stone, and Woodcock (1999) suggested that whenever an organization

chooses to integrate a new innovation into its operation, it must ensure that these innovations

are qualified and of high quality for the functions, especially if these innovations are used for

customer services. When such management can be obtained, customers will have a positive

attitude towards the organization resulting in the facilitation and maintenance of customer

loyalty.

2.2.3.3 E-mail Complaint Management

The researchers (Strauss;& Pesce. 1998; Strauss;& Hill. 2001) concluded that an e-mail

complaint reply had a positive impact on satisfaction with the response, the likelihood of

repurchasing the product, and perceived company concern and credibility. An organization

should not offer an e-mail option for Internet users if it cannot respond to incoming mail. This is

because an unsupported e-mail links have resulted in negative publicity. The responding

speed had a strong impact on both perceptions of the company concern and satisfaction with

the responses. It is believed about the responding speed that faster is better. The organization

can increase customer satisfaction by sending a quick response to complaining customers. If

the organization cannot provide immediate appropriate answer, it can send quick
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acknowledgement e-mail or a thank you E-mail in order to buy time while finding the answer in

depth.

With regard to the e-mail communication, researchers (Strauss;& Pesce. 1998)

suggested that consumers who use e-mail as a complaint vehicle have a strong preference for

the medium; therefore, whether or not a response was received had no impact on the consumer

preference for e-mail communication with firms.

In summary, it is important for the organizations to have an effective complaint

management. It shows that the organizations are taking on responsibility in solving problems.

This is the simplest way to enhance customer satisfaction, resulting in customer loyalty. As e-

mail is used as a complaining medium, the speed of e-mail affects directly on customer

expectation, especially on the timing of the response. This means that if the organization

chooses to provide e-mail for customer service, it must ensure that its e-mail complaint handling

service is qualified and of high quality for the functions.

2.3 Previous Research

Previous secondary data related to this project in terms of e-mail complaint and

complaint handling management will be discussed as follows:

Regarding e-mail complaint handling, Strauss and Pesce (1998) and Strauss and Hill

(2001) examined the timeliness and content of corporate responses to genuine consumer
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complaint e-mail letters and to examine customer reactions to corporate e-mail responses. The

study found that e-mail response rate is lower than the postal response rate. Firms took an

average of six days for replying to e-mail complaints. More importantly, an e-mail reply had a

positive impact on satisfaction, the product repurchasing, and perceived company concern and

credibility. Finally, speed had a strong impact on both perceptions of company credibility and

satisfaction with the responses.

With regard to complaint management, Dechakom (2002) studied the design of a

customer complaint management system. This study aims to focus on reengineering the

complaint management system in the field of engineering management. The researcher chose

a steel manufacturing company as a case study in reducing the process time of overall

complaint system. The researcher included the complaint investigation process, the corrective

action and preventive action process. Finally, the recurrence defects corrective action and

preventive action database is implemented in order to handle the recurrence defects. From this

study, the company has reduced the process time of the complaint management system of 39.7

days from 69.3 days.

Relating to tourism e-mail handling, Fux, Noti and Myrach (2005) explored the state of

response behavior to e-mail enquiries in Alpine tourism destinations by e-mailing a typical room

request with some specific questions to a random sample of 65 tourism offices. This research

also focused on the quality of the content such as politeness and personally. The results reveal

that one third of those e-mail were not answered at all. Not only neglecting their actual
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responsibility as an information provider but the tourism organization also often forwarded the

enquiry. As a result, the tourism organization obviously lost control of the enquiry process. With

regard to the quantity of feedback, 45% of the destinations answered with one e-mail, which is

presumably be the best response behavior, from the customer’s point of view.

This study differs from other previous research as the researcher studied e-mail

complaint handling management, focusing on the tourists’ views on TAT e-mail complaint

handling management and their expectations on the existence and timing of response. The

researcher aims to pinpoint the understanding on the tourists’ needs in order to give TAT and

other tourism businesses a guideline to improve and provide a suitable service, which directly

fullfill the tourists’ expectation.



CHAPTER 3

METHODOLOGY

This chapter presents the methodology, consisting of subjects, instruments of the study,

research procedures, and data analysis.

3.1 Subjects of the study

The target population for this research is defined as follows:

® All of these selected inbound tourists are the tourists who had an experience in

traveling in Thailand and using e-mail as a medium to complain to TAT through

info@tat.or.th and www.tourismthailand.org from September to December 2006.

® Fifty inbound tourists who had used e-mail as a complaining medium to TAT

were chronologically selected as the research samples.

® The researcher sent the questionnaire via e-mail to the sampling’s e-mail

addresses. All of these e-mail addresses were reserved as private information

of TAT.
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3.2 Instrument of the study

The instrument for collecting data in this research is a questionnaire, which had

closed questions and the 5 Likert type scale to measure the tourists satisfaction. The

questionnaire (see Appendix) was divided into two parts: personal information and the

tourists’ opinion and expectation. For the first part, the answers are the fact of respondents’

demographics and for the second part, the tourists had to select the appropriate answer

according to their views.

Part A: Personal Data

The tourists were asked about gender, age, country of citizenship, purpose of visit, and

length of stay. This part of the questionnaire is to identify types or groups of tourists who

use e-mail as a medium in complaining when they have difficulty in traveling in Thailand.

The answers in this part indicates the exact group of tourists who prefers using this kind

of medium, which will be useful for TAT to be able to improve the websites and services

to directly satisfy the target group of tourists in the future.

Part B: Tourists’ Opinions and Expectations

This part of the questionnaire consists of 13 questions concerning the tourists’ opinions

and expectations in 4 dimensions as follows:
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1. Tourists’ Opinion on their Experiences in using E-mail as a Complaint Medium with

TAT.

The questions focus finding out the tourists’ opinions on their experiences in using e-

mail to complain to TAT. The tourists were asked to evaluate their satisfaction on the

TAT response, to identify the factors that affect their satisfaction or dissatisfaction, and

to select the actual timing that TAT used to respond the e-mail complaint. This is to

evaluate the present TAT complaint handling management by the view of the users and

to point out the factors that cause customers’ dissatisfaction, which will be useful in

improving the services.

2. Tourists’ Expectation on Existence and Timeliness of E-mail Response:

The questions focus on finding the tourists’ expectations on TAT e-mail response

whether they expect that TAT will answer their e-mail complaint or not. The tourists were

asked to identify the timing of the response that they expected. This is to know the need

or the expectation of the tourists who use e-mail in complaining so that TAT can provide

their services accordingly.

3. Tourist View on TAT Credibility as a result of the Response Existence and Timeliness:

The tourists were asked to rate how much the complaint response existence and

timeliness can affect their perception of TAT credibility. This is to know whether
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the response existence and timeliness affect the tourist perception of TAT credibility.

Understanding the tourists’ views, TAT has to improve their complaint management or

keep an eye on those sensitive areas in order to increase their credibility.

4. Tourist Preference on E-mail Communication

The questions are focusing on finding tourists’ opinion in using e-mail as a medium in

complaining to TAT. The tourists were asked to evaluate whether the delay of the

respond or non-responding will affect their preference in using e-mail or not. The results

from this part are vital for TAT and other organizations to learn in order to know how to

manage their websites and complaint management process.

3.3 Research Procedures

The researcher conducted a pilot study in September 2006 using the designed

questionnaire to examine whether the respondents understand all the questions, whether the

respondents were interested in joining the study, and to estimate the time spent in collecting

the questionnaire responses. In the pilot study, 40 inbound tourists, who had experiences

using e-mail as a medium to transfer their complaints to TAT during May to August 2006,

were asked for their views about their experiences in complaining via E-mail to TAT, their

expectation on the e-mail response existence and timeliness, their preferences in e-mail

communication.
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In the pilot study, only 21 tourists responded the questionnaires. The researcher

also found that the question asking the sampling to identify the response timing is not clear

as TAT often sent “Thank you” letters within 24 hours, which may cause confusion because

some respondents chose the timing of the thank you letter not the timing of the response

that answer their complaints. The result of the pilot study showed that 43.75% of the tourists

were dissatisfied with TAT responses, with reasons related to the response existence and

timeliness as well as the answer in the response letter. Up to 60% of the respondents

expected to receive their E-mail complaint responses within 24 hours or not later than 48

hours (65.5%). The result of the pilot study also indicated that the existence and timeliness

of the response have a high impact on the tourists’ satisfaction. However, it was surprising

that the tourists still chose to complain via e-mail no matter if they would receive the

response or not; or even they would receive late responses.

To assure the result of the pilot study, the researcher selected more sampling and

revised some questions in part 2 to reduce the limitation such as misinterpreting the

questions that may occur in conducting the study. The questions order was re-arranged so

that the subjects would not be confused when completing the questionnaire. In this study,

the researcher sent the questionnaires to the 50 inbound tourists, who had experiences in

complaining via e-mail to TAT from September to December 2006, via e-mail in January

2007.



3.4 Data Analysis

After receiving all completed questionnaires, the researcher categorized the data

into two parts: (1) Personal data of the inbound tourists and (2) inbound tourists’ opinions

and expectations. The results were presented in percentage in the form of tables, bar

charts, data discussion and conclusion.
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CHAPTER 4

FINDINGS AND DISCUSSION

This chapter presents and discusses the research finding. The findings are presented
in percentage with descriptive analysis. According to the questionnaire, the presentation is
divided into two main parts: general information of the respondents and tourists’ opinions and

expectations. The results are presented as follows:

4.1 General Information

The questionnaire was distributed via e-mail to 50 inbound tourists who had
experienced in complaining via e-mail to the Tourism Authority of Thailand (TAT) from
September to December 2006. 42 tourists completed the questionnaires and mailed them back
to the research e-mail address. Therefore, there were 42 participants in this research.

59.5% of the respondents were female and 40.4% of the respondents were male. The

respondents were ranging in age from 18 to 44. 52.39% of the respondents aged from 35 to 44.

O18-24 yrs.

25-34 yrs.

35-44 yrs.

Figure 1 Pie Chart of the Total Respondents Categorized by Age
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According to the researcher’s intention, all respondents were inbound tourists. 35.7% of

the respondents were Asian: 3 Singaporean, 3 Japanese, 2 Malaysian, 2 Taiwanese, 2 Chinese,

1 Hong Kong, and 1 Indian; 35.7% was European: 6 British, 2 German, 2 Finnish, 2 Danish, 2

France and 1 Italian; 26.2% was the Americans: 6 American and 3 Canadian; and 7.1% were

Australian. The percentage of all respondents was categorized by country of citizenship as

shown in Figure 2.

Finland India  Denmark Hongkong ) Malaysia
Taiwan
o 1.52% 5.23% 1.52% 5.23%
52%% ’ 5.23% ' German
Australia y
N \ 7 523%

China Japan
5.23% 7.80%
Korea
0,
1.52% USA
j 15.68%
Singapore United Kingdom Italy \Canada

7.84% 15.68% 1.52% 7.80%

Figure 2 Pie Chart of the Total Respondents Categorized by Country of Citizenship

From the result which indicates that most complainers were Asian (35.7%) and

European (35.7%), it may be because these groups of tourists were either those who were the

largest group visited Thailand or those who spent the longest length of stay in Thailand.

Regarding the statistic report of TAT, there were 7,034,024 tourists from Asia visited Thailand,

which is the largest group of international tourist arrivals in 2004, and tourists from Europe
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spend the longest length of stay (13.63 days) in Thailand. Therefore, it may assume that these

groups of tourist have the highest chance to encounter with problems while visiting Thailand

and have a high frequency in complaining to TAT.

The result shows that 88% of the respondents visited Thailand to spend their holidays.

Only 9.5% came for attending a conference and/or seminar and 2.3% of the respondents

stopped over for transit to another country. Therefore, it may assume that tourists who face with

difficulty traveling in Thailand are mostly those who travel to spend their holidays rather than

those who come for other purposes.

For the length of stay, 52.3% of the respondents spent 5 -10 days in Thailand, 26.19%

spent less than 5 days, 16.66% spent 11-15 days and only 4.76% of the respondents spent

more than 15 days. This result implies that the length of stay did not matter with a chance in

encountering with problems. Tourists could face difficulty in traveling no matter how long they

stayed.

In summary, all of the respondents were inbound tourists. Most of them were female

and 52.39% of the respondents aged from 35 to 44. The respondents were Asians, Europeans,

the Americans and Australians. Most of the respondents visited Thailand to spend their

holidays and more than 50% of the respondents spent 5-10 days in Thailand.
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4.2 Tourists’ Opinions and Expectations
In the tourists’ opinions and expectations part, the presentation will be divided into four
parts: TAT e-mail complaint handling service, expectation on e-mail response, TAT credibility as

a result of response existence and timeliness, and preference for e-mail communication.

4.2.1 TAT E-mail Complaint Handling Service

With regard to the tourists’ experiences in using e-mail as a complaint medium to the

Tourism Authority of Thailand (TAT), four questions were used to evaluate the tourists’

satisfaction and the timeliness of the e-mail complaint responding process of TAT.

As shown in Table 1, the result reveals that 40.47% of the tourists were neither

dissatisfied nor satisfied with TAT response, 23.8% were dissatisfied, 19% were very

dissatisfied and 16.66% were satisfied.

Table 1 Tourists Satisfaction with the TAT response in their Past Experiences

Satisfaction with the TAT | Very Satisfied Neutral Dissatisfied | Very
Response Satisfied Dissatisfied
Tourists Respondents 0 7 17 10 8

(42 participants)

Percentage 0% 16.66% 40.47% | 23.80% 19.00%
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The factors that dissatisfied tourists (42.80%) gave, ranking from the highest score to

the lowest score, were (1) TAT did not respond to their e-mail complaint, (2) TAT delivered late

responses, and (3) the response contents were not satisfying. In addition, response contents

did not answer the respondents’ questions because TAT often suggested that complaint notes

would be routed to other responsible departments or organizations.

20+
B Total Tourists: 18

Response Existence Response Timing Response Content Others

Figure 3 The Factors that Affect the Dissatisfaction of the Tourists
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The satisfied tourists (16.66%) gave reasons of their satisfaction on (1) the response

content, (2) the response timing and (3) others. The first two reasons are slightly the same as

the reasons given by the dissatisfied tourists. However, some of the satisfied tourists added

that they were pleased by a full answer that TAT responded to their complaints.

20+
& Total Tourists: 7

154

104

Response Existence  Response Timing Response Content Others

Figure 4 The Factors that Affect the Satisfaction of the Tourists
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According to the respondents’ experiences, 33.33% of the inbound tourists received the

TAT response, excluding a thank you letter, within 1 week; 16.66% more than 1 week and

16.66% within 24 hours. However, up to 33.33% of the respondents confirmed that they never

received a real response from TAT.

Table 2 Present TAT E-mail Response Timeliness

TAT E-mail Within | Within | Within | Within | Within | More Receive
Response 2 12 24 48 1 Than 1 No
Timeliness hours hours hours hours week week Response
Tourists 0 0 0 7 14 7 14
Respondents

(42 participants)

Percentage 0% 0% 0% 16.66% | 33.33% | 16.66% | 33.33%

From the result, 66.66% of the respondents confirmed that TAT responded to their

e-mail complaints from within 48 hours to more than 1 week. This response timing is much

longer than what Cooperstein et al (1998) reported in their works that the firms queried by

Forrester Research claimed a 28 hours response time goal and the actual self-reported

response time averaging 32 hours.

Moreover, the point that 33.33% of the respondents never received any response from

TAT shows the inefficiency of the TAT e-mail complaint handling service and/or the error in e-

mail routing process between the Webmaster and TAT that may cause the delay in the

answering process and the loss of e-mail.
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In addition, the factor that can cause the delay of the response timing might be the

transferal process. This is because most e-mail complaints were not directly involved with TAT

or over the ability of TAT to solve. Table 3 shows the complaint issues that the inbound tourists

complained to TAT from September to December 2006.

Table 3 Issues of Inbound Tourists’ Complaint from September to December 2006

Complaint Issues Percentage
Cheating/Touting 16.67%
Travel Agency 14.29%
Hotel 11.9%
Pricing Policy/ Dual pricing 11.9%
Tuk Tuk Driver 9.6%
Travel Security 7.14%
Gem Scam/ Fake Jewelry 7.14%
TAT Service 7.14%
TAXI Driver 7.14%
Airport Custom 2.3%
Weather 2.3%
Plastic Surgery 2.3%

According to the interview given by the TAT officer, who responsible in handling the e-

mail complaints, TAT had to transfer those e-mails to other responsible organizations such as

Tourist Police, Thai Hotel Association (THA), Association of Thai Travel Agent (ATTA), and

Bangkok Tourist Bureau. The response timing of the e-mails, which have to be transferred to

other organizations, is unpredictable.
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In summary, the 42.8% of the respondents was dissatisfied and very dissatisfied. The

important factors that created the dissatisfaction were the existence, timeliness and the content

of the e-mail complaint responses. This is because TAT did not answer the e-mail complaints or

spent at least 1 week to respond to the e-mail complaints.
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4.2.2 Expectation on E-mail Response

With regard to the response existence and timeliness, 71.42% of the inbound tourists

expected to receive the e-mail response to their complaints from TAT. Only 28.57% did not

expect to receive a response.

Table 4 Tourists’ Opinion on TAT E-mail Response Existence

Tourist Opinion and Expectation on TAT E-mail Response Tourist Respondents
Expect to receive TAT e-mail complaint response 71.42%
Not expect to receive TAT e-mail complaint response 28.57%

Table 4 shows that most of the Internet users who used e-mail as a complaining medium

expected to receive the responses to their complaints. According to the fact that 83.33% of the

respondents sent their e-mail complaint through “ASK GOVERNOR” in www.tourismthailand.org

and info@tat.or.th , which is a non-public type source of online complaint, almost all of the

respondents in this group showed their expectations in receiving the responses. This may

assume that because this group of respondents could not view their own complaints in the

website as those who complained in the Web board “Talk About Thailand”. If TAT did not

respond to their complaints, they would never know that their complaints reach TAT or not.

Therefore, it is possible to conclude that the tourists’ expectation on e-mail complaint response

from TAT is high because they do not want only the answer to their complaints but also want to

assure that their complaint reach the responsible authority.
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Figure 5 below shows different entry points of inbound tourists’ e-mail complaints to TAT
from September to December 2006. The 57% of the respondents complained via e-mail
through TAT e-mail address: info@tat.or.th, the 25% of the respondents complained through

“ASK GOVERNOR”, and 17% complained through Web board “Talk About Thailand”

/—1 7% 26%—\

@ ASK GOVERNOR

(52} Info@tat.or.th

BB Talk About Thailand Webboard

57%

Figure 5 Entry Points of Respondent’s E-mail Complaints to TAT from September to

December 2006
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Figure 6 Tourists’ Expectations in Receiving TAT Response Categorized by E-mail Entry

Points

Figure 6 shows that the number of respondents who complained via e-mail through
“ASK GOVERNOR” and info@tat.or.th expected to receive e-mail complaint responses more
than those who complained through “Talk About Thailand” Web board. Therefore it is possible
to assume that the type source of online complaint has an influence over the expectation of the

complainer in terms of response existence.
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With regard to the response timing, the respondents expected to receive the e-mail
response in the range of the response timing from within 24 hours to within 1 week. 42.85% of
the respondents expected TAT to response to their e-mail complaints within 48 hours.
However, up to 33.33% expected to receive TAT e-mail response within 24 hours and 23.8%

within 1 week. The respondents’ expectation on TAT e-mail response timing is shown in Figure

201
[ Total Tourists: 42

Within 2 hours Within 12 hours Within 24 hours Within 48 hours Within 1 week

Figure 7 Tourists’ Expectation on TAT E-mail Response Timeliness

The result from Figure 7 reveals that the current response timing that TAT provides does

not serve the needs of the complainers because TAT responded to most of the complaints

within 1 week, while most tourists expected to receive their responses within 48 hours. The

reason that most respondents expected to receive a quick response might be because e-mail is

a fast medium. Therefore, the tourists who chose to complain via a fast medium might probably

want a fast response as well.



45

From the result, 76.19% of the respondents expected to receive their response from

within 24 hours to within 48 hours. This can assume that the faster the complaint medium is, the

faster service the organization has to provide, which supports the research of Strauss and

Pesce (1998) about the e-mail responding speed that faster is better.

To sum up, regarding expectation on e-mail response, most respondents agreed that

they expected to receive TAT response to their e-mail complaints. Moreover, the respondents

felt that TAT should provide responses within 48 hours.
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4.2.3. TAT Credibility as a Result of Response Existence and Timeliness

In the dimension of tourists’ views on TAT credibility, due to the response existence, the

result shows that 47.61% of the inbound tourists would rate the credibility of TAT “Low” if TAT

does not answer their e-mail complaint. Moreover, up to 45.23% of the respondents rated “Not

at all”, which means that if TAT did not respond to their e-mail complaint, TAT would absolutely

lose its credibility.

For TAT credibility as a result of response timeliness, the tourists were asked to rate the

credibility of TAT if they received e-mail response to their complaints later than the timing they

had expected. The result reveals that 50% of the tourists also rated “Low” for TAT credibility,

40.47% of the tourists rated “Medium” and only 9.52% of the tourists rated “Not at all”.

Table 5 below demonstrates the percentage of the tourists’ rating on TAT credibility as a

result of e-mail response existence and timeliness.

Table 5 Tourists’ Opinions on TAT Credibility due to E-mail Response Existence and

Timeliness
Tourist Opinion Not at all Low Medium High Very High
No Response 45.23% 47.61% 7.14% 0% 0%
Late Response 9.52% 50% 40.47% 0% 0%

To explain why the percentage of respondents who rate “Low” for TAT credibility is high

if TAT does not answer their e-mail complaints or provides a late response, the researcher has

to refer to the study of Strauss and Hill (2001) which concluded that speed had a strong impact
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on perceptions of company concern and credibility. The longer it took for the company to

respond, the lower the credibility of the companies. Therefore, the response speed reflects the

organizations concern for their customers. If TAT provides a late response or does not respond

to the tourists’ complaints, the tourists will understand that they are ignored and TAT is an

irresponsible organization, which will absolutely lessen the credibility of TAT.

In conclusion, the result shows that response existence and timeliness affect the

respondents’ views on the credibility of TAT as most of the respondents would rate “Low” for

TAT credibility if they received no response or late response to their e-mail complaints.
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4.2 .4 Preference for E-mail Communication

Dealing with the last part of the questionnaire in aspect of tourist preference in e-mail

Communication dimension, 100% of the inbound tourists, who chose to use e-mail as a

complaining medium to complain to TAT, viewed that e-mail is a good way for TAT to

communicate with the tourists and TAT should handle customer complaint by e-mail.

From this result, we can analyze why all of the respondents prefer to use e-mail as a

complaining medium by looking at the respondents’ personal data that 47.6% of the

respondents aged from 18 to 34. This result is related to the statistics of the e-mail users all

over the world in 2005 that people in the range of age 20 to 30 spend the longest time per day

communicating via e-mail (NECTEC. 2005). Moreover, all the respondents are those who had

complaint to TAT via e-mail. Therefore, itis common that all of the respondents agreed that e-

mail is a good medium in communicating with TAT.
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Figure 8 Tourists’ Preference in Using E-mail as a Complaining Medium as a Result of

Receiving No Response and Late Response

Figure 8 shows that more than 55% of the tourists persisted to continue using e-mail as

a complaint medium, even though they would not receive any e-mail reply from TAT. Moreover,

up to 90.47% persisted to complain via E-mail with TAT even though they would receive the

response later than the expected timing.

Most tourists persisted to continue using e-mail as a complaining medium even though

they would neither receive any e-mail response from TAT nor receive a late response might be

because most of the respondents are familiar with using e-mail in their daily lives, and they

might also ever sent their e-mails to other organizations or to their friends which sometimes they

received an answer and sometimes did not. Therefore, not receiving the e-mail response or

receiving a late response did not affect their preference in using e-mail as a complaining

medium.
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Figure 9 Tourists’ Views on TAT E-mail Option for the Internet Users Due to the Ability to

Response E-mail Complaint

Figure 9 demonstrates that 69.04% of the respondents felt that TAT should discontinue

offering e-mail option for the Internet users if TAT cannot respond the e-mail complaint.

However, up to 90.47% of the tourists felt that TAT should continue offering e-mail option for the

Internet users although TAT cannot provide e-mail complaint response in time that they

expected.

The finding reveals that up to 69.04% of the respondents viewed that TAT should

discontinue offering e-mail option for the Internet users if TAT cannot respond to the e-mail

complaint. This result is similar to Gamble, Stone and Woodcock (1999) research that

whenever an organization chooses to integrate new innovation into its operation, it must ensure

that the innovation is qualified and of high quality for the function, especially if this innovation is

used for customer services.
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The result of the study is also similar to the study of Strauss and Hill (2001) which stated

in their implication of the study that a firm should not offer an e-mail option for the Internet users

if that firm cannot respond to incoming e-mail complaint. Providing inefficient complaint

handling management can create a negative attitude towards the organization, and conversely,

diminish customer loyalty.

Regarding the preference for e-mail communication, all of the respondents viewed e-

mail as a good way for TAT to communicate with tourists and TAT should handle customer

complaint by e-mail. Moreover, most of the respondents persisted to continue using e-mail as a

complaining medium even though they would neither receive response nor late responses. In

addition, the respondents viewed that TAT can continue offering e-mail option for the Internet

user although TAT cannot provide the responses in time that the tourists expected. However,

up to 69% of the respondents suggested that TAT should discontinue offering e-mail option if

TAT cannot respond to e-mail complaints.



CHAPTER 5

CONCLUSION

This chapter summarizes the main findings of the study with reference to the research

questions and considers the limitations and recommendation of the study.

5.1 Summary of Findings

With regard to the first question about the satisfaction of the tourists with the TAT e-mail
handling service, the results show that most of the inbound tourists were dissatisfied with the
current TAT e-mail complaint handling service as the number of the dissatisfied tourists (42.8%)
is more than the number of the satisfied tourists (16.6%). The main factors that affect the
tourists’ dissatisfaction are response existence (not receiving the response), response timing
(receiving a late response), and the content of the response (unable to fulfill the queries). The
results indicate that TAT usually spent up to1 week in responding e-mail complaints. This may
assume that because most of the complaints did not involve directly to TAT. The transferring of
the e-mail complaints caused a delay in response timing as well as a dissatisfying content.

In addition, the result reveals that more than 33% of the complainers were ignored. This
result contradicts to the interview result with TAT officer at Call Center, as he confirmed that TAT

will respond to all the e-mail complaints. However, the entry points of e-mail may cause the loss
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of e-mail. The Webmaster may overlook some e-mail complaints or the e-mail might be lost in

the process of e-mail routing.

Due to the question about tourists’ expectation on TAT e-mail response in terms of the

response existence and timeliness, 71.42% of the respondents expected to receive the e-mail

response. This indicates that the source type of online complaint affects directly on users’

expectation on the response existence. Moreover, the result that 42.85% of the respondents

expected TAT to respond to their complaints within 48 hours points out that type of medium also

affects the complainers’ expectation on the timing of the response. The faster the complaining

medium is, the lesser patience the complainers have in waiting for the e-mail reply.

Regarding TAT credibility as a result of response existence and timeliness, most

respondents agreed that the credibility of TAT would reduce if TAT does not response to the

tourists’ e-mail complaints, or provide them late responses. This is because the tourists might

feel that they were ignored, or that TAT is inefficient in providing services.

With regard to the tourist preference in e-mail communication, 100% of the respondents

agreed that e-mail is a good way for TAT to communicate with the tourists and TAT should

handle customer complaint by e-mail. This might be because most participants, aged from 18

to 34 years old, has been spending the longest time per day communicating via e-mail

(NECTEC. 2005). Therefore, e-mail communication is commonly used by people in this range

of age as it is the fastest medium for written communication in this era.
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The result reveals that most of the respondents persisted to continue using e-mail as a

complaining medium, even though they would not receive any response from TAT or receive a

late response. This explicates the preference of the Internet user towards e-mail

communication. However, the result shows that the respondents wished TAT to discontinue

offering e-mail option for the Internet users if TAT cannot provide e-mail responses. The result

implies that if TAT is incompetent in handling complaints via e-mail, it is better for TAT to

withhold e-mail option. This is to lessen the potential in creating tourists’ dissatisfaction and to

maintain credibility of TAT.

5.2 Limitations of the study

As the subjects of this study were limited to only the inbound tourists who had

experienced in using e-mail to complain to the Tourism Authority of Thailand (TAT) from

September to December 2006, there were 42 tourists who cooperated in this study. The

number of participants may be too small to be used as a standard in evaluating the efficiency of

the e-mail handling management of TAT.

Furthermore, during collecting data, more than 5% of the e-mail complaints’ addresses

was not recorded or was recorded incorrectly by TAT officers and the Web Master. When the

researcher sent the questionnaire to these addresses, the e-mail could not reach the receivers.

Some of the complainers’ e-mail addresses were kept by the Web Master. This delayed the
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process of collecting subjects of the study because it took time for the Web Master to send

complainers’ details to TAT.

5.3 Managerial Recommendations

It is beneficial for TAT to act in accordance with the following recommendations in order

to improve the e-mail complaint handling management:

5.3.1.

53.2.

With regard to e-mail complaint response existence and timeliness, TAT should

consider responding to all the inbound tourist complaints as this group of

tourists expects to receive TAT response. Moreover, TAT should respond all the

tourist e-mail complaints within 48 hours or at least not later than 1 week.

Providing responses within this period of time can express the concern and

responsibility of TAT to its tourists.

Regarding type source of online complaint, TAT should respond all the

complaints which enter through non-public type: “ASK GOVERNOR” in

www.tourismthailand.org and info@tat.or.th. If TAT cannot provide an

appropriate answer within 48 hours, TAT should consider sending a referral e-

mail to inform its action and also inform the timing that the complainers will

receive the real responses. For the complaints which enter through “Talk About

Thailand” Web board, TAT may choose to respond to some of the complaints.
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However, it is vital to categorize the complaints and consider which complaints

need to be responded.

5.3.3. With respect to e-mail complaint handling management, TAT can solve

problems about response timing by posting the e-mail addresses of other

organizations which involved in tourism business such as the e-mail address of

Tourist Police, Thai Hotel Association (THA), Association of Thai travel Agent

(ATTA), and Bangkok Tourist Bureau in TAT Web site. In addition, TAT should

inform the tourists to send their complaints directly to these organizations.

Sending a direct e-mail to the responsible organizations benefits the tourists in

the way that it heightens the possibility in receiving the e-mail responses and

with satisfying answer. Moreover, for TAT, it can reduce time spent in

responding e-mail complaints as TAT does not have to waste time categorizing

and transferring e-mails to other organizations.

5.4 Recommendations for Further Studies

The present study explored the inbound tourists’ views on TAT e-mail complaint

handling management by examining tourists’ satisfaction on current TAT e-mail complaint

response. It mainly observed the influence of e-mail existence and timeliness on tourists’

satisfaction and expectation on TAT response, perception of TAT credibility and preference on
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e-mail communication. For further studies, it is advantageous to follow the following

recommendations.

54.1.

54.2.

54.3.

5.4.4.

There should be further studies on the domestic tourists’ views on TAT

e-mail complaint handling management. As TAT is stimulating the movement of

Thai people to travel within the country by providing official Website for domestic

tourists (www.tat.or.th), it is vital to observe TAT e-mail handling service whether

TAT can provide an efficient service to serve the domestic tourists’ needs.

To improve the quality of e-mail handling service, further studies should examine

the TAT response content in terms of response characteristics: Referral,

Personalization, Apology, Specificity, Explanation, Reinforcement, Future writing

encouragement, Signature and Customer redress. Moreover, it would be

beneficial to investigate tourists’ satisfaction on the quality of the response

content.

Regarding the efficiency in handling e-mail complaint of TAT, further studies

should explore the process of e-mail complaint handling in detail. The system of

transferring e-mail and data recording must be observed in order to solve the

problem of response timing and the loss of e-mail.

To enhance tourism industry of Thailand, further studies should explore tourists’

satisfactions in various aspects such as the accommodation, the transportation,

the tourist attractions, as well as the quality of information service of TAT.
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A personal depth interview should be done with the inbound tourists, especially

those who faced with difficulties, in order to understand their views and

suggestions that may useful for tourism businesses in improving their services.
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Appendix: Questionnaire

An Exploratory Study of Tourists’ Views on TAT

E-mail Complaint Handling Management

This questionnaire is designed to explore tourists’ satisfaction on TAT e-mail complaint handling service
and tourists’ view on the existence and timeliness of the e-mail complaint responses. Your cooperation

in completing this questionnaire would be appreciated.

After you complete the questionnaire, please click “Save” and send it back to the researcher’s e-mail

address at kritythewitch@hotmail.com.

Part A: Personal Data

Directions: Please mark |X| on the answer based on your actual information.

1. Gender |:| Male |:| Female

2. Age

I:I Business I:I Conference/Seminar
|:| Holiday |:| Others



5. Length of stay

Part B: Tourist Opinion and Expectation

Directions: Please mark |X| on the answer based on your actual information and your view.

TAT E-mail Complaint Handling Service

1. Regarding your experience in complaining via E-mail to Tourism Authority of Thailand (TAT), how

satisfied are you with the response from TAT?

] Very Satisfied

| Satisfied Please do no. 2.1
| Neutral

| Dissatisfied

] Very dissatisfied Please do no. 2.2

2.1. Which of the following factors affect your satisfaction in complaining via E-mail with TAT?
(You can choose more than one answer)

I:I Response Existence (receive the response)

I:' Response Timing (receive a quick response)

|:| Content of the Response (can fulfill your queries)

I:' Others please specify:

2.2. Which of the following factors affect your dissatisfaction in complaining via E-mail with TAT?
(You can choose more than one answer)

|:| Response Existence (not receive the response)

|:| Response Timing (receive a late response)

I:I Content of the Response (cannot fulfill your queries)

I:I Others please specify:

3. What was the timing that TAT had a real responded, excluding a thank you letter, to your e-mail

complaint?
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Expectation on E-mail Response

4. Do you expect to receive an E-mail response from TAT? I:I Yes I:I No

|:| Others please specify:

TAT Credibility as a result of Response existence and timeliness

7. If you receive no response from TAT, how will you rate the credibility of TAT?
D Not at all D Low D Medium D High D Very high
8. If you receive the response later than you expected, how will you rate the credibility of TAT?

D Not at all D Low D Medium D High D Very high

Preference on E-mail Communication

9. Do you think that E-mail is a good way for
TAT to communicate with the tourists? |:| Yes |:| No

10. Do you think that TAT should handle
customer complaint by E-mail? I:I Yes I:I No

11. Will you still use E-mail as a medium in complaining

if you receive no E-mail response from TAT? |:| Yes |:| No

12. Will you still use E-mail as a medium in complaining

if you receive E-mail response from TAT
later than you expected,? I:' Yes I:' No

13. Do you think TAT should continue offering E-mail
option for Internet users, if TAT does not respond

your E-mail complaint? I:I Yes I:I No

14. Do you think TAT should continue offering E-mail
option for Internet users, if TAT cannot respond

the E-mail complaint in_the time that you expected? I:' Yes I:' No

Thank you very much for your cooperation

70



VITAE

71



Name:

Place of Birth:

Address:

Educational Background:

2007

1994

VITAE

Kritayaporn Sosothikul

Bangkok, Thailand

9 Soi Prommit, Sukumvit 39, Bangkok 10110

Master of Arts (Business English for International

Communication), Department of Western Languages,

Srinakharinwirot University

Bachelor of Arts (English), Thammasat University

72



	ปก
	บทคัดย่อ
	บทที่ 1
	บทที่ 2
	บทที่ 3
	บทที่ 4
	บทที่ 5
	บรรณานุกรม
	ภาคผนวก
	ประวัติผู้วิจัย

