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Abstract

This relationship marketing study investigatesittfieience of national culture on the
development of host-guest relationships betweeal land international tourists and
Thai resort operators on Samui Island, Thailandrdposes that a quality relationship
between tourists and resort operators, which isaci@rised by high levels of trust
and commitment, is the major determinant of custofogalty. In particular, it

concentrates on the major cultural differences betwThai and Australian tourists

that impinge upon host-guest relationship develagme

To assist in the study, a research model develbgeddorgan and Hunt (1994) was
modified and used to conceptualise host-guestioakttips and to inform the data
collection procedure. Based on survey data coliledtem Australian and Thai
tourists that arrived on Samui Island between Jgnaad February 2005, it was
found that Australian and Thai respondents havereifit service experiences during
their vacation. Moreover, they also weigh the int@oce of the antecedents of trust
and commitment differently. The findings of the dstuhighlight the need for resort
operators to interact with tourists in a culturadignsitive manner. The managerial
implications of the results of this study for rdsoperators are presented, and some
recommendations for future service management aativedy strategies are

suggested.
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Chapter One
I ntroduction

1.1 Background to the study

Thailand relies heavily on tourism for economicgtlo and development. There are
several reasons for this. Firstly, revenue frorarimational tourists exceeded Bt 470.6
billion or AUD$ 15.69 billion per annum in 2006 (Ba of Thailand 2007), which
equates to approximately 6.0 % of GDP. These déguare predicted to increase
dramatically. According to the World Tourism Orgaation (2001), international

tourists arrived in Thailand is expected to excéeé® million by 2020.

In common with most service industries, customgnlky is an important aspect of
stability and growth within the tourism sector besa maintaining an existing

customer provides several economic benefits. Indeestomer loyalty has become a
key goal for most businesses (Berry & Parasuran@gi;lBowen & Chen 2001),

because researchers agree that retaining existingegeat customers is more
profitable than continually seeking new ones. Redelas found, for example, that
loyal customers purchase more, incur lower margetinsts and spread positive
word-of-mouth communication (Dwyer, Schurr & Oh I9&eicheld & Sasser 1990;

Berry & Parasuraman 1991; Bowen & Chen 2001).

The key to customer loyalty is the development o$ifive relationships (Dwyer,
Schurr & Oh 1987; Morgan & Hunt 1994). Whilst timas been a feature of service

marketing for some time, recent and emerging rebear hospitality studies also



places significant emphasis on host-guest relatiansl the development of

relationships through the provision of genuine litasipy (Lashley 2000).

The importance of developing relationships betwd®msts and guests within
Thailand’s tourism industry was highlighted by theunami that killed over 60,000
people in South and South East Asia in 2004. It besn widely reported, for
example, that repeat visitors were the first tdugmup to return to Thailand after the
incident. There were two major reasons for thissthj, repeat visitors understand the
local environment and are able to assess the isituand risk in a more informed
manner compared with those who have not previoosén to Thailand (TAT 2004).
Tourists who were not familiar with Phuket, for exa@e, cancelled their trips because
they thought that the whole Island of Phuket haghldestroyed. In reality, only 10%
of the island was affected by the Tsunami andwlas understood by those who had
previously visited. Secondly, tourists who hadviwusly visited felt a need to help
and support the locals, particularly in the caseearice providers they knew from
previous holidays (Rittichainuwat 2006). Conseglyentustomer loyalty and the
development of strong and enduring host-guestioelstiips are very important for
Thailand. Moreover, achieving repeat visitation eodf greater prospects as a
beneficial and sustainable tourism industry stratégan expensive promotional
campaigns or discounting. Thus, it is argued, tha¢nsure long-term viability and
economic growth for Thailand’s tourist industryeté is a need to better understand

how to generate and maintain customer loyalty.

It is now recognised that Thai tourist destinaticare vulnerable to unforeseen

situations that can leave the tourism industry r&ag risk. However, Thailand is



fortunate in having several geographically dispgra@d unique tourism regions,
though few are as well-known internationally as ltuand Pattaya. Strategies that
assist the retention of customers and the promatidrhailand as a tourist destination
through positive word-of-mouth communication aldteothe capacity to assist with

the promotion and development of these less welknresorts.

Dwyer, Schurr and Oh (1987) assert that every costdias the potential to generate
repeat business for a firm. Consequently, there lheen many attempts over the past
two decades to identify the factors that can ireedavels of customer loyalty. In the
1980s, it was thought that the major determinarustomer loyalty was satisfaction.
At that time, a large body of work focusing on fhgrovement of service quality
pointed the way to higher levels of customer satisbn. In hindsight, the
proposition that providing high levels of servicaatity gain the highest level of
customer loyalty is now viewed as being poorly gmed. Zeithaml, Berry and
Parasuraman (1996) have noted that during the 1880/ business executives
appeared willing to trust their intuition and conted resources to improving
customer satisfaction levels with no apparent dataupport the link between this
strategy and customer loyalty. Recently, publisheskarch has noted that customer
satisfaction does not always lead to customer tgyd@owen & Shoemaker 2003;
Mattila 2001). These research publications show ttea concept of customer loyalty
is more complex than was originally thought. laigparadox that loyal customers do
not always repurchase, and, equally, those whoegoirchase are not necessarily
loyal customers (Mattila 2001). Mattila’s contemtis consistent with the American

Customer Satisfaction Index (ACSI), which cautitimst ‘customer satisfaction has a



positive effect on loyalty, but the magnitude ohttheffect varies greatly across

companies and industries’ (American Customer Satigfn Index 2005).

Since it was first noted that customer satisfactioes not always lead to customer
loyalty, considerable research has attempted kahig gap in knowledge. Various
models have identified a number of antecedentseatral to the discovery of the
actions that increase customer loyaltyere is wide consensus among researchers
that customers need to commit to a relationship aifirm in order to establish their
loyalty. As a result, identifying the factors that fostee tthevelopment of a buyer-
seller relationship has become a key theme in taketing literature. The common
factors in relationship development proposed byviptes researchers are: trust
(Croshy, Evans & Deborah 1990; Morgan & Hunt 1984horman, Zaltman &
Deshpande 1992; Ball, Coehall & Machas 2004), cdmemnt (Morgan & Hunt 1994;
Moorman, Zaltman & Deshpande 1992; Verhoef 2008nraunication (Anderson &
Weitz 1989) and reputation (Anderson & Weitz 19B8ll, Coehall & Machas 2004).
Of these, trust and commitment stand out in maogies because they have been
recognized as important variables that lead toadtling business relationship (Dwyer,
Schurr & Oh 1987; Morgan & Hunt 1994; Moorman, Asdin & Deshpande 1992;

Beloucif, Donaldson & Kazanci 2004).

Most researchers agree that trust and commitmerteatral elements of a successful
relationship and a considerable number of studs® Isought to establish how trust
and commitment influences the development of bsgdler relationships (Morgan &
Hunt 1994; Bowen & Shoemaker 2003). Trust is defias ‘... a belief by a person in

the integrity of another individual’ (Larzeiere & uston 1980, p.595), whilst



commitment is ‘...an enduring desire to maintain &ied relationship’ (Moorman,
Zaltman & Deshpande 1992, p.316). As a resuls, ftaquently argued that customers
will stay with a provider to whom they are comnuktéut before they can commit to

any relationship they have to have a feeling ddtttawards their business partners.

Morgan and Hunt (1994) were the first to proposs thust and commitment are the
key ingredients of a successful relationship. Tmeadel of relationship marketing
identifies trust and commitment as the key mediptiariables of the model, and they
also assert that five key constructs need to beidered in order to achieve customer
loyalty. These constructs are termination costitiomship benefits, shared value,
communication and opportunistic behaviour, whick discussed later under the
heading “Key Mediating Variable model”’. These cousts are then fully explained
in the literature review which is presented in Gbapl'wo. However, it should be
noted at this point that these five constructssasaithe development of trust and

commitment, and that trust and commitment, in turfiyence customer loyalty.

A major focus of this study is to identify crossinaal differences in the

development of trust and commitment between custemeThai resort hotels and
resort hotel operators. This will be achieved bynparing the attitudes of resort
guests from Australia and Thailand. Specificallye fpresent research will evaluate
how Australian and Thai resort guests perceiveirtiportance of the antecedents of

trust and commitment as predictors of customerltipya

An understanding of the essential differences betweultures, particularly those

between the East and the West, has the potentigdén up new issues of research in



hospitality. There is a need to more comprehengivelderstand the relationship
between trust and commitment, and the developmeidyalty in an international

tourism context that involves quite different cudtsi in a host and guest relationship.

1.2 Problem statement

The development of a host-guest relationship imogszcultural context necessarily
involves cultural understanding. According to Reggr and Turner (2003), the major
cause of misunderstanding between local hostsraachational tourists results from

cultural differences. They further argue that thegrée of cultural differences
between hosts and tourists varies from very litilextreme difference€€onway and

Swift (2000), for example, claim that the cultudifferences between Western hosts

and Western tourists are considered to be relgtivedignificant, whilst there are
significant differences between Asian hosts and té/astourists (and vice versa)

They assert that the greater the difference betweemost and tourist cultures, the
greater time and effort required to develop sudaésslationships (Conway & Swift
2000). One of the reasons for this is that indigidufrom distinct cultures have
perceptions of the appropriate way to develop aathtain relationships. Interactions
between local hosts and international tourists frav@ry different cultural
backgrounds are less likely to become successfieksirthe hosts understand those
differences and are able to adjust their servicevipion in a manner that is

acceptable to, and valued by, international tosirist

The capacity of individuals to adjust to other gtds is essential to the effective
operation of international business and may benddfias intercultural competence.

Francis (1991, p.408) notes that ‘... similarity wdhd to more liking but only when



cooperation is expected’. In a service contextpeoation between service providers
and customers plays an important part in creatimgeanorable service experience.
As a result, an international resort operator wigho provide an appropriate service
experience, and establish and maintain good raktips with international guests,
needs to ensure that service staff interact withrimational guests in a culturally

sensitive manner (Reisinger & Turner 2003).

To identify cultural sensitivity, it is importantot distinguish specific cultural
differences between service providers and thegrinational guests. In the present
investigation, a relationship marketing model ispyed to identify the variables
that influence development of relationships betw&bkai resort hosts and their local

and international (Australian) guests.

As indicated earlier, current thinking (Dwyer, Soh& Oh 1987; Morgan & Hunt
1994) is that the formation of a relationship bedgwservice providers and customers
is the key to ensuring high levels of customer lgy®ue to the growing global focus
of tourism provision, it is appropriate to undenstathe implications of culture on
host-guest relationship development. However, sietaionship marketing was first
introduced in 1983 and despite considerable reBearo the development of
relationships within various business contexts,shalies have been conducted into
the development of relationships between localiserproviders and international
tourists within a hospitality context. It is theaention of this research to contribute to
an understanding of this knowledge gap. This wdldchieved by determining the
importance of the various antecedents of trustcamimitment among Australian and

Thai tourists. Indeed, it will increase the undamsling between Thai service



providers and both local (Thais) and internatioffadstralian) tourists so that both

group of tourists are effectively catered for.

1.3 Resear ch questions and objectives

The aim of this research is to explore the devekpmnof host-guest relationships
within the hospitality industry in a cross-nationadntext. More specifically, it
investigates the influence of culture on the dgwalent of trust and commitment,
which are known as the major ingredients of sudaéseglationships, in service
encounters between Thai resort operators and teufiem both Australia and
Thailand. The study provides a better understandihghe differences between
Australian and Thai guests so that hospitality ftess in Thailand can better manage
the host-guest relationship and fashion their serdelivery in a manner that engages
customers in an ongoing relationship. In particutis study aims to answer the
research question: What are the differences betwestralian and Thai resort guests
in terms of the development of trust, commitmemii @ngoing relationships with

Thai resort operators?

RQ1: Do Australian and Thai tourists have similar hgsest experiences during

their holiday?

RQ2: Do each of the five antecedents have a similgachon the development of
successful host-guest relationships (characterisgdhigh levels of trust and

commitment) for both Australian and Thai tourists?



In order to answer these specific research questite Key Mediating Variables
(KMV) model of relationship marketing proposed byigan and Hunt (1994) was
employed as a starting point. This model was usaddasure the importance of each
antecedent of trust and commitment. A number ofucal dimensions proposed by
various cross-cultural researchers (Argyle 1984dt H#66, 1973; Hampden-Turner &
Trompenaars 1993; Hall & Hall 1987; Hofstede 198ickhohn & Strodtbeck 1961;
Maznevski 1994; Schein 1992; Stewart 1971; Trompen&984, 1993; Trompenaars
& Hampden-Turner 2002) are then used to explaindiferences that were found
between Australian and Thai resort tourists indbetext of relationship development

and ultimately customer loyalty.

1.4 Significance and anticipated outcomes

Thailand’s resort sector has benefited from strang stable international tourist
demand. In addition to the physical attractionsTékiland’s coastal resorts, the
relationship between hosts and guests has a positipact on tourism demand.
Notwithstanding, this observation, tourism is sdlifragile industry, where external
factors can suddenly lead to a reduction in dem@mhsequently, it is essential to
develop a strategy that encourages a strong neddip between tourists and Thai
resort operators. This in turn will encourage répesatation as well as positive word-
of-mouth communication, which will assist in devalng sustainable tourism

demand.

The importance of customer loyalty and the develepnof relationships between
hosts and guests within the Thai tourism industag been highlighted by the

devastating Tsunami that recently impacted the rAstgion. Several tourism resorts



were adversely affected, including Phuket, leawvimg local tourism industry with a
diminished tourism product. However, Thailand istdoate in that several other
attractive destinations were left virtually untoadh Effective marketing strategies are
required to promote these destinations if Thailetb continue to attract tourists.
Strategies that assist in the retention of custeraad the promotion of Thailand as a
tourist destination through positive word-of-mogtihmmunication can assist with this
goal. It is hoped that the results of the prestrdyswill assist Thai resort operators to
develop stronger host-guest relationships that idd to repeat visitation, and the

promotion of Thai resorts through positive worchaduth communication.

1.5 Study L ocation

The proposed study was conducted in Thailand toaimbthe cross-cultural

perspectives of tourists holidaying on Samui Islabdta were collected from 600
resort guests using self-administered questionnaifbe sample consisted of equal
numbers of Thai and Australian tourists who stageldoliday resorts in Samui Island,

Thailand over the period January to February 2005.

Samui Island is the third largest island in Thadlamd is located in the Southern part
of the country. It is a complete resort destinatlat comprises several beaches and a
large number of tourist attractions. The major beacare Chaweng beach, Mae Nam
beach and Lamai beach. In 2006, the accommodasiableshment on Samui Island
attracted more than 755,766 international guest&T(T2006). This generated
approximately 13,146.36 million baht or AUD$ 438.2iillion in revenue, a

significant income level for this region.
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Figure 1.1: Location of study area
Sour ce: http://www.maps-thailand.com

Samui Island was chosen as a site for data calledat the present study for several

reasons. First, it is one of the major destinatimmsnternational tourists in Thailand.

Secondly, Samui Island is also a major attractmndbmestic Thai tourists who can

easily fly or drive to the island. For many Thautists, Samui has a somewhat

different sub cultural attraction and many Thai &uwfopean based attractions that are

different to other parts of Thailand. These aticanxst are significantly resort based but

also include natural attractions. In 2006, 84,3afhestic tourists travelled to Samui

Island. Domestic Thai tourists provide a strongté&as cultural comparison to the

Western tourists within the context of host-guesationships. Thirdly, Samui Island

is an isolated island where the majority of peaqene purely for holiday purposes.

This means that the guests at the island resortimar@ position to develop a

relationship with resort operators and staff. Tisign important issue because in a
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previous study that also looked at relationshipedtgyment in business hotels (Bowen
& Shoemaker 2003), there was a subtle differen¢bahbusiness hotel guests do not
always choose where they stay. Instead a busindsssiness relationship is
developed between the company that the guest worksind the business hotel. In
the present study, guests are the formal arbitetheir destination — therefore

relationship marketing becomes a central conceresufrt management.
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Figure 1.2: International tourist arrivals at accommodatiomabbshment in Samui

Island during year 2001 — 2005 (Top five natiomedit
Sour ce: Tourism Authority of Thailand (TAT)

Australian tourists were selected as the represemtaf Western tourists in the
present research for several reasons. Firstly,rAliest tourist arrival numbers have
shown strong growth in tourist arrivals during fhest five years (see Figure 1.2).
Secondly, Australian tourists were the third latgg®up of international tourists to
arrive on Samui Island over the same period. Rin#lustralian tourists provide a
potential ongoing market for Samui Island becabeg tequire less time to travel to
the island when compared to other countries thae l&hown strong demand for
holidays at Samui Island, for example, GermanytaedJnited Kingdom. According

to the TAT (2006), Samui Island welcomed more tB4rl45 Australian tourists in

2005, a 10.68% increase compared with the preweas One of the reasons for this

12



increase was that Samui Island served as an dherrdestination for international
tourists, who shifted their holidays from the Andamcoast (Phuket) where the

Tsunami struck in 2004.

1.6 Contribution to knowledge

This study provides a significant contribution tawokvledge in terms of the theory and

practice of relationship marketing. It explores ss-mational differences between

customer perceptions of the role of the five ardeoés of trust and commitment in a

resort setting. This, in turn, can provide resoainagement and relevant government
agencies in Thailand with a new perspective on howuild loyalty between local

resort operators and international tourists.

1.7 Introduction to the conceptual framework

The major goal of relationship marketing is to dudustomer loyalty (Bowen &
Shoemaker 2003). However, in order to gain custdoyaity, businesses (in this case
resorts) need to develop a relationship betweehange partners (guests) to reach
the commitment phase, which is a phase where thbag@ge partners commit to a
relationship (Scanzoni 1979). One of the most parprdlationship marketing models
is the Key Mediating Variable (KMV) model first gvosed by Morgan and Hunt
(1994) that has subsequently been used successfuthany relationship marketing
studies across a variety of disciplines (each efgtudy will be fully discussed in

Chapter Four).

The proposed conceptual model for this study igpeathfrom the KMV model first

proposed by Morgan and Hunt (1994). The model i established and previous
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replications have used the Key Mediating Variabledel to measure relationship
benefits in a cross-national context. Metric eglémnce of the constructs contained in
the KMV model has been established by these mé&osequently, the KMV model
is used as a starting point to establish a hosstgedationship development model in
a resort context. This will be fully explained irh&pter Four, which provides full

details on how the conceptual framework was deslop

Termination costs (-

Commitmen Customer loyalt
Relationship benefits ( 7y

Two positive outcomes:
1. Repurchase
2. Positive word-of-
mouth
communication

Shared values (

Communication (+

Opportunistic behaviours)

Figure 1.3: Conceptual framework

Source: Adapted from Morgan and Hunt (1994).

Figure 1.3 presents a diagram of the proposed tatalcmodel for relationship
marketing, including the determinants of trust andhmitment, the influence of trust
and commitment and customer loyalty, which is apeeked outcome from the
establishment of a relationship (each of the cotsceyll be fully explained in
Chapter Two). As indicated in Figure 1.3, trust @aadhmitment are considered to be
central to relationship development. Five antecedare proposed in the KMV model
that influence trust and commitment. Terminatiostsand relationship benefits lead

to a high level of commitment. Shared values prepdsitive influence on both trust

14



and commitment. Communication increases the leveltrast. Opportunistic

behaviour decreases the level of trust.

Given the cultural differences between Australiand Thais, it was proposed that the
significance of the five antecedents of relatiopsimarketing may differ across
different cultural groups. Moreover, it should beted that the influence of shared
values on trust and commitment might not be obvious cross-national service
context. This study highlights these differencesl @novides recommendations in

relation to the development of trust and commitnient hai resort operators.

1.8 Thesis outline

As shown in Figure 1.4, the thesis is divided intoe chapters. The explanations of
how each chapter contributes to the understandimgsearch questions are presented

as follows:

Relationship marketing is the marketing philosoptmat aims to enhance and
maintain an existing customer. Since its firstadiiction in 1983 (Berry 1983), the
philosophy of relationship marketing has been widatlopted by many service
businesses, which in turn lead to customer loyb#goming a major aim of those
organisations. Although the aim is clear, the rdadards customer loyalty is
somewhat far from agreeme@hapter Two investigates the argument surrounding
the philosophy of relationship marketing includitige concept of customer loyalty
and the findings of previous studies focusing onséh aspects of relationship
marketing that are relevant to the research questin particular, this chapter

demonstrates how these concepts relate to thetigaBsn of the influence of trust

15



and commitment in service encounters such as ttiedetake place between Thai

resort operators and Australian tourists.

Culture is referred to as “a collective programmirighe mind” because it has a great
influence on how people think or behave. In thiglgt culture was thought to have an
impact on the development of host-guest relatiggshvithin a hospitality context.
Chapter Three explains the concept of culture and explores theowa cultural
dimensions proposed by leading cross-cultural rebeas. Those cultural dimensions
are then employed to explain the differences batw&gstralian and Thai cultures
that can have an influence on host-guest interactmd eventually on the
development of host-guest relationships in a habfyit context, so that a deeper
understanding of Australian and Thai respondentwsiean be provided when

discussing the implications of this study.

The KMV model of relationship marketing proposedMgrgan and Hunt (1994) was
used as a starting model for the current investgdbr several reasons. One is that it
has been widely used by many researchers acrossiyarontexts. Chapter Four
discusses how the KMV model was used in the pakichwin turn provides a
theoretical background for the present researamempplying the KMV model in

investigating the development of host-guest refetigps in a resort context.

The validity of any research depends greatly ongunaity of data used in the study,

and a well-planned data collection procedure i®ms for ensuring high quality

data.Chapter Five explains how the research was conducted.
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I ntr oduction

Chapter One

A

Relationship Marketing

Chapter Two

A

Culture

Chapter Three

Conceptual Framework

Chapter Four

A

Research design and

methodology
Chanpter Five

A

Descriptive analysis

Chapter Six

A

Principal Component analysis

Chapter Seven

A

Structural Equation M odelling

Chapter Eight

A

Conclusion

Chapter Nine

Chapter Six presents the results of the descriptive analysisiwiill then be used to

assist the inferential analysis outlined in thdofwing two chapters. Three descriptive

analysis techniques are used including frequenolegn and standard deviations and

Mann-Whitney U tests to summarise the data frontralian and Thai respondents.

Although this study adapts an existing model usegrevious studies (Morgan &

Hunt 1994), it does not employ the same questioand?rincipal component analysis

is conducted in order to regroup the variablesnffiadl studies including the study of
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Morgan and Hunt) before undertaking further analyssing Structural equation
modelling. Chapter Seven provides the results from the principal component

analysis.

The factors identified by the principal componemtalgsis (PCA) discussed in
Chapter Seven, are further analysedChapter Eight using the Structural equation
modelling technique that is one of the most effectstatistical techniques for
examining relationships between constructs. Chageht investigates these
relationships between relationship quality (trusd acommitment) and customer

loyalty.

Chapter Nine provides a summary of findings and a conclusiomtteu, it highlights
how the current study provides a contribution towledge and the implications for
hospitality and tourism practitioners and policykaa. This chapter also outlines the

limitations of the study as well as providing recoendations for further research.
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Chapter One
I ntroduction

1.1 Background to the study

Thailand relies heavily on tourism for economicgtlo and development. There are
several reasons for this. Firstly, revenue frorarimational tourists exceeded Bt 470.6
billion or AUD$ 15.69 billion per annum in 2006 (Ba of Thailand 2007), which
equates to approximately 6.0 % of GDP. These déguare predicted to increase
dramatically. According to the World Tourism Orgaation (2001), international

tourists arrived in Thailand is expected to excéeé® million by 2020.

In common with most service industries, customgnlky is an important aspect of
stability and growth within the tourism sector besa maintaining an existing

customer provides several economic benefits. Indeestomer loyalty has become a
key goal for most businesses (Berry & Parasuran@gi;lBowen & Chen 2001),

because researchers agree that retaining existingegeat customers is more
profitable than continually seeking new ones. Redelas found, for example, that
loyal customers purchase more, incur lower margetinsts and spread positive
word-of-mouth communication (Dwyer, Schurr & Oh I9&eicheld & Sasser 1990;

Berry & Parasuraman 1991; Bowen & Chen 2001).

The key to customer loyalty is the development o$ifive relationships (Dwyer,
Schurr & Oh 1987; Morgan & Hunt 1994). Whilst timas been a feature of service

marketing for some time, recent and emerging rebear hospitality studies also



places significant emphasis on host-guest relatiansl the development of

relationships through the provision of genuine litasipy (Lashley 2000).

The importance of developing relationships betwd®msts and guests within
Thailand’s tourism industry was highlighted by theunami that killed over 60,000
people in South and South East Asia in 2004. It besn widely reported, for
example, that repeat visitors were the first tdugmup to return to Thailand after the
incident. There were two major reasons for thissthj, repeat visitors understand the
local environment and are able to assess the isituand risk in a more informed
manner compared with those who have not previoosén to Thailand (TAT 2004).
Tourists who were not familiar with Phuket, for exa@e, cancelled their trips because
they thought that the whole Island of Phuket haghldestroyed. In reality, only 10%
of the island was affected by the Tsunami andwlas understood by those who had
previously visited. Secondly, tourists who hadviwusly visited felt a need to help
and support the locals, particularly in the caseearice providers they knew from
previous holidays (Rittichainuwat 2006). Conseglyentustomer loyalty and the
development of strong and enduring host-guestioelstiips are very important for
Thailand. Moreover, achieving repeat visitation eodf greater prospects as a
beneficial and sustainable tourism industry stratégan expensive promotional
campaigns or discounting. Thus, it is argued, tha¢nsure long-term viability and
economic growth for Thailand’s tourist industryeté is a need to better understand

how to generate and maintain customer loyalty.

It is now recognised that Thai tourist destinaticare vulnerable to unforeseen

situations that can leave the tourism industry r&ag risk. However, Thailand is



fortunate in having several geographically dispgra@d unique tourism regions,
though few are as well-known internationally as ltuand Pattaya. Strategies that
assist the retention of customers and the promatidrhailand as a tourist destination
through positive word-of-mouth communication aldteothe capacity to assist with

the promotion and development of these less welknresorts.

Dwyer, Schurr and Oh (1987) assert that every costdias the potential to generate
repeat business for a firm. Consequently, there lheen many attempts over the past
two decades to identify the factors that can ireedavels of customer loyalty. In the
1980s, it was thought that the major determinarustomer loyalty was satisfaction.
At that time, a large body of work focusing on fhgrovement of service quality
pointed the way to higher levels of customer satisbn. In hindsight, the
proposition that providing high levels of servicaatity gain the highest level of
customer loyalty is now viewed as being poorly gmed. Zeithaml, Berry and
Parasuraman (1996) have noted that during the 1880/ business executives
appeared willing to trust their intuition and conted resources to improving
customer satisfaction levels with no apparent dataupport the link between this
strategy and customer loyalty. Recently, publisheskarch has noted that customer
satisfaction does not always lead to customer tgyd@owen & Shoemaker 2003;
Mattila 2001). These research publications show ttea concept of customer loyalty
is more complex than was originally thought. laigparadox that loyal customers do
not always repurchase, and, equally, those whoegoirchase are not necessarily
loyal customers (Mattila 2001). Mattila’s contemtis consistent with the American

Customer Satisfaction Index (ACSI), which cautitimst ‘customer satisfaction has a



positive effect on loyalty, but the magnitude ohttheffect varies greatly across

companies and industries’ (American Customer Satigfn Index 2005).

Since it was first noted that customer satisfactioes not always lead to customer
loyalty, considerable research has attempted kahig gap in knowledge. Various
models have identified a number of antecedentseatral to the discovery of the
actions that increase customer loyaltyere is wide consensus among researchers
that customers need to commit to a relationship aifirm in order to establish their
loyalty. As a result, identifying the factors that fostee tthevelopment of a buyer-
seller relationship has become a key theme in taketing literature. The common
factors in relationship development proposed byviptes researchers are: trust
(Croshy, Evans & Deborah 1990; Morgan & Hunt 1984horman, Zaltman &
Deshpande 1992; Ball, Coehall & Machas 2004), cdmemnt (Morgan & Hunt 1994;
Moorman, Zaltman & Deshpande 1992; Verhoef 2008nraunication (Anderson &
Weitz 1989) and reputation (Anderson & Weitz 19B8ll, Coehall & Machas 2004).
Of these, trust and commitment stand out in maogies because they have been
recognized as important variables that lead toadtling business relationship (Dwyer,
Schurr & Oh 1987; Morgan & Hunt 1994; Moorman, Asdin & Deshpande 1992;

Beloucif, Donaldson & Kazanci 2004).

Most researchers agree that trust and commitmerteatral elements of a successful
relationship and a considerable number of studs® Isought to establish how trust
and commitment influences the development of bsgdler relationships (Morgan &
Hunt 1994; Bowen & Shoemaker 2003). Trust is defias ‘... a belief by a person in

the integrity of another individual’ (Larzeiere & uston 1980, p.595), whilst



commitment is ‘...an enduring desire to maintain &ied relationship’ (Moorman,
Zaltman & Deshpande 1992, p.316). As a resuls, ftaquently argued that customers
will stay with a provider to whom they are comnuktéut before they can commit to

any relationship they have to have a feeling ddtttawards their business partners.

Morgan and Hunt (1994) were the first to proposs thust and commitment are the
key ingredients of a successful relationship. Tmeadel of relationship marketing
identifies trust and commitment as the key mediptiariables of the model, and they
also assert that five key constructs need to beidered in order to achieve customer
loyalty. These constructs are termination costitiomship benefits, shared value,
communication and opportunistic behaviour, whick discussed later under the
heading “Key Mediating Variable model”’. These cousts are then fully explained
in the literature review which is presented in Gbapl'wo. However, it should be
noted at this point that these five constructssasaithe development of trust and

commitment, and that trust and commitment, in turfiyence customer loyalty.

A major focus of this study is to identify crossinaal differences in the

development of trust and commitment between custemeThai resort hotels and
resort hotel operators. This will be achieved bynparing the attitudes of resort
guests from Australia and Thailand. Specificallye fpresent research will evaluate
how Australian and Thai resort guests perceiveirtiportance of the antecedents of

trust and commitment as predictors of customerltipya

An understanding of the essential differences betweultures, particularly those

between the East and the West, has the potentigdén up new issues of research in



hospitality. There is a need to more comprehengivelderstand the relationship
between trust and commitment, and the developmeidyalty in an international

tourism context that involves quite different cudtsi in a host and guest relationship.

1.2 Problem statement

The development of a host-guest relationship imogszcultural context necessarily
involves cultural understanding. According to Reggr and Turner (2003), the major
cause of misunderstanding between local hostsraachational tourists results from

cultural differences. They further argue that thegrée of cultural differences
between hosts and tourists varies from very litilextreme difference€€onway and

Swift (2000), for example, claim that the cultudifferences between Western hosts

and Western tourists are considered to be relgtivedignificant, whilst there are
significant differences between Asian hosts and té/astourists (and vice versa)

They assert that the greater the difference betweemost and tourist cultures, the
greater time and effort required to develop sudaésslationships (Conway & Swift
2000). One of the reasons for this is that indigidufrom distinct cultures have
perceptions of the appropriate way to develop aathtain relationships. Interactions
between local hosts and international tourists frav@ry different cultural
backgrounds are less likely to become successfieksirthe hosts understand those
differences and are able to adjust their servicevipion in a manner that is

acceptable to, and valued by, international tosirist

The capacity of individuals to adjust to other gtds is essential to the effective
operation of international business and may benddfias intercultural competence.

Francis (1991, p.408) notes that ‘... similarity wdhd to more liking but only when



cooperation is expected’. In a service contextpeoation between service providers
and customers plays an important part in creatimgeanorable service experience.
As a result, an international resort operator wigho provide an appropriate service
experience, and establish and maintain good raktips with international guests,
needs to ensure that service staff interact withrimational guests in a culturally

sensitive manner (Reisinger & Turner 2003).

To identify cultural sensitivity, it is importantot distinguish specific cultural
differences between service providers and thegrinational guests. In the present
investigation, a relationship marketing model ispyed to identify the variables
that influence development of relationships betw&bkai resort hosts and their local

and international (Australian) guests.

As indicated earlier, current thinking (Dwyer, Soh& Oh 1987; Morgan & Hunt
1994) is that the formation of a relationship bedgwservice providers and customers
is the key to ensuring high levels of customer lgy®ue to the growing global focus
of tourism provision, it is appropriate to undenstathe implications of culture on
host-guest relationship development. However, sietaionship marketing was first
introduced in 1983 and despite considerable reBearo the development of
relationships within various business contexts,shalies have been conducted into
the development of relationships between localiserproviders and international
tourists within a hospitality context. It is theaention of this research to contribute to
an understanding of this knowledge gap. This wdldchieved by determining the
importance of the various antecedents of trustcamimitment among Australian and

Thai tourists. Indeed, it will increase the undamsling between Thai service



providers and both local (Thais) and internatioffadstralian) tourists so that both

group of tourists are effectively catered for.

1.3 Resear ch questions and objectives

The aim of this research is to explore the devekpmnof host-guest relationships
within the hospitality industry in a cross-nationadntext. More specifically, it
investigates the influence of culture on the dgwalent of trust and commitment,
which are known as the major ingredients of sudaéseglationships, in service
encounters between Thai resort operators and teufiem both Australia and
Thailand. The study provides a better understandihghe differences between
Australian and Thai guests so that hospitality ftess in Thailand can better manage
the host-guest relationship and fashion their serdelivery in a manner that engages
customers in an ongoing relationship. In particutis study aims to answer the
research question: What are the differences betwestralian and Thai resort guests
in terms of the development of trust, commitmemii @ngoing relationships with

Thai resort operators?

RQ1: Do Australian and Thai tourists have similar hgsest experiences during

their holiday?

RQ2: Do each of the five antecedents have a similgachon the development of
successful host-guest relationships (characterisgdhigh levels of trust and

commitment) for both Australian and Thai tourists?



In order to answer these specific research questite Key Mediating Variables
(KMV) model of relationship marketing proposed byigan and Hunt (1994) was
employed as a starting point. This model was usaddasure the importance of each
antecedent of trust and commitment. A number ofucal dimensions proposed by
various cross-cultural researchers (Argyle 1984dt H#66, 1973; Hampden-Turner &
Trompenaars 1993; Hall & Hall 1987; Hofstede 198ickhohn & Strodtbeck 1961;
Maznevski 1994; Schein 1992; Stewart 1971; Trompen&984, 1993; Trompenaars
& Hampden-Turner 2002) are then used to explaindiferences that were found
between Australian and Thai resort tourists indbetext of relationship development

and ultimately customer loyalty.

1.4 Significance and anticipated outcomes

Thailand’s resort sector has benefited from strang stable international tourist
demand. In addition to the physical attractionsTékiland’s coastal resorts, the
relationship between hosts and guests has a positipact on tourism demand.
Notwithstanding, this observation, tourism is sdlifragile industry, where external
factors can suddenly lead to a reduction in dem@mhsequently, it is essential to
develop a strategy that encourages a strong neddip between tourists and Thai
resort operators. This in turn will encourage répesatation as well as positive word-
of-mouth communication, which will assist in devalng sustainable tourism

demand.

The importance of customer loyalty and the develepnof relationships between
hosts and guests within the Thai tourism industag been highlighted by the

devastating Tsunami that recently impacted the rAstgion. Several tourism resorts



were adversely affected, including Phuket, leawvimg local tourism industry with a
diminished tourism product. However, Thailand istdoate in that several other
attractive destinations were left virtually untoadh Effective marketing strategies are
required to promote these destinations if Thailetb continue to attract tourists.
Strategies that assist in the retention of custeraad the promotion of Thailand as a
tourist destination through positive word-of-mogtihmmunication can assist with this
goal. It is hoped that the results of the prestrdyswill assist Thai resort operators to
develop stronger host-guest relationships that idd to repeat visitation, and the

promotion of Thai resorts through positive worchaduth communication.

1.5 Study L ocation

The proposed study was conducted in Thailand toaimbthe cross-cultural

perspectives of tourists holidaying on Samui Islabdta were collected from 600
resort guests using self-administered questionnaifbe sample consisted of equal
numbers of Thai and Australian tourists who stageldoliday resorts in Samui Island,

Thailand over the period January to February 2005.

Samui Island is the third largest island in Thadlamd is located in the Southern part
of the country. It is a complete resort destinatlat comprises several beaches and a
large number of tourist attractions. The major beacare Chaweng beach, Mae Nam
beach and Lamai beach. In 2006, the accommodasiableshment on Samui Island
attracted more than 755,766 international guest&T(T2006). This generated
approximately 13,146.36 million baht or AUD$ 438.2iillion in revenue, a

significant income level for this region.
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Figure 1.1: Location of study area
Sour ce: http://www.maps-thailand.com

Samui Island was chosen as a site for data calledat the present study for several

reasons. First, it is one of the major destinatimmsnternational tourists in Thailand.

Secondly, Samui Island is also a major attractmndbmestic Thai tourists who can

easily fly or drive to the island. For many Thautists, Samui has a somewhat

different sub cultural attraction and many Thai &uwfopean based attractions that are

different to other parts of Thailand. These aticanxst are significantly resort based but

also include natural attractions. In 2006, 84,3afhestic tourists travelled to Samui

Island. Domestic Thai tourists provide a strongté&as cultural comparison to the

Western tourists within the context of host-guesationships. Thirdly, Samui Island

is an isolated island where the majority of peaqene purely for holiday purposes.

This means that the guests at the island resortimar@ position to develop a

relationship with resort operators and staff. Tisign important issue because in a
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previous study that also looked at relationshipedtgyment in business hotels (Bowen
& Shoemaker 2003), there was a subtle differen¢bahbusiness hotel guests do not
always choose where they stay. Instead a busindsssiness relationship is
developed between the company that the guest worksind the business hotel. In
the present study, guests are the formal arbitetheir destination — therefore

relationship marketing becomes a central conceresufrt management.
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Figure 1.2: International tourist arrivals at accommodatiomabbshment in Samui

Island during year 2001 — 2005 (Top five natiomedit
Sour ce: Tourism Authority of Thailand (TAT)

Australian tourists were selected as the represemtaf Western tourists in the
present research for several reasons. Firstly,rAliest tourist arrival numbers have
shown strong growth in tourist arrivals during fhest five years (see Figure 1.2).
Secondly, Australian tourists were the third latgg®up of international tourists to
arrive on Samui Island over the same period. Rin#lustralian tourists provide a
potential ongoing market for Samui Island becabeg tequire less time to travel to
the island when compared to other countries thae l&hown strong demand for
holidays at Samui Island, for example, GermanytaedJnited Kingdom. According

to the TAT (2006), Samui Island welcomed more tB4rl45 Australian tourists in

2005, a 10.68% increase compared with the preweas One of the reasons for this
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increase was that Samui Island served as an dherrdestination for international
tourists, who shifted their holidays from the Andamcoast (Phuket) where the

Tsunami struck in 2004.

1.6 Contribution to knowledge

This study provides a significant contribution tawokvledge in terms of the theory and

practice of relationship marketing. It explores ss-mational differences between

customer perceptions of the role of the five ardeoés of trust and commitment in a

resort setting. This, in turn, can provide resoainagement and relevant government
agencies in Thailand with a new perspective on howuild loyalty between local

resort operators and international tourists.

1.7 Introduction to the conceptual framework

The major goal of relationship marketing is to dudustomer loyalty (Bowen &
Shoemaker 2003). However, in order to gain custdoyaity, businesses (in this case
resorts) need to develop a relationship betweehange partners (guests) to reach
the commitment phase, which is a phase where thbag@ge partners commit to a
relationship (Scanzoni 1979). One of the most parprdlationship marketing models
is the Key Mediating Variable (KMV) model first gvosed by Morgan and Hunt
(1994) that has subsequently been used successfuthany relationship marketing
studies across a variety of disciplines (each efgtudy will be fully discussed in

Chapter Four).

The proposed conceptual model for this study igpeathfrom the KMV model first

proposed by Morgan and Hunt (1994). The model i established and previous
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replications have used the Key Mediating Variabledel to measure relationship
benefits in a cross-national context. Metric eglémnce of the constructs contained in
the KMV model has been established by these mé&osequently, the KMV model
is used as a starting point to establish a hosstgedationship development model in
a resort context. This will be fully explained irh&pter Four, which provides full

details on how the conceptual framework was deslop

Termination costs (-

Commitmen Customer loyalt
Relationship benefits ( 7y

Two positive outcomes:
1. Repurchase
2. Positive word-of-
mouth
communication

Shared values (

Communication (+

Opportunistic behaviours)

Figure 1.3: Conceptual framework

Source: Adapted from Morgan and Hunt (1994).

Figure 1.3 presents a diagram of the proposed tatalcmodel for relationship
marketing, including the determinants of trust andhmitment, the influence of trust
and commitment and customer loyalty, which is apeeked outcome from the
establishment of a relationship (each of the cotsceyll be fully explained in
Chapter Two). As indicated in Figure 1.3, trust @aadhmitment are considered to be
central to relationship development. Five antecedare proposed in the KMV model
that influence trust and commitment. Terminatiostsand relationship benefits lead

to a high level of commitment. Shared values prepdsitive influence on both trust
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and commitment. Communication increases the leveltrast. Opportunistic

behaviour decreases the level of trust.

Given the cultural differences between Australiand Thais, it was proposed that the
significance of the five antecedents of relatiopsimarketing may differ across
different cultural groups. Moreover, it should beted that the influence of shared
values on trust and commitment might not be obvious cross-national service
context. This study highlights these differencesl @novides recommendations in

relation to the development of trust and commitnient hai resort operators.

1.8 Thesis outline

As shown in Figure 1.4, the thesis is divided intoe chapters. The explanations of
how each chapter contributes to the understandimgsearch questions are presented

as follows:

Relationship marketing is the marketing philosoptmat aims to enhance and
maintain an existing customer. Since its firstadiiction in 1983 (Berry 1983), the
philosophy of relationship marketing has been widatlopted by many service
businesses, which in turn lead to customer loyb#goming a major aim of those
organisations. Although the aim is clear, the rdadards customer loyalty is
somewhat far from agreeme@hapter Two investigates the argument surrounding
the philosophy of relationship marketing includitige concept of customer loyalty
and the findings of previous studies focusing onséh aspects of relationship
marketing that are relevant to the research questin particular, this chapter

demonstrates how these concepts relate to thetigaBsn of the influence of trust
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and commitment in service encounters such as ttiedetake place between Thai

resort operators and Australian tourists.

Culture is referred to as “a collective programmirighe mind” because it has a great
influence on how people think or behave. In thiglgt culture was thought to have an
impact on the development of host-guest relatiggshvithin a hospitality context.
Chapter Three explains the concept of culture and explores theowa cultural
dimensions proposed by leading cross-cultural rebeas. Those cultural dimensions
are then employed to explain the differences batw&gstralian and Thai cultures
that can have an influence on host-guest interactmd eventually on the
development of host-guest relationships in a habfyit context, so that a deeper
understanding of Australian and Thai respondentwsiean be provided when

discussing the implications of this study.

The KMV model of relationship marketing proposedMgrgan and Hunt (1994) was
used as a starting model for the current investgdbr several reasons. One is that it
has been widely used by many researchers acrossiyarontexts. Chapter Four
discusses how the KMV model was used in the pakichwin turn provides a
theoretical background for the present researamempplying the KMV model in

investigating the development of host-guest refetigps in a resort context.

The validity of any research depends greatly ongunaity of data used in the study,

and a well-planned data collection procedure i®ms for ensuring high quality

data.Chapter Five explains how the research was conducted.
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I ntr oduction

Chapter One

A

Relationship Marketing

Chapter Two

A

Culture

Chapter Three

Conceptual Framework

Chapter Four

A

Research design and

methodology
Chanpter Five

A

Descriptive analysis

Chapter Six

A

Principal Component analysis

Chapter Seven

A

Structural Equation M odelling

Chapter Eight

A

Conclusion

Chapter Nine

Chapter Six presents the results of the descriptive analysisiwiill then be used to

assist the inferential analysis outlined in thdofwing two chapters. Three descriptive

analysis techniques are used including frequenolegn and standard deviations and

Mann-Whitney U tests to summarise the data frontralian and Thai respondents.

Although this study adapts an existing model usegrevious studies (Morgan &

Hunt 1994), it does not employ the same questioand?rincipal component analysis

is conducted in order to regroup the variablesnffiadl studies including the study of
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Morgan and Hunt) before undertaking further analyssing Structural equation
modelling. Chapter Seven provides the results from the principal component

analysis.

The factors identified by the principal componemtalgsis (PCA) discussed in
Chapter Seven, are further analysedChapter Eight using the Structural equation
modelling technique that is one of the most effectstatistical techniques for
examining relationships between constructs. Chageht investigates these
relationships between relationship quality (trusd acommitment) and customer

loyalty.

Chapter Nine provides a summary of findings and a conclusiomtteu, it highlights
how the current study provides a contribution towledge and the implications for
hospitality and tourism practitioners and policykaa. This chapter also outlines the

limitations of the study as well as providing recoendations for further research.
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Chapter Two
Relationship Marketing

2.1 Introduction

This chapter reviews the findings of previous stadfocused on the concepts
surrounding relationship marketing, especially thtdsat are relevant to the research
guestions presented in this thesis. In particulas, chapter demonstrates how these
concepts are related to the investigation intoirflaence of trust and commitment in

service encounters such as those that take pldeeedre Thai resort operators and

Australian tourists.

2.2 Customer loyalty

Customer loyalty is an important aspect of serypg®vision because it is argued that
retaining existing customers generates more prdfan attracting new ones
(Reichheld & Detrick 2003; Reichheld & Schefter QD0Consequently, creating
customer loyalty has become a major goal of margmlegses, particularly for those
in the service sector (Bove & Johnson 2000). Thigisn defines customer loyalty,
explains how customer loyalty has been perceivethenpast, and presents current

thinking on how customer loyalty is achieved.

In the past, customer loyalty has been manifesyetthd act of repurchase. However,
recent studies show that not every customer wharchpses a service is genuinely
loyal to the firm (Dick & Basu 1994; Jones & Sas$665). Dick and Basu (1994),

for example, classify loyal customers into fourgye according to their attitudes and

behaviours. These groups have characteristics idedcas loyalty, latent loyalty,
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spurious loyalty and no loyalty. Of the four grouisere are only two types, loyalty
and spurious loyalty that are associated with lhegkls of repurchase. The distinction
between loyalty and spurious loyalty is that loyadt associated with a strong positive
attitude toward a firm, whilst spurious loyaltyassociated with a weak, but positive
attitude toward a firm. Moreover, Jones and Sag#95) assert that loyalty can also
be classified into four categories according to leheel of satisfaction, loyalty and
repurchase intention. These categories are loyalkfector, mercenary and hostage.
Jones and Sasser (1995) assert that only two gadupstomers repurchase, they are:
loyalists and hostages. The distinction betweemtiethat a loyalist is a customer
who wants to be in a relationship, whereas a hestag customer who has little
option because there are barriers to exiting, @mdams in the relationship despite
levels of dissatisfaction with the goods or sersipeovided. In other words, loyalists
see the relationship as valuable and wish to maitke relationship, while hostages
are unhappy but trapped in the relationship and rapéivated to get out of the

relationship as soon as they have a chance.

In summary, Dick and Basu (1994) and Jones anceE5&5395) report that not every
customer who repurchases is truly loyal towardsfitme. True loyal customers are
those who repurchase whilst having a positiveustéittowards the firm. More recent
work by Bowen and Chen (2001), which focuses orestigating the relationship
between customer satisfaction and customer loyalty hotel context, has identified
true loyalty to consist of two simultaneous dimenst repurchase intention and
positive word-of-mouth communication. Since thiedis is conducted within a resort
hotel context that is very similar to the contekBowen and Chen’s (2001) study,

their concept of customer loyalty is followed clysi this thesis.

20



2.3 Service quality, customer satisfaction and customer |oyalty

The concepts of service quality, customer satigfacand customer loyalty have
permeated the marketing literature for some consle time. Over the last twenty
years in particular, there has been a large bodywofk concerned with the
improvement of service quality in order to ensurehigh level of customer
satisfaction. This is because, traditionally, costo satisfaction is proposed to be a
major determinant of customer loyalty (Cardozo l9B&rasuraman, Zeithaml &
Berry 1985). Consequently, providing high levelssefvice quality in order to gain
the highest level of customer satisfaction is thug be the most important goal for
many businesses (Parasuraman, Zeithaml & Berry;1R8f&hheld & Sasser 1990;
Zeithaml, Parasuraman & Berry 1990). However, moeeently a number of
academics and practitioners report that customedisfaetion is a complex
phenomenon that might not always lead to custoayaitly (Bloemer & Ruyter 1999;

Fornell 1992; Jones & Sasser 1995; Lee, Lee & F&0R1; Reichheld 1993;
Reichheld & Teal 1996; Yi & La 2004Y his section aims to explore the link between

customer satisfaction and customer loyalty withiblghed academic work.

According to Oliver and DeSarbo (1988), the custosaisfaction paradigm began
with the work of Cardozo in 1965. Cardozo (1965)sveanong the first to propose
that customer satisfaction leads to customer Igyaltd as a result he advised that
marketers should pay more attention to uncoverimg determinants of customer
satisfaction. In his article, Cardozo (1965) pragsothat customer effort (meaning the
amount of effort a customer has to expend to acmepsrchase a service or product)
together with customer expectations have a majtweince on levels of customer

satisfaction. Whilst Cardozo’s proposal to increasstomer effort by making it more
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difficult for customers to buy a product or servinghe hope of increasing customer
satisfaction is not the most practical thing to dspecially in a highly competitive
market, many researchers support his later proposaterning the link between
customer expectations and customer satisfactionagBeman, Zeithaml & Berry

1988; Zeithaml, Parasuraman & Berry 1990).

Anderson (1973) was the first to propose a systemey of measuring customer
satisfaction. Prior to his work, customer satigtativas measured by simply asking a
straight-forward question such as ‘generally spagkivhat kind of a job do you think
the manufacturer is doing in giving you the kindpobducts you want?’ (Peckham
1963, p.26). Anderson (1973) argued that levelsustomer satisfaction are very
much dependent on what customers expect from aeegpwovider or employee. He
indicated that dissatisfaction occurs when thera thisparity between expectations
and actual performance, suggesting that serviceidqes can easily ensure high
levels of customer satisfaction by providing seegidhat meet or exceed customer
expectations. However, in practice, providing slesf service that meets or exceeds
customer expectations is far from simple, becabseetare many factors that might
influence performance. Parasuraman, Zeithaml andyBgL985), for example,
identify four factors or gaps that can create paligy between customer expectations
and their perceptions of service quality. The fgsip is the customer expectation-
management perception gap. Most managers feethiptknow what their customers
want and this may not be correct. Consequentig, ihore than likely that managers
fail to provide service that meet customers expicts, which in turn has a negative
impact on the evaluation of service quality. Theosel gap is the management

perception-service quality specification gap. Somes$, managers are aware of what
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customers expect from them, but fail to establish dervice specification to ensure
that those expectations are met due to other fstarh as limitation of resources and
market conditions. The third gap is the serviceliguapecification — service delivery
gap. This gap occurs when the guidelines about tmwerform the service are
available, but the service personnel are unablegpddorm according to those
guidelines. The fourth gap is the service delivergxternal communications gap.
Although external communications such as advegisie a powerful marketing tool,
exaggerated messages in advertising could createssixe expectation on how
services will be delivered, which in turn can letwl customer dissatisfaction.
Parasuraman, Zeithaml and Berry (1985) suggestadftthese four gaps are closed,

the gap between expected service and perceivettseavil be bridged.

Of the four gaps listed above, bridging the gapwben customer expectations and
management perceptions is the most complicatecbrdowy to Payne (1995), service
is a very subjective concept and therefore, verghmiepends on the perspective of
the beholder. As a result, it can be difficult fobanagement to recognise that there is a
gap between their perceptions and those of thetoowers. Moreover, the concept of
customer expectation is influenced by many exterfators including prior
experiences and occupation (Davis, Stone & Lockwb®@@8). Consequently, it can
be extremely difficult for service providers to idi¢y and understand exactly what

customers expect from their service providers.

The dimensions of service as well as the charatiesiof the service environment are

many and varied. In an effort to identify the mmlay between these factors and to

make the concept of customer expectation more nealdeg, Parasuraman, Zeithaml
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and Berry (1988) introduced the SERVQUAL instrumdittis is a research-based set
of general expectations that customers have towdelr service provider.
SERVQUAL consists of five dimensions that involneetcore features of service
provision. These dimensions are represented bytidihg reliability, responsiveness,
assurance and empathlarasuraman, Zeithaml and Berry (1988) proposetl tha
meeting or exceeding customer expectations in eathese key areas can improve
customer satisfaction. According to Berry and Rama®an (1991, p.16), these

dimensions are defined as:

(i) Reliability The ability to perform the promisedervice
dependably and accurately.

(i) Tangibles The appearance of physical facsitiequipment,
personnel and communications materials.

(i) Responsiveness The willingness to help custienand to provide
prompt service.

(iv) Assurance The knowledge and courtesy of engdgyand
their ability to convey trust and confidence.

(v) Empathy The provision of caring, individualizetkention

to customers.

Though there are criticisms regarding the use &\ 3BUAL (Cronin & Taylor 1992,
1994), it can be argued that the introduction oRSBRUAL changed the face of the
service industry. This is because it identifies ey component of service quality
allowing management to recognise gaps in their iserdelivery. In turn, this
presents the opportunity to achieve consistentdeveservice, thus making customer
satisfaction more achievable. For some considertatbke SERVQUAL was the only
model available to assist in delivering high levefsservice quality, and the five
components of the model became the most populategly for competing in a service
environment, especially where a high level of cotipp& was evident. Although

SERVQUAL was grounded in the philosophy that retjran existing customer is
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essential for business sustainability, it is nowognised that satisfaction alone may

not be enough to gain an edge on competitors.

Since the publication of the SERVQUAL model, custo satisfaction and service
guality have been thought to be the most effeaierminants of customer loyalty.
However, recently there are a number of publishadiss supporting the view that
customer satisfaction does not always lead to mestdoyalty, and examples of this
work includes that by Fornell (1992), Jones ands&agl995), Bloemer and Ruyter
(1999), and Yi and La (2004). Fornell (1992) poimigt that the link between
customer satisfaction and loyalty can vary fromustdy to industry. He explains that
each industry experiences different market conastiand that these conditions can
have a moderating impact on the link between custogatisfaction and customer
loyalty. Jones and Sasser (1995) also advocatevidwg advising that the effect of
customer satisfaction on customer loyalty in a lyigtompetitive industry, where a
lot of substitutes are available in the market &inel costs of switching to those
substitutes or “switching costs” are low, seeméoneaker than other industry sectors
where the competition is low and switching costs high. Bloemer and Ruyter
(1999, p.315) also assert that the link betweenooer satisfaction and customer
loyalty can be moderated by positive emotions thestomers hold towards the firm
especially in a high-involvement service settingeweh ‘the service delivery takes
place over an extended period of time and actigtocoer participation occurd¥ore
recently,Yi and La (2004) have proposed that the link betwagstomer satisfaction
and customer loyalty can be different among varigusups of customers. They

suggest that the strong link between customerfaetisn and customer loyalty can
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only be found in a group of what they term “higlydtiy customers” and not in a

group of “low loyalty customers”.

Since a considerable amount of credible evidendates that satisfaction does not
always lead to loyalty, relationship marketing asbers have turned their attention
to other determinants that provide more promisiagults in improving customer
loyalty (Berman 2005; Bowen & Shoemaker 2003; Chiralag 2006; MacMillan et
al. 2005; Morgan & Hunt 1994; Oliver & Rust 1997tterson 1997). Consequently,
there are two schools of thought each proposing determinants of customer

loyalty.

The first school of thought consists of those whalidve that customer delight
provides a promising result in improving the levelsustomer loyalty. Proponents of
this view (Berman 2005; Oliver & Rust 1997; Patbersl997) argue that simply
satisfying customers is not enough to retain custespand they propose that unless a
customer is delighted (which is a feeling of paesitsurprise) they are unwillingly to

become a loyal customer.

The second school of thought consists of those bdieve that simply providing a
higher level of satisfaction, or customer deligiagnnot in itself ensure a high level of
customer loyalty. Proponents of this view argued thestomers may choose another
service provider for a variety of exogenous reasapat from not being satisfied or
delighted. Researchers who belong to this schoothotight suggest that many
customers have many other reasons for defecting &oan dissatisfaction. They

suggest that the only things that can prevent custe from switching to an
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alternative provider is a state of relationshipliu&eing created between the service
provider and customer (Kotler 1999). According toorgan and Hunt (1994),
relationship quality is characterised by high Isvedf trust and commitment.
Consequently, this school of thought commonly dsgéat trust and commitment are
the key ingredients of customer loyalty (Bowen &o8maker 2003; Chu & Fang

2006; MacMillan et al. 2005; Morgan & Hunt 1994).

In summary, the link between customer satisfacéina customer loyalty has been in
the spotlight for some considerable time. It is remgepted that customer satisfaction
does not always lead to customer loyalty. The mnemdor this observation, that are
somewhat anti-intuitive, are not clear. Of the tsatools of thought that have arisen
in this regard, it is the second approach (progp#at trust and commitment has a

significant influence on customer loyalty) thatrfar the basis of this study.

2.4 Development of therelationship marketing paradigm

Although there is some evidence to show that tlaetme of relationship marketing
has been used by middle-eastern businessmen fog soma (Gronroos 1994), the
amount of published research on relationship mamggdiegan to increase only after
Berry formally introduced the concept in 1983. Ptio this time, several researchers
were reporting that academics and practitioners raitl pay enough attention to

retaining existing customers (Ryans & Wittink 19%¢hneider 1980).

In 1983, Berry (1983, p.25) defined relationship rkeéing as ‘... attracting,
maintaining and — in multi-service organizationsrthancing customer relationships’.

He stated that relationship marketing is esseftiadvery service firm suggesting that
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relationship marketing is most applicable for firthat expect to have more than one
business transaction with their customers. His vassumes that the consumer has
control over the buying decision and that thereaher alternatives available in the
market. Consequently, it is important for theseviser firms to not only be able to

attract new customers but also able to retainiegisines.

A major focus of relationship marketing has beea telivery of high levels of
service quality. In his early work, Berry made dry clear that service quality was a
key component of relationship marketing, both is frst article on relationship
marketing and his later publications (Parasurardaithaml| & Berry 1985, 1988). In
his first article in 1983, Berry presented five aoan relationship marketing practices
used in a service industry. These practices inckrtgiring high quality of services
that customers pay for (core service strategy)pikgethe history of the specific
needs of each customer in order to customise tivecedo meet those specific needs
(relationship customisation), providing special veees that are not available
elsewhere (service augmentation), providing dist®and special deals (relationship
pricing) and creating a pleasant workplace for eygés because satisfied employees

commonly provide a better service to customerg(inal marketing).

It can be noted that most of the strategies predelny Berry (1983) are designed to
lead to only one outcome; that is, delivering sewjuality. Since then improving
service quality seems to appear in almost everlglapublished by Berry and his
colleagues. As a result, service quality becameast ikesirable topic for relationship

marketing researchers throughout the 1980s.
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In the latter period of the 1980s, however, refagidp marketing entered a new
phase. The introduction of the buyer-seller retatiup developed into a complex
process, the components of which were proposedvioyeD) Schurr and Oh in 1987.

These authors were the first to actually describe helationships between buyers
and sellers are developed. At the heart of thiskweas the inclusion of the five

phases of relationship development from a sociathamge context, including

awareness, exploration, expansion, commitment @&wmbldtion (Scanzoni 1979) that
are used to explain relationship development withbbusiness context. Their process
of relationship development is very broad, but méhedess provides the foundation
for the majority of relationship marketing publicats that have emerged since that

time.

2.5 M odelling successful relationships

Since the publication of Dwyer, Schurr and Oh’sittiehship development framework
in 1987, several models of relationship developntente been proposed to assist
those wishing to develop business relationshipse Timodels considered were
developed by Anderson and Weitz (1989), Crosby,nEvand Cowles (1990),
Anderson and Narus (1990), Moorman, Zaltman anchpesde (1992), Morgan and
Hunt (1994), Wetzels, Ruyter and Birgenlen (19983rbarino and Johnson (1999)
and Bove and Johnson (2000). In the analyses belmvcontext of each model is

described, and its applicability to resort tourisrarketing evaluated.
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2.5.1 Relationship development between manufacturers and members of
conventional purchase channels (Anderson & Weitz 1989)

Anderson and Weitz (1989) examined the relationstigvelopment between
manufacturers and members of conventional purcbhaanels. The relationship in
this context is quite different from many buyerlsefelationships in that the sellers
(manufacturers) are more powerful than the buyEhe main purpose of Anderson
and Weitz's (1989) study is to examine the factbwst can ensure a harmonious

continuity of this relationship.

Negative
reputation
Support Power
Providec imbalanc
Goal A
ccnaruenc Perceived
.| continuity of
Ageof »| relationship
relationshil
Cultural 'y
similaritv
\ A 4
Perceived Communicatio Stake
competenc

Figure 2.1: Determinants of continuity in conventional industhannel dyads
Sour ce: Anderson and Weitz (1989, p.311)

The major elements of this model are continuitystrand communication. Continuity
was proposed to be the result of increased trudtcammunication between the
exchange partners. Other factors included in thedehovere the proposed
determinants of these three major elements, theisg:lthe level ofupport provided
since high levels of support provided to channeinimers can lead to an increase in

trust;goal congruenceas exchange partners that have an agreemenganizational
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goals are likely to show more trust in their partneultural similarity, because
exchange partners who come from a similar cultibatkground are likely to
inherently have higher levels of trust and commaitian towards their partners;
perceived competencikased on the idea that how well the exchange@arperform
can increase communicatioage of the relationshjpsince the longevity of the
relationship is thought to increase the level obty communication and continuity;
negative reputation because the level of trust and continuity de@gawhen
manufacturers have a reputation for being unfaayver imbalancewhere trust and
continuity decrease when manufacturers exercise ploaver to control a channel
member; and personatakes since communication and continuity increase when

channel members perceive themselves to be an iergartember in the relationship.

Although the aim of Anderson and Weitz’' (1989) miodeas to represent the factors
important to the continuity of a relationship, whimight be argued as being related
to the concept of customer loyalty in a servicetegty many of the factors proposed
in their model (including support provided, goahgouence, power imbalance and
stakes) are too specific to the industrial contexte generally useful. As a result, it is
considered that their model would not provide afuldeasis upon which to explain

the development of host-guest relationships inrace context.

2.5.2 Relationship development between life insurance customers and personal
sellers (Crosby, Evan & Cowles 1990)

Crosby, Evan and Cowles (1990) investigated thecalents and consequences of
relationship quality between life insurance custmvand personal sellers. The buyer-

seller relationship in this context is consideratbifferent from the relationship in an
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industrial setting as presented by Anderson andtaAMdi989), in that the more
powerful member in this context is the buyer, whichhis case is the life insurance

customer.

Similarity Relational selling

behaviour

Service
domain
expertise

\4

Relationship
quality

Anticipation of
futureinteractiol

Sales
effectivenes

Figure 2.2: Relationship quality model
Sour ce: Crosby, Evan and Cowles (1990, p.69)

Moreover, this relationship is not a working parghgp. An insurance agent who sells
life insurance to a customer commonly becomes tiséomer’s only contact through
the life of the insurance policy. Therefore, theelepment of a relationship between
a life insurance agent and a customer is far mopoitant than the development of

an insurance company and a customer.

In this model, relationship quality, which is a ddonensional construct, consists of
trust and satisfaction that are proposed to be atiedi constructs between three
antecedents and two consequences of relationshadityqu This implies that

relationship quality between personal sellers aifel ihsurance customers helps

increase sales effectiveness and the anticipatiofutare interaction. However, to
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increase the level of relationship quality, pers¢aedlers should have a high degree of
similarity with customerssfmilarity), a high degree of expertise in what they are
selling Gervice domain expertisend, finally, the sellers should also behave in a
manner that enhances and maintains their interpakscelationship with their

customersrglational selling behaviours

It can be argued that this model would have somportant limitations when
attempting to explain the relationship betweensonteand its guest. One limitation
arises from the way the model has been developeadxfdain a one-on-one
relationship between a salesperson and custonsgiyadion that is not critical in the
resort industry. Moreover, whilst this model hagmesed with some success in the
relatively limited relationship between an insumragent and a buyer, the limited
nature of the interaction does not allow a detagledugh perspective to be developed.
Hence, the antecedents of relationship quality @sed by these authors are not as
comprehensive as the relationship development raquaeposed by other researchers
such as Morgan and Hunt (1994), Garbarino and &whi($999) and Bove and

Johnson (2000).

2.5.3 Relationship marketing between manufacturers and distributors (Anderson

& Narus 1990)

In a similar approach to that of Anderson and WE¢Iitg89), a model of the working

partnership between a manufacturer and distribwis proposed by Anderson and
Narus (1990) in order to explain the developmena dliyer-seller relationship in an
industrial context. The major goal of Anderson adwadrus’ (1990) model was to

ensure sustainable satisfaction in the workingneaship between exchange partners
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that is thought to lead to a long-term continuatadrthe relationship between the

manufacturer and distributor.

Influence
) over partner
Relative dependen P firm
Influence
by partner
. firm
Cooperatio
Communicatio » Trusl
Functionality
conflict
Conflict
Outcomes given S
comparison leve »| Satisfactiol

Figure 2.3: Model of manufacturer and distributor working pertships
Sour ce: Anderson and Narus (1990, p.44)

As indicated in Figure 2.3, Anderson and Narus ()98uggest that the level of
satisfaction in a working partnership can be diyeicifluenced by four factors. These
factors areinfluence over partner firminfluence by partner firmcooperation,
conflictandoutcomes given comparison leveddthough Anderson and Narus (1990)
agree with the previous researchers (Anderson &2a\MVE989) that communication
increases trust, trust and communication are ramight to play an important role in
improving the level of satisfaction because theyrat have a direct impact on
satisfaction. In the formulation of Anderson and'ida(1990), it appears that trust can

only influence satisfaction indirectly though cooggen and functional conflict.
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The Anderson and Narus’ (1990) model is considdcedbe less suitable for the
current investigation for several reasons. As noeetdl earlier in the discussion of the
Anderson and Weitz' (1989) model, this model cargatonstructs that can only be
applied in an industrial context, including relatigependence, influence over partner
firm, influence by partner firm, outcomes given gaarison levels and cooperation.
Moreover, satisfaction, that is the focal consegeeof this model, is thought to be a
less desirable outcome of relationship developmeat service context, because the
link between satisfaction and customer loyaltyhsught to be weak in a hospitality
context. Consequently, the Anderson and Narus’ @L99odel is not considered

applicable to the resort context.

2.5.4 Relationship development between researchers and the user of research
(Moorman, Zaltman & Deshpande 1992)

From an organisational perspective, long-term iatahips between providers and
users of market research can provide competitivartdges to the firm. For example,
a short-term relationship between researchers asélarch users means that firms
have to hire a new researcher every time they teafurther investigate issues within
their organisation. One of the problems arisingrirthe hiring of new researchers,
who have less experience with the firm, is thatytlee likely to have less
understanding about the nature of the firm andetfioee are unlikely to produce the
most effective information. Moreover, users commoriéel reluctant to use
information provided by such researchers. Consdte¢he development of a long-
term relationship between researchers and us#neught to be an important factor in

ensuring the effective utilisation of research infation.
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According to Figure 2.4, there are four determimsanftutilisation of market research
information. These determinants auser trust in researchemperceived quality of
interactions researcher involvement activitiesdcommitment to relationshigirust
is proposed to be the most influential constructhis model. This is because it
provides a positive influence on the utilizationroérket research information both
directly and indirectly. It also indicates that gvdink proposed in this model is

moderated by individual differences and organisetiaifferences.
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Figure 2.4: Model of relationship between providers and usérsarket research
Sour ce: Moorman, Zaltman and Deshpande (1992, p.316)

The model proposed by Moorman, Zaltman and Deslgpdid92) is the least
comprehensive model of those presented in thisosedtloreover, the utilisation of
market research information, which is the focalcoute of this model, is not

applicable to a resort context. Consequently, rifaglel will not be used in this thesis.
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2.5.5 Relationship development between automobile suppliers and dealers

(Morgan & Hunt 1994)

Acquiescenc

- Propensity to leay:
- Commitmen .-

T Cooperatio
L TRUSE

» Functional conict

Uncertaint

Figure 2.5: The KMV model of relationship marketing
Sour ce: Morgan and Hunt (1994, p.22)

Morgan and Hunt (1994) developed the key mediatiagables (KMV) model in
order to explain the development of relationshigpbMeen tire manufacturers and

dealers.

These authors proposed trust and commitment thvdeéey mediating variables of
their relationship marketing model describing teeelopment of relationship quality.
This means that the quality of a relationship betwan exchange partner can be
perceived as high only when an individual trustd ancommitted to a relationship
with their partners. Consequently, it is importdat the supplier, who seeks to
develop such relationships with their dealers, tovide whatever is necessary to
ensure a high level of trust and commitment. Inrtivedel, Morgan and Hunt (1994)
propose five constructs as the major antecedentglafionship quality (trust and
commitment). These are termination costs, relatipndenefits, shared values,

communication and opportunistic behaviour. Morgad &lunt (1994) also indicate
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that relationship quality between the suppliers #meir dealers will lead to five
outcomes including higlacquiescencelow propensity to leavehigh cooperation
high functional conflictand lowuncertainty Several links presented in their model
are adopted from other relationship models propdsedhe previous researchers,
including the link between trust and commitment (ivtoan, Zaltman & Deshpande
1992), the link between shared values and trusti¢fson & Weitz 1989) and the link

between communication and trust (Anderson & Na@g0)

Despite the fact that the KMV model was developedan industrial context, it
contains constructs that are very broad, whichumm &llow this model to be easily
adjusted to other contexts. Moreover, the KMV mddes a high degree of validity
due to the fact that it has been used as a stamodel by several later researchers
including Zineldin and Jonsson (2000), Friman., l@gr Millet, Mattsson and
Johnston (2002), Cote and Latham (2003), BowenShrmemaker (2003), MacMillan
et al. (2005) and Li, Browne and Wetherbe (200&) Tomplete discussion of how
these later researchers applied the KMV model @i tbtudies will be presented in

Chapter Four. Furthermore, the KMV model is mormprehensive than most others.

2.5.6 The relationship development between a manufacturer and an industrial
customer (Wetzels, Ruyter & Birgelen 1998)

Wetzels, Ruyter and Birgelen (1998) investigate@ tielationship between a
manufacturer and an industrial customer in the Buffice equipment industry.
There are three mediating variables between thecadéents andhtention to stay
including satisfaction affective commitmentand calculative commitment The

antecedents artechnical quality functional quality trust benevolencerust honest
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anddependenceAlthough there are five exogenous constructsughed in the model,

they only cover three major determinants of sattgfa and commitment including

service quality (technical quality and functionaladjty), trust toward an exchange

partner (trust benevolence and trust honesty) apermtience.

Technical
quality
Functional
quality
Trust
benevolenc

Affective
commitmen

Intention to
stay

Calculative
commitmen

Figure 2.6: Model of relationship development between the effiequipment

manufacturer and its industrial customer
Sour ce: Wetzels, Ruyter and Birgelen (1998, p.413)

In the hospitality industry, the link between sision and intention to stay is found

to be relatively weak. Therefore, it would be inagpiate to adapt a model that

proposes satisfaction as a determinant of intertbostay, as part of explaining the

host-guest relationship in a resort context.
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2.5.7 Relationship development between a theatre company and a customer
(Garbarino & Johnson 1999)

Garbarino and Johnson (1999) examined relatiordéyelopment between a theatre
company and customers. The relationship betweemaege partners in this context is
quite different from those discussed previouslytlasre is no direct interaction
between service provider (actor) and customer.Kdrtle hospitality industry, where
service staff personally communicate with guestsngua service encounter, actors
provide the service by performing on the stageewiistomers enjoy the show from a
distance. The lack of interpersonal interactionweein service provider and
customers are an explanation of why the anteceddmtdationship quality are quite
different from what has been proposed by the previstudies presented in this

section.

Overall
satisfaction

Future
interactions

Theatre
attitudes

Figure 2.7. Model of relationship development between a theatmpany and

customer
Sour ce: Garbarino and Johnson (1999, p.74)
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Similar to many relationship marketing research&arbarino and Johnson (1999)
agree with Morgan and Hunt (1994) who propose thet and commitment are the
mediating variables in their relationship developmmemodel. However, the
determinants of trust and commitment proposed irb&@mo and Johnson’s (1999)
model are different from those previously proposgdMorgan and Hunt (1994).
These determinants aaetor satisfactionactor familiarity, play attitudesandtheatre

attitudes Every determinant is proposed to have a posithfience on trust,

commitment and satisfaction whilst only trust andmenitment lead to future

interaction.

Despite the fact that the focal outcome proposethé Garbarino and Johnson’s
(1999) model is a desirable outcome for our sttitly,set of determinants included in
their model (although relevant to a service contaxt not as comprehensive as those
proposed by Morgan and Hunt (1994). Moreover, tidependent constructs included
in the Garbarino and Johnson (1999) model are pegific to a theatre context and
cannot be adapted to suit a resort context. Coeselyuthe Garbarino and Johnson

(1999) model is not used as a starting model mttiesis.

2.5.8 Relationship development between a customer and a service worker in
professional and personal service context (Bove & Johnson 2000)

Bove and Johnson (2000) investigated the relatipnbetween a customer and
service worker in professional and personal serea#exts such as hairdressing and
law. In these contexts, customers usually haveamene contact with one or two
service workers and most of the time they prefebdoserved by the same service

worker every time they consume services.
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This model consists of five antecedents that leadustomer relationship strength
with service workers on a one-on-one basis or sévergular workers. The
antecedents angerceived benefits derived from the service woniadationship age
service contact intensitycustomer’'s perceived riskcustomer’s interpersonal
orientation andservice worker’'s customer orientati@s perceived by the customer.
However, it should be noted that only relationskipength with multiple service
workers has a direct impact on true loyalty tofthm, whilst the relationship strength
with one service worker can lead to true loyaltyotlgh personal loyalty to that

service worker.

Perceived benefits
derived from
service worker

Personal
loyalty to
service
worker

Relationship
age

Service

contact Customer One service worker

intensity relationship

strength Multiple service
/ with: workers
Customer’s
. A

perceived
risk \ Y

True loyalty
to service
firm

Customer’s
interpersonal
orientation

Service worker's
customer orientation*

* As perceived by the custon

Figure 2.8: The customer-service worker relationship model
Sour ce: Bove and Johnson (2000, p. 493)
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According to Bove and Johnson (2000), the custeseevice worker relationship
model is more suitable for professional and pers@eavice businesses, where
customers frequently interact with the same serwioeker every time they contact
the service firm. Although the Bove and JohnsonO@Omodel is arguably
comprehensive in explaining relationship developn®iween service workers and
customers, it is quite limited in the investigatioh the relationships in a resort
context. Therefore, this model is not sufficiento® used as a starting model for the
present investigation. Moreover, in contrast toKiMV model that is widely used as

a starting model in various studies, this modelreger been tested and does not have

any research based on empirical data analysis.

Of the models presented in this section, the KMVdeioprovides a systematic,
rational approach to relationship marketing redeaithis model was chosen to
provide the original basis of the conceptual framewfor this study for several
compelling reasons. These are (i) the KMV modelthe most comprehensive
relationship marketing model when compared witheotéxisting models, (ii) the
KMV model is an improved version of many previousdals, (iii) the KMV model

has been widely used in many analytical studiesvd@o& Shoemaker 2003; Cote &
Latham 2003; Friman et al. 2002; MacMillan et &03; Morgan & Hunt 1994) and
(iv) the KMV model has been shown to be valid irsexvice context within the
hospitality industry (Bowen & Shoemaker 2003). Test section will provide details

of the manner in which the KMV model has been irdaggd in to previous studies.
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2.6 The KMV model of relationship marketing and itsimplications

In the KMV model, Morgan and Hunt (1994) proposattitiust and commitment are
central to successful relationships and, that tlaeeefive antecedents that influence
trust and commitment. These are termination cestionship benefit, shared values,
communication and opportunistic behaviour. Morgawl ddunt (1994) assert that
termination cost, relationship benefit, shared @alland communication are the
antecedents that create a positive impact on tarel commitment, whilst
opportunistic behaviour creates a negative imgaicice its introduction in 1994, the
KMV model has been widely used in many studies saglthose by Friman et al.
(2002), Zineldin and Jonsson (2000), Bowen and Blaser (2003), Cote and

Latham (2003), MacMillan et al. (2005) and Li, Bneavand Wetherbe (2006).

The next sections provide a definition and disarssin each of the components of

the KMV model as a precursor to its use in thislgtu

2.6.1 Termination costs

Termination or switching costs are proposed by Margnd Hunt (1994) to be one of
the most important determinants of relationship wament. This section explains
the concept of termination costs and will identifie link between termination costs

and commitment for an ongoing business relationship

Porter (1980) was among the first to define theceph of termination cost. He
proposed that termination costs are any costsdbetr when customers terminate
their current relationship and secure an altereat& similar definition has been

proposed by subsequent researchers. Klemperer ) Hefines termination costs as
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the ‘... substantial changeover costs of switchingmfra product to one of its
substitutes,” whilst Jones, Mothersbaugh and B€a@@0) describe termination costs
as any costs that make it more difficult or codtly a customer to change service

providers.

There have been many attempts to classify terminaiosts into different categories.
Some researchers see termination costs as ecommsis only (Morgan & Hunt

1994), whilst many researchers agree that theremarey types of termination cost.
For example, Jackson (1985) points out that thexghaee types of termination cost;
psychological, physical and economic; but later kvby Ping (1993) indicates that
there are only two types of termination costs; etoic and psychological. Economic
cost includes a penalty fee that companies changéréaching a condition within a
contract. Psychological costs include social lasshsas losing one’s friendship with
staff. Ping’s classification has now been accepadd used by many services

marketing researchers (Sharma & Patterson 2000).

A substantial body of research has been conductachd the concept of termination
costs with a specific emphasis on the link betweemination costs and commitment
(Jones, Mothersbaugh & Beatty 2000; Klemperer 198%, Lee & Feick 2001,

Morgan & Hunt 1994; Patterson & Smith 2003; Pin@3,9Sharma & Patterson 2000;
Yang & Peterson 2004). In most studies, terminaosts are recognised as an
important tool that a company uses in order to t&ua price war. It has been used
successfully in many industries, especially in higbompetitive industries where

products/services are almost identical, for exampisurance and mobile phone

services. Harris, Schulenburg and Graf (1991) foilwad an insurer used termination

45



costs to prevent its customers from ending themtraet with the company. This was
a clear example of a company using this strateggstablish itself as a monopoly
power. Similar patterns were found in many studiés mobile phone services. For
example, Lee, Lee and Feick (2001) found that memstomers stay with their

current mobile phone service company because thenation costs are high.

Although termination costs have been repeatedlprted to have a positive impact
on customer intention to stay, because it encosragstomers to think twice before
they switch for a more attractive alternative,ststill questionable whether or not
termination costs should be used as a means oflogvg a relationship. Many
researchers assert that high termination costsecreare harm than good, especially
economic termination costs such as cancellatioralges. There is considerable
evidence to indicate that many dissatisfied custenaee locked into relationships,
because they have to endure very high cancelldtes if they leave their current
providers (Klemperer 1987; Ping 1983). Pattersah&mith (2003, p.107) advise that
this type of retention behaviour has given rise¢h identification of a new type of
customer loyalty, known as *“captive loyalty”, whidhey describe as the least
acceptable form of customer loyalty. This type @ydlty is also defined as false
loyalty where customers are locked into a relatigmsrather than genuinely
committed to it (Yang & Peterson 2004). These awgth.805) argue that while
‘dissatisfied customers are likely to maintain Ibess relationships with existing
service providers and resist the dissolution ofreHationship’ in order to avoid high
termination costs, these customers might see theessas hostages and are likely to

defect to alternative service providers as socamaspportunity becomes available.
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In summary, it is clear that termination costs t@na useful instrument to retain
existing customers even when the satisfaction levédss than ideal. However, it is
considered dangerous for service providers to peycthat they have a healthy
relationship with their captive customers or “hgstsl, as many will defect to another
provider at the first opportunity. As a result,eavsce provider should not rely solely
on termination costs to retain customers, and dhggests that some benefits should
be provided during a service encounter in ordeensure that customers consider
themselves to be in a happy and healthy relatipnsghithe next section, the impact of

relationship benefits on commitment is discussed.

2.6.2 Relationship benefits

Relationship benefits are proposed by Morgan andt KlL894) to be one of the three
determinants of relationship commitment. This settexplains the concept of
relationship benefits, and explores how relatiopdbenefits can increase levels of

commitment.

According to Gwinner, Gremler and Bitner (1998,02), relationship benefits can be
defined as ‘those benefits customers receive framg-term relationships above and
beyond the core service performance (e.g. reduogckty as opposed to on-time
package delivery)’. Obviously, it can be arguedt ttias kind of benefit is only
available to long-term customers, as a reward &@ndloyal to the firm (Gwinner,
Gremler & Bitner 1998). The importance of relatibipsbenefits has increased since
the marketplace has become more competitive. laytsdcompetitive environment it
is widely agreed that providing functional beneits. core services) is not enough to

retain existing customers and that firms need tovige relationship benefits to
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distinguish themselves from other providers. Refehip benefits are thought to
provide substantial competitive advantages forrmsses. For example, Morgan and
Hunt (1994) assert that customers normally go $eraice provider who will provide
them with special benefits. Relationship benefitskencommitting to a relationship
more valuable. Gwinner, Gremler and Bitner (1998tommend that service
providers build loyalty strategies around relatlupsbenefits because there is a strong
link between relationship benefits and commitmeticlw in turn lead to loyalty.
Bowen and Shoemaker (2003, p.36) state that ‘focustomer to enter into a
relationship, the relationship must provide valoe that customer’. This means that
once relationship benefits are presented, custoarersnore likely to increase their
intention to stay in the relationship. Relationshenefits are suggested to be amongst
the most important motivators for customers to nemrelationships with service
providers (Patterson & Smith 2001). In Morgan anctbs (1994) study, the concept
of relationship benefits is perceived as one-dinaerad and to only concern economic
benefits provided to customers by their supplielewever, the more recent study by
Gwinner, Gremler and Bitner (1998), which is moervee-oriented, argues that
there are three types of relationship benefits liseservice providers to reward their
loyal customers. These are confidence benefitsalsbenefits and special treatment

benefits (Gwinner, Gremler & Bitner 1998).

Confidence benefits are ‘the reduction of uncettain transactions and the increase
in realistic expectations for the service encountéen & Gwinner 2003, p.485).
These benefits are especially important for serbicgnesses, where a product cannot
be seen, touched, or tasted prior to consumptidren\éxtrapolated to the context of

the present investigation, this means that by téwsthe same resort, guests can be
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confident about the quality of services they willceive, which reduces their

perception of the risks involved during service@mnaers.

Social benefits are ‘... the emotional aspects ddti@hships and focus on personal
recognition of customers by employees and the dpwe¢nt of friendships between
customers and employees’ (Yen & Gwinner 2003, p.4Bbgeneral, customers who
develop a friendship with service staff are likaéty feel committed to a service
provider. Friendships between customers and sestafé are likely to develop more
often in an extended service encounter, rather thaimg a brief encounter. Resort
service encounters are often extended, becauseresost guests are holiday seekers
who normally spend more time enjoying themselvesiwia resort compared to, for
example, business travellers. In this context,ftnenation of relationships between
guests and staff are more likely to be developethimvia resort context than in

business hotels.

Special treatment benefits involve both economi @her customisation advantages.
These benefits include privileges received by l@ystomers when contracting with a
service provider. This treatment makes customee$ rigore important than other

guests, and encourages them to become committée service provider. In a resort
context, a loyalty program has become one of thetmommon ways used to repay
loyal customers. This approach provides frequestatuers with a special price as
well as special treatment from the resort. For gamit takes frequent customers less
time to check in, and they are more likely to reeetomplimentary items from the

resort.
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Although each type of relationship benefit has bfeemd to have a positive impact
on customer loyalty, in previous studies (Gwinr@remler & Bitner 1998; Hennig-
Thurau, Gwinner & Gremler 2002), some relationshgnefits have been found to
have a greater impact on commitment than othersin®r, Gremler and Bitner
(1998) suggest several factors that account fas, timcluding the nature of the

business and the characteristics of the customers.

Some researchers have found that different typeselationship benefits have a
greater or lesser impact on commitment, dependimghe nature of the service
encounter. For example, Yen and Gwinner (2003) daihat, in contexts where there
is less direct contact between customers and svafly confidence benefits and
special treatment benefits have a significant irhmac customer loyalty. Gwinner,
Gremler and Bitner (1998) further find that so@ald special treatment benefits are
more or less influential depending on the typeestice. They suggest that social and
special treatment benefits are likely to be muchremimportant in high employee-
customer contact service encounters, rather thdownemployee-customer contact
operations such as online shopping. It should bedhtihat service encounters within a
resort context are an extended encounter, where thea high degree of employee-
customer contact. Consequently, social and spteiaiment benefits are expected to

play an important part in influencing commitment.

Other researchers find that, not only does thereatfithe service encounter impact
the effect of each relationship benefit on committnéhe nationality of customers
can also have an impact on how customers percdieeirhportance of each

relationship benefit on commitment. Patterson amitt§(2001), for example, found
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that people from different cultures put differemghases on relationship benefits. In
their study they adapted the survey instrument bge@winner, Gremler and Bitner
(1998) in order to identify how US and Thai custosneespectively value each type
of relationship benefit. They point out that coefite benefits are found to have the
strongest impact on commitment in the USA, whilesal treatment benefits are

found to have the strongest impact on commitmeittiailand.

In summary, relationship benefits can be concejstelas providing customers with
rewards for their loyalty. Relationship benefitsndae classified into three different
categories: confidence benefits, social benefits gpecial treatment benefits. It has
been found that each category of relationship bieha$s an impact on commitment,
depending on the nature of the service encoursewedl as the cultural background

of customers.

2.6.3 Shared values

The concept of shared values is the only constnutte KMV model that is proposed
to be an antecedent of both trust and commitmemt 3ection aims to explain the
concept of shared values, and explore how sharkaraluvalues can lead to a higher
level of both trust and commitment. According ton@ay and Swift (2000), ‘the
higher the level of psychic distance, the gredtertime and effort required to develop
successful relationships’ (p.1391). This highlightse fact that relationship
development between people who share the samesviallikely to be easier than the
development of relationships between those whoadsimare the same values. It has
also been found that the differences in values @mans between customers and

service providers can also lead to misunderstandiming service encounters, which
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in turn can lead to unhappy customers and frustragevice providers (Cushner &

Brislin 1996).

The concept of shared values has been found todhpesitive impact on relationship
development. A number of previous studies link stawalues and relationship
development. Researchers have found that sharedsvaln lead to many elements
that influence successful relationships such asdikFrancis 1991), attraction, better
communication (Anderson & Weitz 1989), trust (DwyBchurr & Oh 1987; Morgan
& Hunt 1994) and commitment (Dwyer, Schurr & Oh I9&lorgan & Hunt 1994).
However, the main emphasis of this thesis is tdlight the importance of shared
values between resort guests and their serviceidmesy as a major determinant of

both trust and commitment.

Extending the proposition of Dwyer, Schurr and Off887) research, Morgan and
Hunt (1994) conducted an empirical study that cardithe positive links between
shared values and the development of both trustcamdmitment. In their study,

Morgan and Hunt (1994, p.25) define shared values..a the extent to which

partners have beliefs in common about what behasjogoals, and policies are
important or unimportant, appropriate or inappraf@i and right or wrong’. They
emphasise the importance of shared ethical valseanaantecedent of trust and
commitment. Indeed, they have found that buyers péreeive their suppliers share
the same ethical values are likely to have highesttas well as higher commitment
toward suppliers. Researchers who adopt the KMVehbdve repeatedly concluded
that shared values between exchange partners pravighositive impact on the

development of trust and commitment (MacMillan &t2005; Mukherjee & Nath
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2003). MacMillan et al. (2005) have found that semanagers who are responsible
for funding decisions are likely to have higherstrand commitment towards non-
profit organisations (NPOs) when they believe that NPOs share the same values,
for example, the beliefs about the way staff shobé&l treated. In their study,
Mukherjee and Nath (2003) found that customersvaree likely to trust and commit

to banks that share values such as ethics, secamiyprivacy as their customers.

There is some evidence that shared cultural vaha®& a similar impact on the
development of trust between exchange parties.eikample, Anderson and Weitz
(1989) found that shared cultural values (or caltwimilarity) encourage higher
levels of trust toward an exchange partner. Arnmgfrand Yee (2001) have also
found that similarity in cultural values is a veirgportant determinant of trust for
both Chinese ethnic industrial buyers and selierglalaysia. In line with Armstrong
and Yee (2001), Golesorkhi (2006), also found thdtural similarity has a positive
impact on judgements of trustworthiness. This isalee, according to Golesorkhi
(2006), ‘... judgements of trustworthiness are prémecultural misunderstanding’
(p-206). He explains that cultural misunderstandmag a negative impact on the
development of trust, whilst cultural similaritysha positive impact on the judgement
of trustworthiness. Accordingly, it can be arguédttpeople are likely to trust an
exchange partner with whom they share a cultunalilaiity, rather than those
exchange partners whom they find hold differenttusal values to them, mainly
because there are less likely to be cultural miststdndings. Consequently, it could
be argued that customers are likely to trust tlwal service providers, more than
international service providers. Although GolesarkP006) asserts a strong link

between cultural similarity and the judgement ofstrworthiness, he also notes that
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the impact of cultural similarity on the judgemaeittrustworthiness can be more or
less important depending on the culture of thasg@®r For example, in a collectivist
society it is very important for an exchange partoebe recognised as a member of
an in-group in order to gain trust (Holmes & Tangitavy 1995). A higher degree of
similarity leads to a higher level of trust. Foraexple, friends and family gain more
trust than a person from the same country and sopdrom the same country gains
more trust than a person from a different courttigwever, this logic does not always
play out in the same way in an individualist sogi®here people do not make a great
distinction between in-groups and out-groups. lohssocieties, people commonly
trust people due to other factors rather than dggek of similarity. Consequently, the
effect of similarity on the judgement of trustwaniss in collectivist societies is
likely to be greater than in individualist socistid=rom that perspective, it can be
argued that shared values might have less impa¢h@rdevelopment of trust and

commitment between Thai tourists and Thai servioeigders.

Despite the fact that a positive link between stharglues and the development of
trust and commitment has been found in many stud@grevious study has found a
link between shared cultural values and commitmeiatwever, it is arguable that
shared cultural values provide the same impact hendevelopment of trust and
commitment as other types of shared values. Acngrth Hofstede (1980), culture
can be defined as ‘... the collective programming tbé human mind that
distinguishes the members of one human group flereet of another’ (p.24). From
this perspective, it can be noted that all humdonegare rooted in culture, because
values can be greatly influenced by culture (Halst@980). Previous studies have

found that culture has a strong influence on maspeets of values. For example, it
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has been found that the differences in work valoemd in IBM workers are the
result of differences in national cultures (Hof&€lB80). Moreover, Bartels (1967)
has also found that culture has a significant ihpacethical values. Since ethics can
be defined as a standard of what should be petaiseight or wrong, it can be noted
that people from different societies might havefedént ethical standards due to
cultural differences (Bartels 1967). In other worehical values that are acceptable
in one society might not be accepted in anothenmteBa contention has been
supported by many business ethics researcherexXaonple, Sims (2006) found that
there are significant differences in ethical valbesween respondents from Jamaica
and other countries, including those who come figmael, South Africa and the
USA. Sims’ study found that people who share theesaultural values commonly
share other values as well. Since sharing the sameal values is proven to have a
positive impact on the development of trust and mament, and that sharing the
same cultural values can also mean sharing the stnoal values, it is arguable that
customers who share the same cultural values asstwice providers, are likely to

have higher levels of trust and commitment towhasdrt.

In summary, it may be concluded that the concepthafed values has been linked to
many elements of successful relationships. In Vindn Morgan and Hunt’s (1994)
previous study, this thesis emphasises the impoetanf shared values as a
determinant of trust and commitment and that shameltural values provide a

positive impact on both trust and commitment.
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2.6.4 Communication

Communication refers to ‘... the formal as well a®imal sharing of meaningful and
timely information between [partners] (AndersonNarus 1990, p.44). This section
aims to explore the link between communication &odt with specific emphasis on

service provider-customer interaction.

Communication is hypothesised to be “the esseghisd” for relationships that holds

the partners together (Mohr & Nevin 1990). It igqeved to be one of the most
important ingredients for the development of bussnelationships (Dwyer, Schurr &

Oh 1987; Morgan & Hunt 1994). Indeed, Dwyer, Schamd Oh (1987) assert that
people only want to commit to relationships witlopke that have the same opinion or
share the same goal, and it is important for therknow about their future partner

before committing to the relationship. They sugdbat communication plays a very
important role in helping both parties to decideetiler or not they want to continue
to the next stage of the relationship, because aftgeries of communications both
partners will have a better understanding of eattiers wants, issues, inputs and
priorities. Dwyer, Schurr and Oh (1987) contendt tbammunication is essential

when a relationship is in an exploratory stage, re/Hmth parties have less idea of
who they are dealing with. They explain that insthearly stages ‘... relationship is
very fragile in the sense that minimal investment anterdependence make for

simple termination’ (Dwyer, Schurr & Oh 1987, p.16)

A large body of previous research has found comoation to be a pre-requisite of

trust in various contexts including online bank{#glamson, Chan & Handford 2003;

Mukherjee & Nath 2003), the automobile industry fen & Hunt 1994) and the
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wood industry (Zineldin & Jonsson 2000). It is sagigd that exchange partners must
be communicated with within a timely, meaningfubamliable manner for them to

trust another party (Morgan & Hunt 1994; Mukherg@lath 2003).

Though the link between communication and truttésmain emphasis in this section
of the literature review, it is important to ackrledge that there are also some studies
that identify a link between communication and catmmant (Sharma & Patterson
1999; Zineldin & Jonsson 2000). Sharma and Patte(3099), for example, were
among the first researchers to document the linkwéen communication and
relationship commitment. The results of their stusyveal that not only does
communication have a direct impact on trust, alrébat is consistent with previous
research (Morgan & Hunt 1994), but it also hasraalimpact on commitment. They
argue that frequent and effective communicatiorh mak only help service providers
reduce perceived risk among their customers, thairin creates trust, but, over time
it can also create a bond between service providads their customers, which
subsequently leads to relationship commitment. Theint out that the linkage
between communication and relationship commitment\ary depending on the ‘...
recurring interaction between [service providersd arustomers], the risk and
uncertainties involved, as well as the complex meatof the service’ (Sharma &
Patterson 1999, p.158). In concurrence with ShamebPatterson (1999), Zineldin &
Jonsson (2000) also found that communication, mostfough fax and phone,
between suppliers and dealers within the Swedistdwodustry led to greater trust

and commitment.
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A number of service marketing researchers also rtepo the virtues of effective
communication within a service context. For exam@eithaml, Parasuraman and
Berry (1990) argue that communication can be usesthépe customers’ expectations.
They point out that effective communication wilaéeto higher levels of satisfaction,
while faulty communication such as overpromisingselling, advertising and other
company’s communication, will lead to higher levels customer dissatisfaction.
Consequently, they assert that it is importantsénvice providers to ensure that they
communicate the right message that gives a copieittre of what would be provided
during a service encounter as a means of preventigfomers from being
dissatisfied. Moreover, Sharma and Patterson (1898¢rt that communication can
be used to help their customers to overcome tHmdeef uncertainty and risk during
the consumption of a service. They observe thatt reessices have an intangible
dimension, which makes it difficult for service prders to maintain control over
many of the aspects of service provision. As altethere is a lot of uncertainty and
risk involved during service consumption. Consedlyerithey suggest that service
providers need to communicate with their customersorder to help them to
overcome their feeling of uncertainty and the fefarisk (Sharma & Patterson 1999).
Furthermore, Lovelock, Patterson & Walker (2004)uggest that “good
communication” that is, empathy, responsiveness prmtiuct knowledge, helps
service providers to create a better understanthigiyveen themselves and their
customers. Moreover, communication also conveyséneice providers’ willingness
to provide the best service to their customersclvim turn leads customers to believe
that their service providers will behave in a manthat reflects the best interests of
their customers. As a result, customers tend tol@ve any occasional mistakes that

may occur during a service encounter.
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In summary, communication has been hypothesiseanaisnportant ingredient for
successful relationships. Whilst some researclhars found that communication also
leads to trust alone, there are others who fourat tommunication leads to
commitment as well as trust. After conducting a poghensive review of literature, it
can be noted that, despite a large body of workammunication in service contexts,
minimal hospitality related research has been cotedu around the concept of

communication.

2.6.5 Opportunistic behaviours
Opportunistic behaviour is proposed to have a megamnpact on trust. This section
aims to explain the concept of opportunistic betvaniand explore how opportunistic

behaviour can decrease levels of trust betweewnmess and service providers.

The most widely quoted definition of opportunisnpiesented by Williamson (1975).
He defines opportunism as ‘... self-interest segkirth guile’ (Williamson 1975,

p.6). This definition suggests that the essenagppbrtunistic behaviour is the notion
of guile. The term guile has been explained asglehaviours that involve ‘... lying,

stealing, cheating and calculated efforts to mdledistort, disguise, obfuscate, or
otherwise confuse’ (Williamson 1985, p.47). Frorattherspective, it can be argued
that not every self interest seeking behavioupnisted as opportunistic behaviour. In
other words, people can engage in self-interedtisgdehaviour, but such behaviour
is not always perceived as being opportunistic. édger, Hardy and Magrath (1989)
assert that in most cases opportunistic behavuot an unlawful act, which is an
important point for the conduct of business. Themef when engaging in

opportunistic behaviour opportunistic parties do dicectly break the law or a legal
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contract. Instead they take advantage of or exglwt other party, often using

loopholes in a contract or by behaving in an umathbut nonetheless legal manner.

It has long been known that opportunistic behavibas a negative impact on
business success, because it can be related éatadgal of economic loss (especially
to organisations that have been disadvantaged ébdéhaviour of another party).
Early academic work related to this concept commdatuses on identifying the
factors or potential factors that encourage or gmewpportunistic behaviour, in order
to assist companies to eliminate, reduce, or managertunistic behaviour (Brown,
Dev & Lee 2000; Dani, Backhouse & Burns 2004; Ha&lyMagrath 1989; John
1984; Wathne & Heide 2000). Various factors haveneroposed by researchers that
can be used to prevent an exchange partner froagergin opportunistic behaviour.
These factors are trust (Dani, Backhouse & Burr@p0shared goals (Brown, Dev &
Lee 2000; Dani, Backhouse & Burns 2004), investn{@nbwn, Dev & Lee 2000;

Dani, Backhouse & Burns 2004) and ownership (Broey & Lee 2000).

Current thinking suggests that opportunistic bediavican also be negatively linked
to many elements of successful relationship devedy (Lee, Pae & Wong 2001).
Researchers have found, for example, that oppstiarbehaviour has a negative
impact on loyalty intention (Chiou & Shen 2006dtr (Dwyer, Schurr & Oh 1987;
Hardy & Magrath 1989; Morgan & Hunt 1994) and cotmant (Gutiérrez, Cillan &
Izquierdo 2004). However, the main emphasis of thesis is to explore the link

between opportunistic behaviour and the developrofmtist.
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To date, the research conducted into the relatiprsttween trust and opportunistic
behaviour has been exploratory. Some researcheesfband that trust between the
parties prevents them from behaving in an oppastinimanner. However, other
researchers propose that opportunistic behaviouah@sgative impact on the level of
trust (Friman et al. 2002; MacMillan et al. 2005pidan & Hunt 1994; Mukherjee &
Nath 2003). The latter group of researchers suggstt opportunistic behaviour
prevents an individual from trusting an exchangetnes, and that a lack of
opportunistic behaviour encourages higher levelsust toward an exchange partner.
In other words, people are less likely to trustrtlkechange partners, if they believe
that the exchange partners are likely to engagepportunistic behaviour. There is
considerable evidence to support the propositioat tbpportunistic behaviour
negatively impacts on the development of trust s&rearious business contexts.
These contexts include the automobile industry @4ar& Hunt 1994), international
business-to-business (Friman et al. 2002), nopfofit (MacMillan et al. 2005) and
online banking (Mukherjee & Nath 2003). For exampWorgan and Hunt (1994)
found that buyers who believe that suppliers engagapportunistic behaviour are
less likely to trust those suppliers. Friman et @002) found that a lack of
opportunistic behaviour leads to higher level afstrbetween exchange partners in
international business to business relationshipacMillan et al. (2005) found that
organisational funders are likely to trust not-fofit organisations (NPO) that do not
engage in opportunistic behaviour. Mukherjee andthN&003) found that
opportunistic behaviour of banks such as distortbrnformation and violation of
rules and regulations, has a significant negatiyaaict on trust toward the banks in an
online banking context. When the findings of thesel other previous studies are

considered, it would be expected that opportunisébhaviour would have a similar
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impact on the development of trust within a resmmtext. In other words, resort
guests are likely to feel less trusting of serpoeviders, if they perceive that service
providers engage in, or are likely to engage inoofymistic behaviour. Consequently,

this thesis explores the link between opportunisticaviour and trust.

It can also be argued that the level of opportimisehaviour perceived during an
intercultural service encounter, where hosts aresigucome from different cultural
backgrounds, is likely to be higher than the petioapof levels of opportunistic
behaviour during an intracultural service encountdris is because cultural values
have a strong influence on how people perceive ippistic behaviour. According to
Hofstede (1980), people from different cultural ksrounds usually have different
programming of the mind. This, in turn, stressesirthperceptions in certain
directions, especially in relation to the percaptad what is right or wrong. There are
many researchers who have found that behaviourigha¢rceived as acceptable in
one culture might be perceived as opportunisticamother (Al-Khatib, Vitell &
Rawwas 1997; Babakus et al. 2004; Doney, Cannonuled 1998). For example,
self-interest seeking behaviour is argued to bacaeptable behaviour in individualist
and masculine societies, but not in collectivististes; while Chan, Cheng and Szeto
(2002) found thaguanxi which is defined as ‘...a particularized and peadard
relationship based on reciprocal exchange of fabee, Pae & Wong 2001, p.52),
is acceptable for collectivist societies, but isgeéved as an act of corruption by

individualist societies.

Consequently, it might be argued that guests kedylto be prone to concern about

opportunistic behaviour when dealing with an in&tional service provider who
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comes from a different cultural background to thdimis, in turn, might lead guests
to believe that an international service providerlass trustworthy than a service
provider from their own culture or country, a prepmn that is supported by
Skarmeas (2006) who reports that perceptions obrppism that occur during
interactions between people from different culturesually occurs as a result of
differences in cultural background. This difficuttgn be overcome by being aware of

cultural differences, and using this knowledgeltse the gap between cultures.

In summary, opportunistic behaviour can be defiasdany self-interest seeking
behaviour that allows an individual to take advgetaof an exchange party. In most
cases, this kind of behaviour is not an unlawful lag is perceived to be unethical
and thus leads to a reduction in trust. During m@tercultural service encounter,
service providers can be perceived as engagingoportunistic behaviour simply
because of the cultural differences between semwiogiders and their guesttt is
suggested that the perception of opportunistic Wiebhathat guests have toward their
international service providers can be reduced fproving cultural awareness
among service providers. This, in turn, will incseahe level of trust that guests have

toward the service providers.

2.6.6 Trust
According to Morgan and Hunt (1994), trust is pregd to be one of two key
mediating variables in the KMV model of relationshmarketing. This section

provides a definition and discussion on the conoéptust.
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Trust is defined in the literature in different v8aySome researchers see trust as a
perception of the trusting character of anotheividdal only (Anderson & Narus
1986; Coulter & Coulter 2002; Doney & Cannon 199&rzeiere & Huston 1980;
Schurr & Ozanne 1985), whilst other researchers aadllingness to trust another
person into the definition of trust (Ganesan 199prman, Zaltman & Deshpande

1992).

The first group of researchers argue that trustigsceshen a trusting party perceives
that another party is trustworthy in terms of thategrity (Coulter & Coulter 2002;
Larzeiere & Huston 1980), reliability (Schurr & Quee 1985), credibility (Doney &
Cannon 1997), benevolence (Anderson & Narus 199nel & Cannon 1997),
honesty (Coulter & Coulter 2002), confidentialit@qulter & Coulter 2002) and the

capability to fulfil promises (Singh & SirdeshmuRkd00).

Other researchers (Moorman, Zaltman & Deshpand&)18dggest that a trusting
party also needs to be willing to rely on anothantyfor trust to exist. In other words,
they assert that the trusting party needs to feélevable and uncertain about the
situation in order to feel the need to trust theeotparty. Consequently, this group of
researchers asserts that the definition of trustilshinclude a belief in an exchange

partner’s trustworthiness as well as a willingnessrust on the part of the trusting

party.

Morgan and Hunt (1994), whose definition is onetlod most widely quoted by

relationship marketing researchers, argue thatingitless to trust should be

conceptualised as an outcome of trust rather theluded as a component of the
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definition of trust. In line with Morgan and Hunt994) and other researchers that
belong to the first group (Anderson & Narus 1990ufer & Coulter 2002; Doney &
Cannon 1997; Larzeiere & Huston 1980; Schurr & @eanl985), trust is
conceptualised in this thesis as a belief by artegeest that a service provider (resort
operator) is trustworthy. From a resort guest'sspective, service providers are
perceived to be trustworthy when they keep the mesnthat they have made,
including those presented in brochures and oth@ngptional materials that influence

the purchase decision, or promises made in pengongda service encounter.

Over the years, a considerable amount of marketegarch has been conducted on
the concept of trust. A recent study (Halliday 206dggests that the concept of trust
is proposed to be binary where trust can be cooeéped both as an initiator of
relationships and as a contributor to relationsHipsan be observed that the research
on trust can be divided into two groups dependinghow trust is treated. On one
hand, researchers in the first group commonly $reatist as an initiator of
relationships, usually highlighting the effect aidt on other factors such as customer
satisfaction (Soderlund & Julander 2003) rathen thighlighting the effect of trust on
commitment. On the other hand, researchers in ¢bernsl group commonly treats
trust as a contributor to relationships, usualkgdsting light on how trust can lead to a
higher level of commitment, or other factors, tlmabvide a positive impact on
relationship continuity. Much of the research irsthroup finds trust to be one of the
major determinants of successful relationships bmoththe development of an
interpersonal relationship (Larzeiere & Huston 1988 well as a business
relationship (Anderson & Weitz 1989; Doney & Canndf97; Ganesan 1994,

Morgan & Hunt 1994; Selnes 1998). It has been ofesethat the majority of the
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marketing literature belongs to this group of reskgHalliday 2004) and there are
several issues that can be drawn from a criticaéve of literature on the concept of

trust as a contributor to relationships.

Firstly, the most common purpose of research ostthas been to explore its
antecedents and its consequences. The common dem¢s®r factors that have been
found in previous studies to have an impact ort tawes: shared values (Anderson &
Weitz 1989; Armstrong & Yee 2001; Doney & Cannor®719Johnson & Grayson
2005; MacMillan et al. 2005; Morgan & Hunt 1994; kherjee & Nath 2003;
Zineldin & Jonsson 2000), communication (Adamsomai® & Handford 2003;
Anderson & Weitz 1989; Anderson & Narus 1990; €hes, Alvarez & Martin
2005; Crotts & Andibo 2001; MacMillan et al. 200Morgan & Hunt 1994;
Mukherjee & Nath 2003; Selnes 1998; Zineldin & Jwrs 2000), reputation
(Adamson, Chan & Handford 2003; Casielles, AlvageMartin 2005; Doney &
Cannon 1997; Ganesan 1994; Johnson & Grayson 2005}, in an employee or
salesperson (Casielles, Alvarez & Martin 2005; Bon& Cannon 1997),
opportunistic behaviours, which have a negativeaichpn trust (Armstrong & Yee
2001; Bowen & Shoemaker 2003; MacMillan et al. 200®rgan & Hunt 1994;
Mukherjee & Nath 2003; Zineldin & Jonsson 2000)pestise (Armstrong & Yee
2001; Johnson & Grayson 2005), satisfaction (Cr&t&ndibo 2001; Ganesan 1994,
Garbarino & Johnson 1999; Johnson & Grayson 20Gfssdn & Hyman 2004,
Miyamoto & Rexha 2004; Zineldin & Jonsson 2000) asmtial bonds (Crotts &

Andibo 2001; Zineldin & Jonsson 2000).
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The common consequences of trust are: anticipatidature intentions (Caceres &
Paparoidamis 2007; Garbarino & Johnson 1999; Johds&rayson 2005; Sanzo,
Santos, Vazquez & Alvarez 2003), commitment (Moarméaltman & Deshpande
1992; Morgan & Hunt 1994) and relationship enhareani{Selnes 1998). The main
emphasis of this thesis is to present trust as jarnaeterminant of commitment.
Extensive research shows that there is a strokgblgtween trust and commitment
across different contexts, such as online shopgdidg 2004), online banking
(Mukherjee & Nath 2003), supply chain managemeiu(& Fang 2006) and luxury

hotels (Bowen & Shoemaker 2003).

The KMV model, proposed by Morgan and Hunt (19%lthe most comprehensive
model for relationship marketing because it simétzusly employs three of the most
common antecedents of trust (namely shared valwmsnmunication and
opportunistic behaviours). Since the KMV model basn adopted in this thesis, only
those antecedents that appear in the KMV modelirsieided in the following

discussion.

Research on trust can be divided into two grougsedéing on the nature of the
relationship; there are interpersonal relationshipsliscussed by Larzeiere & Huston
(1980) and business relationships as discusseelationship marketing researchers
such as Dwyer, Schurr and Oh (1987), Moorman, Zaitand Deshpande (1992) and
Morgan & Hunt (1994). There are two types of bussmeelationships. These are

inter-organisation relationships and organisatioistamer relationships.
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This study involves organisation-customer relatos and it makes an important
contribution to the field because few studies h&wsen conducted into the
development of trust between people from differamtural backgrounds. It can be
noted that despite a large amount of research,haas been conducted around the
concept of trust, most of the previous studies veereducted within an intra-cultural
context, where both exchange partners are of thee saultural background. Some
researchers (Doney, Cannon & Mullen 1998) susgwat the development of trust
between people from the same culture might be réifiefrom the development of

trust between people who hold different culturatkgaounds.

In summary, trust can be defined as the guest'®fbtlat a service provider is
trustworthy. Trust has been proposed as a key digne in the development of a
successful relationship. The concept of trust leenldinked to many factors that are
perceived to lead to successful relationships. €gunsntly, many researchers have
proposed several antecedents of trust as a meansldtonship development.
However, few investigations concerning the develepimof trust between people
from different cultural backgrounds have been catelly and the development of
trust between hosts and guests within a hospitabditytext remains unresearched. In
conclusion, despite a large amount of researchrugst, tthere is no study concerning
the development of trust between guests and hagtgéwan intercultural hospitality

context.

2.6.7 Commitment

Along with trust, commitment has been theorisedoéoone of the key mediating

variables for successful relationships (Morgan &tii994). Commitment is thought
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to play an important part in relationship developméccording to Gundlach, Achrol
and Mentzer (1995, p.78), commitment is ‘... an esakmgredient for successful
long-term relationships’. This section explains tbencept of commitment and
explores how commitment can lead to customer lgyatgoal of most successful

service organisations.

Commitment has been conceptualised in a numberiffefreht ways such as an
unwillingness to consider an alternative (Leik &iK.€l977), an action that is
undertaken in order to maintain a relationship (BryySchurr & Oh 1987), and a
desire to maintain a relationship (Bowen & Shoema&®3; Moorman, Zaltman &
Deshpande 1992; Morgan & Hunt 1994). After an eoéel review of literature, it
can be noted that the definition of commitment ps®w by most researchers consists
of two major components. These are a belief thatdéfationship is important and its
consequence, which is a subsequent desire to nmaitita relationship. In other
words, researchers commonly propose that commitnsetite positive feeling that
customers have toward their relationship with aviser provider, which in turn
encourages them to maintain the relationship imttefy. The key to ensuring a high
level of commitment is to assist customers to sealthe importance of their
relationship with a service provider. As a restllere is a need to conduct continual
research in order to determine what factors engeueahigh level of commitment
between the service provider and customers, asamsm® ensure a high level of

customer loyalty.

Commitment has become one of the most popular ssBueelationship marketing

research during the past 20 years, mainly becdgsenairketplace has become more
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competitive. Commitment is perceived to be esskfttisbusiness success (O'Malley
& Prothero 2004) as it helps a company to retaibusiness relationship with its
customers (Dwyer, Schurr & Oh 1987; Garbarino & n¥um 1999; Gummesson
2002; Gundlach, Achrol & Mentzer 1995; Hocutt 1998porman, Zaltman &

Deshpande 1992; Morgan & Hunt 1994). Many reseasctezognise the importance
of commitment as a major determinant of long-teratationships, noting that

commitment along with trust is central to all swsxfal relationships (Bowen &

Shoemaker 2003; Garbarino & Johnson 1999; Morg&tu&t 1994). The importance
of commitment is reinforced by recent studies tiate found that commitment leads
to repurchase intentions, as well as positive wadrthouth communication (Fullerton

2005; Garbarino & Johnson 1999; Sanzo 2003; WetReigter & Birgelen 1998).

Although a large amount of research on commitmefiérs to commitment as a
unitary concept (Bowen & Shoemaker 2003; Moormaaitrdan & Deshpande 1992;
Morgan & Hunt 1994), some researchers see commitragna binary concept
consisting of two dimensions. These are affectieenmitment and continuance
commitment, also called calculative commitment igtbn 2005; Gounaris 2005;
Wetzels, Ruyter & Birgelen 1998). Affective commént can be referred to as ‘... an
affective state of mind an individual or partnes haward a relationship with another
individual or partner’ (Wetzels, Ruyter & Birgeleh998, p.409). Continuance
commitment can be referred to as ‘... the perceivediral constraints that bind the
firm to its partner and not a cognitive consideratof possible future opportunities’

(Gounaris 2005, p.128).
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The researchers, who see commitment as a binagepgrcommonly argue that the
concept of commitment needs to be categorisedtimtodimensions, because each
dimension can be influenced by different factorg] aach can have a different effect
on relationship development (Fullerton 2005; Goisn@005; Wetzels, Ruyter &

Birgelen 1998).

On one hand, affective commitment is a genuinarfgeahat exchange partners have
toward one another. The determinants of this typeammitment should be the
factors that encourage an exchange partner to aieglationship as important, and
thus genuinely encourage them to stay in the oglahip. Examples of those factors
are trust (Dwyer, Schurr & Oh 1987; Moorman, ZakindaDeshpande 1992; Morgan
& Hunt 1994), switching cost (Morgan & Hunt 1994attérson & Smith 2003),
relationship benefits (Patterson & Smith 2001) ahdred values (Morgan & Hunt

1994).

On the other hand, continuance commitment is ngérauine feeling that exchange
partners have toward one another. Customers oayyista relationship because the
cost of terminating the relationship is too higtheTdeterminants of this type of
commitment are expensive penalties that usuallyyappen exchange partners want
to end a relationship, or when there is a lack ofadternative. This kind of
determinant helps a firm trap an exchange partmaniunwanted relationship. It can
be noted that most of the time, the determinards ldad to one type of commitment
will not lead to the alternative. In fact, in maogses the determinants that create a
positive impact on one type of commitment, canter@anegative impact on the other

type of commitment. For example, trust does noy exclusively provide a positive
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impact on affective commitment; it also providesemative impact on continuance
commitment (Gounaris 2005). Morgan and Hunt (19pfsent a link between
economic termination costs and affective commitmAatording to this perspective,
it could be argued that the impact of terminatiomsts on different types of
commitment, can vary depending on the types ofiteaation costs, and on the degree
to which termination costs are applied. On the baed, low termination costs and
psychological termination costs are assumed toigeca positive impact on affective
commitment, because they do not force customestaig but encourage customers to
rethink the positive advantages of being in thatm@hship before terminating the
relationship. On the other hand, high economic teation costs are assumed to lead
to continuance commitment, because it makes custofeel they are trapped in an

unwanted relationship.

Affective commitment and continuance commitment ehadifferent effects on
relationship development. It is argued that affectommitment provides a positive
impact on relationship development, whilst contimeea commitment provides a
negative impact on a relationship (Fullerton 20B86unaris 2005; Wetzels, Ruyter &
Birgelen 1998). Fullerton (2005), for example, otleat affective commitment has a
strong positive impact on both repurchase interdinth advocacy across three service
settings, namely banking services, telecommunioatiservices and grocery retall
services. However, it has been found that contioc@aaommitment not only has a
weak positive impact on repurchase intentions io s8grvice settings, banking and
telecommunication services, but also has a negatipact on repurchase intentions
in grocery service settings. Continuance commitmeas been found to have a

negative impact on advocacy (another term for pa@sitword-of-mouth
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communication) across all service settings. Moregova business-to-business
services, Gounaris (2005) finds that only affectteenmitment can lead to a higher
intention to stay in a relationship with a servigmvider. Furthermore, Wetzel,
Ruyter and Birgelen (1998), find that affective goitment has a stronger positive

impact on intention to stay than continuance commeitt.

An extensive literature review indicates that affec commitment is a dominant
dimension of commitment in most research publicetialealing with relationship

marketing despite the fact that researchers haveeached full agreement on how
commitment should be perceived (unitary or binaHQwever, there is evidence that
most of the relationship marketing researchersn¢liese who perceive commitment
as a unitary concept) use affective commitment perationalise the concept of
commitment (Caceres & Paparoidamis 2007; Garbag&idohnson 1999; Morgan &

Hunt 1994). A number of researchers used affeciremitment measurements when
measuring the concept of commitment in their swidi®r instance, Morgan and Hunt
(1994) measure their commitment concept by adaptimgffective commitment scale
from the work of Allen and Meyer (1990). Secondtymost studies trust is found to
have a positive impact on commitment. As mentioeadier, trust only provides a

positive impact on affective commitment. Since trpvides a negative impact on
continuance commitment, it can be assumed thahaset studies the concept of
commitment referred to, is a form of affective cotment (Fullerton 2005). Thirdly,

many studies commonly propose positive links betweammitment and customer
loyalty in terms of increasing repurchase intentaswell as positive word-of-mouth
communication or advocacy (Caceres & Paparoidaf®y 2Fullerton 2005). Again,

as mentioned earlier, such links can only be trdeerwaffective commitment is
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employed, because only affective commitment has feend to have a strong
positive impact on customer loyalty in both aspépurchase intention and positive
word-of-mouth communication). In contrast, continc& commitment only provides
a weak positive impact on repurchase intentionsrésilts in a negative impact on

positive word-of-mouth communication (Fullerton 300

In summary, the key to the concept of commitmerth# customers need to realise
the importance of their relationship with a servprevider before they will become
committed to the relationship. Researchers have agteed about whether
commitment should be perceived as unitary or bindilyose researcher who see
commitment as a binary concept, suggest that comemit can be categorised into
two categories: affective commitment and contingamommitment. Since only
affective commitment has been found to provide sitp@ impact on relationships in
terms of increasing repurchase intention and p@siuiord-of-month communication,
it can be noted that most of the relationship mamge studies commonly
operationalise commitment as affective commitmdiiterefore, in line with these
previous studies, the concept of commitment in thissis is operationalised as

affective commitment.

2.7 Summary

Although the link between customer satisfaction eamstomer loyalty has been in the
spotlight for some considerable time, an extensaxgew of literature conducted in
this chapter indicates that customer satisfactioasdnot always lead to customer
loyalty. Nowadays, relationship quality is thougtet be the key ingredient of

customer loyalty. As a result, several models d¢dti@nship development have been
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proposed by previous researchers to assist thoskingi to develop business
relationships. Those relationship development nodare reviewed in this chapter
in order to assist the researcher to select theé ammopriate starting model for this
thesis. It was found that the KMV model provideg timost systematic, rational
approach to relationship marketing research ancktiwe was chosen to provide the

original basis of the conceptual framework for thissis.

A comprehensive literature review also highlightbd fact that no previous studies
have been identified that involve hospitality reshan an intercultural context with
regards to the development of customer loyalty froust and commitment. This
reinforces the importance of this study. Howeveaigrpto embracing the research
design it is essential to develop an understandinthe major cultural differences
between Eastern and Western societies that have ideatified in previous cross-
national research. The next chapter provides itsigito the cultural dimensions
proposed by various groups of cross-cultural reseas with particular reference to
Australia and Thailand, and thus provides input ifie development of propositions

that are presented in Chapter Four.
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Chapter Three

Culture

3.1 Introduction

According to Hofstede (1980, p.9), ‘the survivalménkind will depend to a large
extent on the ability of people who think differgnto act together’. Inherent in this
guote is the need to gain insights into the noristleer cultures particularly in the

context of business relationships. In order to wtded the development of host-
guest relationships in a multicultural service amter, the concept of culture and its
influence on the development of relationships nd¢edse clarified. This chapter is an
additional literature review chapter, which aims review the existing cultural

dimensions proposed by previous cross-culturalaresers. In particular, it seeks to
employ those cultural dimensions to identify theltwnal differences between

Australian and Thai guests during a host-guestrast®n so that a deeper
understanding of Australian and Thai respondenwsiean be provided when

discussing the implications of this study.

3.2 Definition of culture

Culture can be defined in a variety of ways depegain the disciplinary background
of the researcher. Some anthropologists, for exangsisert that culture is created by
humans, whilst others, such as behavioural anttogbs, believe that culture is a
determinant of human behaviour. The complexityh&f phenomenon is highlighted
by Kroeber and Kluckhohn (1985) who note that theme over 160 definitions of
culture within the literature. However, despiteadjsesement in terms of how culture

should be defined, most researchers agree thatlepdopm different cultural
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backgrounds commonly have different perceptionhefworld and are thus likely to
act differently when they experience the same anstances. According to Reisinger
and Turner (2003), every society consists of onenidant culture and several
subcultures. The dominant culture literally medmsdulture that dominates how most
people in a society behave in general, while theesiiure refers to the culture that is
shared by a specific group of people based on etbajcity, geographic region or
economic or social class. The present investigatomcentrates only on the
differences in dominant cultures between hosts guekts in a resort context. As a
result, the differences in subcultures between hoaits and Thai guests will not be

examined or analysed here.

3.3 Cultural differences during service encountersthe East - West

perspective

Previous cross-national research related to seem®unters suggests that various
aspects of service can be greatly influenced byl The most popular issues that
are frequently investigated by cross-cultural redeas are customer expectations
and the evaluation of service (Armstrong, Mok & G#97; Hernandez et al. 1991,
Lee and Ulgado 1997; Mattila 1999; Sultan & Simp&000; Yau 1988), host-guest
interaction (Reisinger 1997; Reisinger & Turner 899999, 2002, 2003; Turner &
Reisinger 2000), satisfaction (Truong & King 20@®)d service recovery (Mattila &

Patterson 2004; Wong 2004).

Those studies that investigate the impact of celtur customer expectations and the
evaluation of services (Armstrong, Mok & Go 199&rHandez et al. 1991; Kanousi

2005; Lee and Ulgado 1997; Mattila 1999; Sultan #n&on 2000; Yau 1988)
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commonly indicate that Western and Eastern customave different expectations,
and therefore evaluate services differently. Led bilgado (1997), for example,

found that American and South Korean customers ki#fferent expectations when

patronizing fast-food restaurants. Their study fibtimt Americans perceive low food
price to be the most important aspect of quality ifast-food restaurant. In contrast,
South Koreans perceive reliability and empathy ® rbore important in their

evaluations of fast-food restaurants. Mattila (9880 found that culture has an
important role to play in shaping the way custoneaaluate the quality of service. In
Mattila’s study, Eastern and Western leisure trengelvere found to be quite different
in terms of what they perceive to be important heit evaluation of the services
provided by hotels. Eastern travelers were likelype less satisfied with their service

provider compared to their Western counterparts.

Culture can also influence the host-guest intevactluring a service encounter.
Several studies on the influence of culture on Jgostst interaction have been
conducted by Reisinger (1997), Reisinger and Tufh@98, 1999, 2002) and Turner
and Reisinger (2000). The results of these studesal that the cultural differences
between Australian hosts and Asian tourists (Indiame Japanese, Korean, Chinese
and Thai) are significant. For example, Turner &wisinger (2000) found that
Australian hosts and Thai tourists are culturaliyedent in terms of rules of social
behaviour, perception of service, communicationestyreferred forms of social

interaction and satisfaction with interactions.

Mattila & Patterson’s (2004jnore recent work complements these studies, as they

maintain that culture not only influences the wasstomers evaluate the quality of
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services, but it also has a strong impact on custgnperceptions of service recovery
or complaints handling efforts. For example, theyrid that Westerners (Americans)
and Easterners (Thais and Malays) have differemtepdions of which service-
recovery strategy has a more positive impact on-fgm®very satisfaction. For
instance, when a service failure occurs, Ameriozalge compensation as the most
effective service-recovery technique. In contrdsai$ and Malays are found to prefer
a speedy resolution and a genuine apology as acsemcovery procedure. In
addition to Mattila and Patterson’s (2004) worle tlesults oMVong’s (2004) study,
which is conducted in an international serviceissgitis of interest. Wong (2004)
found compensation to improve the perception oWviserrecovery not only for
American customers, but also for Australians amy&voreans. Wong'’s (2004) study
supports the previously noted research by Mattild BRatterson (2004) confirming
that an apology alone has little or no impact ostgecovery satisfaction among
Americans. Wong (2004) also found that both Singa@oes and Australians value a
genuine apology as a service recovery procedure mhan compensation. However,
it should be noted that only American customers afe satisfied with the level of
compensation offered, are willing to repurchase smickad positive word-of-mouth

communication (Wong 2004).

3.4 Cultural dimensions

According Reisinger and Turner (2003), people frdifferent cultural backgrounds
commonly have different rules of social interactiperceptions and values. In their
extended review of culture related literature, tiantified at least 11 sets of cultural
dimensions proposed by previous researchers (Pard®bl; Kluckhohn &

Strodtbeck 1961; Stewart 1971; Hall 1966, 1969,31901077, 1983; Hall & Hall
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1987; Hampden-Turner & Trompenaars 1993; Hofste@@0,1 1984, 1991; Adler
1986; Argyle 1986; Schein 1992; Trompenaars 1984931 Trompenaars &
Hampden-Turner 2002; Maznevski 1994). These dim@ssare presented below and

then summarised and discussed in the context qiresent study.

3.4.1 Parsons’ (1951) cultural dimensions

o Affective/Affective neutrality e Ascription/Achievement
e Universalism/Particularism e Instrument/Expressive
e Diffuseness/Specificity e Self-oriented/Collective-oriented

3.4.2 Kluckhohn and Strodtbeck’s (1961) cultural dimensim
e Good/A mixture of good and ¢ Individualistic/Collateral
evil/Evil (Collectivistic)

e Changeable/Unchangeable

Linear (Hierarchical)
e Subjugate/Harmony/Mastery e Past/Present/Future

e Doing/Being/Being-in-becoming e Public/Private/Mixed

3.4.3 Stewart’s (1971) cultural dimensions
e Changeable/Unchangeable e Egalitarian/Hierarchical

Direct/Indirect

e Subjugation/Harmony/Control
e Doing/Being/Becoming e Self-oriented/Group-oriented

e Formal/Informal e Present/Future
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3.44

3.4.5

3.4.6

3.4.7

Hall's (1966, 1969, 1973, 1977, 1983) and Hall akthll’'s (1987) cultural

dimensions

Agreement o
Monochronic/Polychronic o
Amount of space o
Possessions .
In-group/Out-group J
Friendship

Authority

Past/Present/Future

Low/High context
Public/Private/Intimate/Personal/Social

Covert/Overt messages

Hofstede’s (1980) cultural dimensions

Low/High power distance

Low/High uncertainty avoidance

Argyle’s (1986) cultural dimensions

Formal/Informal

Schein’s (1992) cultural dimensions
Individualism/Groupism
Participation and involvement

Role relationships
Doing/Being/Being-in-becoming
Work/Family/Personal

Evil/Good/Mixed

e Individualism/Collectivism

Masculinity/Femininity

e Contact/Non-contact

e Control/Harmony/Subjugation

Past/Present/Near or far future

e Monochronic/Polychronic

e Planning/Development

e Discretionary time horizons
(Function/Occupation/Rank)

e Temporal symmetry/Pacing
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3.4.8 Trompenaars’ (1984, 1993), Hampden-Turner and Trompnaars’ (1993)
and Trompenaars and Hampden-Turner’'s (2002) culturddimensions

e Universalism/Particularism Individualism/Collectivism and

e Internal/external communitarianism

e Inner/Outer directed Affective/Neutral

e Achievement/Ascription Sequential/Synchronic

Past/Present/Future

e Analysing/Integrating

e Equality/Hierarchy

3.4.9 Maznevski's (1994) cultural dimensions

e Good/Evil e Containing/Controlling
e Changeable ¢ Individual/Collective
e Subjugation/Harmony/Mastery e Hierarchical

e Doing/Being

3.5 Differences between Eastern and Western cultures

An extensive review of the literature suggests tizatevery cultural dimension noted
above is considered during a service encounter. Ad®-guest interaction and
therefore host-guest relationship development,thoeight to be influenced by 15
dimensions includingAmount of space (Hall 1966, 1973; Hall & Hall 1987),
IndividualisnV/Collectivism (Hampden-Turner & Trompenaars 1993; Hall 1966,3197
Hall & Hall 1987; Hofstede 1980; Maznevski 1994;h8in 1992; Stewart 1971;
Trompenaars 1984, 1993; Trompenaars & Hampden-Turng002),
Monochronic/Polychronic (Hall 1966, 1973; Hall & Hall 1987; Hampden-Turn&r

Trompenaars 1993; Schein 1992; Trompenaars 19843;19rompenaars &
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Hampden-Turner 2002) nstrumental/Expressive (Parsons 1951 High/ Low power
distance (Hall 1966, 1973; Hall & Hall 1987; Hampden-Tur@&irompenaars 1993;
Hofstede 1980; Maznevski 1994; Stewart 1971; Traomapes 1984, 1993;
Trompenaars & Hampden-Turner 2002Formal/Informal (Argyle 1986),
UniversaliswWParticularism (Hampden-Turner & Trompenaars 1993; Parsons 1951;
Trompenaars 1984, 1993; Trompenaars & Hampden-Tuz062), Doing/Being/
Being-in-becoming (Kluckhohn & Strodtbeck 1961; Schein 1992; Stewh971),
Achievement/Ascription (Parsons 1951; Hampden-Turner & Trompenaars 1993;
Trompenaars 1984, 1993 Trompenaars & Hampden-TuR@8?2), Diffuseness/
Specificity (Parsons 1951)Jncertainty avoidance (Hofstede 1980)Good/Evil/Mixed
(Kluckhohn & Strodtbeck 1961; Maznevski 1994; Soh#992),Past/Present/Future
(Hall 1966, 1973; Hall & Hall 1987; Hampden-Turn& Trompenaars 1993;
Kluckhohn & Strodtbeck 1961; Parsons 1951; Sch@B2i Trompenaars 1984, 1993;
Trompenaars & Hampden-Turner 2008)gh/Low context (Hall 1966, 1973; Hall &
Hall 1987). The evaluations of how these dimensioas influence the host-guest

interaction and the development host-guest relghims are explained below.

3.5.1 Amount of space

This dimension is particularly important for thevéstigation of host-guest interaction
in that it differentiates cultures based on theumr@ment of physical space between
the exchange partners during their interactiongémeral, it can be noted that the
amount of physical space required during an intsqueal interaction can vary

depending on the type of interaction including nrdte, personal, social and public
interactions (Hall 1966). Universally, it is agredt an intimate interaction requires

the least amount of space while a public interactiequires the most amount of
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space. However, it has been suggested that thersmdwspace required during a
social interaction is culturally-specific (Reisimg® Turner 2003), which means that
the amount of space that is considered to be apptepduring each type of
interaction can vary from culture to culture. Peopgtom different cultural
backgrounds need different amounts of physicaddc# when they interact with their
exchange partners (Hall 1966, 1973; Hall &Hall 1P8%ccording to Hall (1966),
people from colder-climate countries commonly reggireater amounts of space than
those who come from warmer-climate countries. F@n®le, British businesspeople
are likely to stand further apart from their excpampartners, compared to those from

Arab countries (Reynolds & Valentine 2004).

3.5.2 Individualism/Collectivism

This dimension explains how people perceive thevasekither as an individual or as
part of a group. The individualism-collectivism dinsion is considered to be one of
the most frequently used dimensions to investigetationship development. This
dimension was first introduced by Parsons (19519 wescribed it as Self-oriented/
Collective oriented and was later referred tédrasvidualistic/ Collateral (Kluckhohn

& Strodtbeck 1961)Self-oriented/ Group-oriented (Stewart 1971))n-group/ Out-
group (Hall 1966, 1973; Hall & Hall 1987),ndividualism/ Collectivism (Hofstede
1980), Individualis/ Groupism (Schein 1992),Individualisny Communitarianism
(Trompenaar 1984, 1993; Hampden-Turner & Trompenad993) and

Individual/Collective (Manevski 1994).

Individualists are those who perceive themselvemmdisiduals, intent on taking care

of themselves and their immediate family, whilelettivists are those that perceive
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themselves as a part of a group. In collectivistied@s, there is a clear distinction
between an in-group and an out-group member. Pdiapte collectivist societies are
very different when compared to those from indialist societies. Unlike the
individualists, those from collectivist societieave very strong ties between members
of their in-group. Therefore, being an in-groupat-group member in such a society
can make a big difference (Earley 1993; Hofsted®120An in-group refers to
individuals who have been accepted as a part oftbeep such as family and friends,
while out-groups are those people who have not beeapted as a part of the group.
In a collectivist society, in-group and out-groupmbers are treated differently and
this is expected. In contrast to an out-group memhb® example, an in-group
member has every right to receive special treatnfidofstede, 2001; Patterson &
Smith, 2001), be trusted (Gurhan-Canli & Mahesw&@@0; Triandis 2000) and be
able to transfer trust via his/her positive woresafuth (Doney, Canon & Mullen

1998; Patterson & Smith 2003) as long as he/slengelto the group.

Individuals will do whatever serves the group-iestrin order to maintain harmony
within that group and thus ensure an on-going lege (Patterson & Smith 2001).
For example, for Thais, being in a particular graspan honourable member of that
group is very important, because there are a Ipriofleges to be received; however,
unquestioning loyalty is demanded in return. Agsult, it is essential to do whatever
it takes to maintain harmony within the group bytigg along with the rest of the
group and being perceived as an in-group membechwh referred to by Thais as
Pakpuak (Holmes & Tangtongtavy 1995). Indeed, Thais go teay lengths to
maintain relationships by making sure that theyndboffend others by their actions

or words (Patterson & Smith 2001).
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From this point of view, the nature of a collecsivsociety can provide both positive
and negative impacts on relationship developmedt management. For example,
when it comes to attracting new customers it isandifficult to gain trust and
enhance new relationships with customers from cillist societies than those from
individualist societies (Huff & Kelly 2003). If ammdividual is not a member of an in-
group or does not know any of the in-group memi@miey, Canon & Mullen 1998;
Patterson & Smith 2003), it will take some timedref members of the group trust
and agree to engage with that person. However, touseis formed it is likely to lead

to a strong and long lasting relationship (Bato&derry 2003).

3.5.3 Monochronic/Polychronic

According to Hall (1969), the monochronic/polychimdimension is about people’s
perception of time, which in turn affects the whgy manage their time (Hall 1969).
This dimension was first introduced by Hall (198869, 1973) and Hall and Hall
(1987) and was later adopted by Schein (1992) aminpenaars and Hampden-
Turner (2002). It is sometimes referred to as segaiésynchronic culture

(Trompenaars & Hampden-Turner 2002).

People from different cultural backgrounds are giduo have different perceptions
of time. People from monochronic cultures commowulgw time as a tangible
resource that can either be spent, wasted, odldlfe once the time is up, it is gone
forever while people from polychronic culture peike time as elastic and intangible
(Schein 1992). Due to different perceptions of tipeople from monochronic and
polychronic cultures are thought to have differaratys of managing their time. In

monochronic cultures, people are likely to havetratstimeframe associated with
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various tasks. They determine when each task shmeufchished and often rush a task
in order to meet their preset timetable. With temphasis on meeting time related
goals, they are likely to become anxious or irethtvhen someone or something is
late. In contrast, people from polychronic cultuaes far more relaxed about the use
of their time compared to people from monochronituzes. They do not have a
strict timetable of when things should be doneabse it is believed that things will
take as long as they will take (Schein 1992) arttigéfe are any interruptions there is
always another time. In Thailand, which is a potgeic society, people are likely to
be quite spontaneous about their timetable (Hol&€Bangtongtavy 1995; Welty
2005). Holmes and Tangtongtavy (1995) refer to Tmi people’s orientation
towards time as a lack of enthusiasm for meetingdtiges as they are far more
relaxed than their Western counterparts when thaagsot be done on time. As a
result, running late or even missing a pre-arrangedting in Thailand is considered

far less severe than it would be in Western coesitfWelty 2005).

In addition, it can also be noted that people fromnochronic cultures and
polychronic cultures are different in terms of htwey manage the use of their time.
People from monochronic cultures commonly deal vatie task at a time while
people from polychronic cultures commonly deal watveral tasks or people at the
same time (Hall 1969, 1973, 1989). Moreover, sipe®ple from monochronic
cultures commonly feel that everything has its tiam place and any change or
disturbance in this culture is perceived to be \@&§ious, they are likely to be more
frustrated when someone cuts in the time-line coegawith their polychronic
counterparts (Trompenaars & Hampden-Turner 2002kah be argued that the

intercultural interaction between people from thege cultures could be problematic.
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This dimension can have a significant influencehost-guest interaction in several
aspects. For example, a monochronic customer umlylito become extremely
impatient and frustrated when they are trying tgeha private discussion with the

polychronic host, when the host tries to deal \sekieral customers at the same time.

3.5.4 Instrumental/Expressive

People from different societies have different expgons of their social interactions
(Parsons 1951). In an instrumental-oriented socmtpple interact with others with
certain goals in mind, while people from expressiviented societies engage in a
social interaction because they genuinely enjoy edber’s company. In a way, this
dimension is considered to have some similaritiegh wHofstede’s (1980)
masculine/feminine dimension in a sense that tirdjgishes cultures based on the
degree of assertiveness. According to Hofstede Qf19Beople from masculine
societies are those who put more emphasis on mandypossessions. It can be
assumed that people from masculine societies leedy lto have the same agenda as
instrumental-oriented people during their sociaéiactions. However, in contrast to
masculine cultures feminine cultures emphasisevéthee of social goals rather than
economic goals. This, again, is similar to an espike-oriented culture where people
expect nothing more than just having a good tinté wieir exchange partners during

social interactions.

3.5.5 High/Low power distance
This dimension indicates the degree of inequatitgaciety and reflects the extent to
which those in society accept that power is digteld unequally in the population.

Researchers refer to this dimension using variousrmd including
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Egalitarian/Hierarchical (Stewart 1971)Authority (Hall 1966, 1973; Hall& Hall
1987), Low/high power distance (Hofstede 1980)Equality/Hierarchy (Trompenaars
1984, 1993; Hampden-Turner & Trompenaars 1993; peomaars & Hampden-
Turner 2002) andHierarchical (Maznevski 1994). A high power distance societs is
society where an unequal distribution of powerdsepted. In contrast to high power
distance society, people from low power distanagesies feel that everyone should
have the same rights and be treated in the sameTayand is an example of a high
power distance societies, where people are likeelyettreated differently according to
their social status. One example of the behavidat fportrays social status in
Thailand is thewai. Thewai is ‘... the traditional Thai greeting where the harzae
brought together in a sort of prayer position ...’offdes & Tangtongtavy 1995,
p.50). Although everyone in Thai society deservewad because it is common
etiquette in Thailand, the social status of theegand the receiver of theai can be
judged by the level of the palms when tha is performed. That is people bring the
joined palms up to face level when they have logamial status or less power than
the person that they are greeting. Those of higbeial status bring their palms up to

the chest when other people performwlae to them.

This dimension is particularly important for thedy of host-guest interaction during
a service encounter because it can have a majoende on how people interact with
each other. People from high power distance sesietan be very different from
those from low power distance societies in severgipects of the host-guest
interaction during a service encounter. One aspethe way they interact with a
service provider during a service encounter. Taini high power distance societies,

people expect powerful members to display and heg power and may even feel
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uncomfortable when powerful members of society taildo so (Hofstede 1980;
Usunier 2000). Therefore, a powerful person frohigh power distance society must
try to display their power, in order to let othexgple know their position in society,
and thus gain full cooperation from others (Hofstd®80). As a result, Thai guests
are likely to behave in a manner that reminds #wise provider of their status
during a service encounter (Holmes & Tangtongta®®5). This contrasts with
general practices in low power distance societiderey full cooperation from
subordinates can only be achieved when superigradt to look overly powerful
(Hofstede 1980)In Australia, for example, a customer will get goselvice only
when they treat a service provider nicely withospthying their power Sharp (1992).
Consequently, Australian guests are likely to behava friendly and easy-going
manner during a service encounter. Another asgexhost-guest interaction that can
be influenced by the low/high power distance dinmmgs the level of trust that
guests have towards their service providers duaisgrvice encounter. It is suggested
that Australian guests, who come from a low powstadice society, are likely to trust
their service providers more than Thai guests, adioe from a high power distance

society (Hofstede 1980).

3.5.6 Formal/Informal

The degree of formality is another dimension ofurall difference, which could have
a significant influence on the success of a hostsgunteraction. This dimension
differentiates cultures based on the degree ofdéityrequired during an interaction.
This dimension is related to the equality/ineqyatitmension presented earlier. This
distinction between formal and informal culturesamg that interactions between

exchange partners are likely to be more formal agieties where inequality is
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acceptable (high power distance societies) as @gpmssocieties where inequality is
unacceptable (low power distance societies). loraél culture, there are strict social
rules that govern the interaction between exchgagters. In contrast to a formal
culture, people from informal cultures are liketylie more relaxed when they interact
and communicate with their exchange partners. Aligtis thought to be an example
of a country where the culture is informal, whilkalland is thought to be an example
of a country with a formal culture. This dimensioray have a significant influence
on host-guest interactions. Guests from a high padigance society may expect
service staff to behave in a formal manner durirggrvice interaction, while guests
from low power distance societies may prefer toskeved in a more open and
friendly manner. In Thailand, for instance, servataff are expected to treat their
customers in a very formal and respective manngra fesult, Thai customers might
regard service staff who try to be too friendlyasssing the lineMai roojak thee
soong thee tam). Consequently, the establishment of strong sd®al between Thai
customers and service providers is likely to beitédh in a formal (high power

distance) society (Patterson & Smith 2001).

3.5.7 Universalism/Particularism

This dimension indicates how people behave. Peopfe a universalism culture, as
the name implies, commonly follow a universal datutes, with a standard rule about
what and how things should be done, under certatnirostances. Generally, those
rules are more concerned about what is right. Refopin Particularism, on the other
hand, do not have a strict rule of how one shoeldalve. They are encouraged to act
out of their obligation towards their relationshipth others, and therefore the

justification of what is right or wrong can varypmding on the unique nature of

91



each circumstance. Consequently, people from pdatism cultures usually interact
and communicate with others according to socialasibns and circumstances while
people from universalism cultures generally inte@td communicate with others in
the same standardised manner. Thailand is a plari&m society where people
commonly have a different set of rules when dealiittp others. In Thailand, people
commonly treat others differently under differemtemstances. They are likely to be
relaxed when they interact with an in-group memiar are likely to interact with

powerful people in a formal manner. It is not uncoom for every rule to be ignored,
and every regulation to be altered, when dealingy Wwoth an in-group member and

powerful people.

3.5.8 Doing/Being/Being-in-becoming

In a “doing” culture, people commonly feel thatylean control and manipulate their
circumstances. As a result, they are likely to motre effort into manipulating and
taking control of their environment and their faffchein 1992). In the being culture,
it is believed that an individual cannot changeehgironment. They can only accept,
adapt and enjoy what they have (Schein 1992). Atiogrto Schein (1992), the
being-in-becoming culture refers to ‘... the ideatth@ individual must achieve

harmony with nature by fully developing his or l@wn capacities and, thereby,
achieve a perfect union with the environment’ (B)L7Schein (1992) notes that
being-in-becoming-oriented people are in fact theke belong to being societies but
are more religious than an average person. Thesglgpeommonly live their lives

accordingly to the philosophy of their religion amder to seek an improvement of
their spiritual life. Examples of people who hold@ng-in-becoming culture include

Hinduism, Zen and Buddhist monks (Reisinger & Turd@03). It can be noted that
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people from both being and becoming cultures contynemphasise ‘... passivity,
defensiveness and strive for social harmony inrp&esonal relations at the expense
of efficiency’ (Reisinger & Turner 2003, p.94). Atdia is an example of a doing
culture while Thailand is a being and being-in-bacw culture. This is reflected in
Thailand’s art and music and is based on the notibenvironmental harmony.
Australians, on the other hand, seek to managerth&éonment and use it to fulfill
their needs. Doing cultures often find life, atsean holiday, to be both different and
more relaxing in a being-in-becoming culture. Hoam\t is not known whether this

extends to business relationships.

It is also considered that the doing/being/beinganoming dimension has an
interrelationship with the subjugation/harmony/reagt proposed by other
researchers (Kluckhohn & Strodtbeck 1961; Maznet8€4; Schein 1992; Stewart
1971) in that the latter dimension is a consequericie first dimension. According
to Schein (1992), people from a doing culture &y to try to control nature, whilst
people from a being or being-in-becoming culture ldcely to be either subjugated

(Southeast Asian countries) or harmonised withneafmany Asian countries).

Reisinger and Turner (2003) point out that ‘harmanyinterpersonal relations
appears to be an extremely important value in Easteltures’ (p.97). People from
Eastern societies are likely to avoid certain @ including expressing negative
emotions, criticising others, expressing negatpmions and complaining, that could
create conflict with their exchange partner. Theiamo of saving face is very
important in Thailand (Holmes & Tangtongtavy 19%gmin 1990; Welty 2005).

Consequently, to maintain harmony in society, Tpeople commonly avoid doing
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things that could attack one’s pride regardless/loéther or not the participants are
their superiors or subordinates (Holmes & Tangtamgtl995). As a result, they are
likely to engage in mannerisms and actions thaturens& smooth interpersonal
relationship between exchange partners, such ag aspleasant tone and expressing
indirect verbal messages (Holmes & Tangtongtavy5l99This involves trying to
find the best way to soften negative messages (KdA®90), and trying not to correct
others in public so that they are not humiliatesl this could create tension with that
person and impact on harmony within the group (W2@05). According to Komin
(1990) there are several social values held by Ppeaiple that are evident during
social interactions. These values are: caring andideration, being kind and helpful,
being responsive to situations and opportunitiesng self-controlled and tolerant,

being polite and humble, being calm and cautioukkaing contented and social.

3.5.9 Achievement/Ascription

This dimension is related to how people assess e#odr. The dimension was
introduced by Parsons in 1951 and was further atddl by Trompenaars (1984,
1993) and Hampden-Turner and Trompenaars (1993cHievement cultures, people
gain respect from their performance and what tlayachieve while people from an
ascription culture gain respect from who they atds(greatly depends on their
inherent qualities such as gender, family heritagee and ethnic group) and who
they know (connections). In ascription-orientedunds, people are likely to be more
appreciative when dealing with formal position-heykl while it might be more

preferable for people from achievement-orienteducas to deal with someone who
has enough data to solve the problem for them (peovaars & Hampden 2002). It is

felt that differences between Australian and Thaesys regarding this cultural
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dimension could create confusion in host-guestaat@®ns. This is suggested because
when something goes wrong during a service encoymeple form western cultures
are usually comfortable dealing with any memberstdff that can resolve the
problem. This is noted within the literature onpawerment and the concept of
empowerment is widely promoted and used in the itedip industry (Lashley 1997,
2001). Given the cultural differences noted esriteis felt that this practice might
not be appropriate in relation to Thai guests, wiay feel more comfortable if their
problems have been acknowledged by those who gheup in the organisation such

as managers.

3.5.10 Diffuseness/Specificity

In a diffuseness culture, personal contact andeageat is perceived to be valuable
and therefore preferred over a contract. Contraeperceived to be an essential part
of business procedure for specific cultures. Irpec#ic culture, people commonly
trust only the hard evidence such as a paper ainmtther than a promise made by a
person. Australia is an example of a specific ¢eltwhile Thailand is an example of a
diffuseness culture. The implications of this crailorientation are that when dealing
with Australian guests, it may be important to pdevthem with some solid evidence
to confirm details of their vacation. For examplehe resort operator were to include
additional services such as a late check-out, itkely that it would need to be
provided in writing to be taken seriously. In castrto their Australian counterparts,
Thai guests may not require written confirmationl@sg as someone in a high

position such as a manager personally makes a geamithem.
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3.5.11 Uncertainty avoidance

This dimension was proposed by Hofstede (1980) diffdrentiates people from
different cultures by the way they feel about th&known. When the situation
becomes uncertain, people from low uncertainty @devoce societies and high
uncertainty avoidance societies tend to reactéstime situation in different ways. In
a high uncertainty avoidance society, people feetomfortable in uncertain
situations and thus follow strict laws and ruleomder to minimise the possibility of
exposing an unknown situation. On the other ham@, low uncertainty avoidance
culture people do not need many rules and reguktibbecause they are more
resistant to unknown situations and tend to mandggr emotions very well
(Hofstede 1980). According to Patterson and Sn®0{), Thailand is a medium
uncertainty avoidance society and Thais are lésdylto complain when something
goes wrong, because they do not like to engageyirtyge of confrontation that could
lead to a loss of face in public (Patterson & Sradld1). As a result, they usually say
Mai pen rai (which is equivalent to “no worries” in Australimhen something goes
wrong rather than confront the service providersistAalians come from a low
uncertainty avoidance society. They are not aftaidight for what is right and
therefore they do not hesitate to make a commeanything goes wrong during a
service encounter. For example, if someone wenertp the queue when they are
waiting for services, Australians are likely to fmmt that person without fear of
losing face. The uncertainty avoidance dimensiom algo differentiate Australians
from Thais in terms of their travel preferencesribgi their holiday, Australians are
not afraid to travel by themselves and are likelyriove from one resort to another in

order to serve their need for adventure. In cont@#\ustralians, Thais are likely to
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travel in groups and tend to stay at the resost #re familiar with in order to avoid

disappointment.

3.5.12 Good/Evil/Mixed

This dimension explains the perception that pebplee towards human nature. It was
first proposed by Kluckhohn and Strodtbeck (196td avas used later by other
researchers (Schein 1992; Maznevski 1994). Thisedsion indicates that people
from different cultural backgrounds commonly havéfedent perceptions towards
human nature (Kluckhohn & Strodtbeck 1961; Sche@92l Maznevski 1994).
Reisinger and Turner (2003) suggest that this da@ncould have a significant
influence on people’s attitude towards othersWhastern cultures, people believe that
human nature is good and therefore, they are likelyhave an optimistic view
towards new people until those people engage immppistic behaviour. In contrast
to Westerners, people from Eastern societies anemumly more cautious when
interacting with new people because they belieat¢ people can be born to be either
good or bad. As a result, people from Eastern westware likely to observe the
behaviour of their exchange partners in order tkensaure that those people are good,
before they further develop a relationship withnthel'his dimension could have a
great influence on how guests perceive the trustwwess of the service staff.
Australian guests are likely to have positive vigawards service staff while Thai
guests are likely to be cautious and thereforeetyosbserve the behaviours of the

staff in order to see if they can genuinely trbst staff.
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3.5.13 Past/Present/Future

People from different cultures are likely to beratted to different periods of time,
past, present, or future. This dimension was fnstposed by Parsons (1951) and
further validated by other researchers (KluckhohrS&odtbeck 1961; Hall 1966,
1973; Hall& Hall 1987; Schein 1992; Trompenaar 198493; Hampden-Turner &
Trompenaars 1993). In past culture, where peoplalynéocus on the past, people
pay less attention to time schedules and puncyudieisinger & Turner 2003). In a
present-oriented culture, people value the impedarf now. They commonly believe
the future is unknown and therefore it is importaemtreasure every moment in life.
People from future-oriented cultures commonly placghasis on what might happen
in the future rather than in the past or preseheyTcommonly perceive time as a
limited resource that can be wasted or killed. Assult, they tend to manage the use

of their time in an effective manner. Thailand gast-oriented society.

One example of Thai culture that reflects theirtqmagnted culture is the notion of
Bunkhun. According to Komin (1990), the terBunkhun can be referred to as ‘... a
psychological bond between someone who, out ofrske®lness and sincerity,
renders another person the needed help and favibtha latter's remembering of the
goodness done and his ever-readiness to reciprdoatkindness...” (p.168). Once
having received a favor from others, Thai peoplk alvays be appreciative of what
other people have done in the past. Such appraciasually lasts for a long period of
time and is likely to have a significant impact their future interaction with these
people. Australians tend to be either present dourduthinking and Westerners
generally are perceived to be future oriented. Imoat-guest encounter Westerners

cannot perceive why a problem was not foreseerpagigared for whereas in a past-
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oriented society one cannot predict the futures Thearly has the potential to have a
significant impact on host-guest relations as @ots arise and can cause frustration

in host-guest encounters.

3.5.14 High/Low context

The major application of this dimension is on comimation style. In particular, this
dimension differentiates people based on how tladgnce the degree of context and
information provided when they communicate (Hal6691973). According to Hall
(1977), high context communication, as the naméei@spcontains more contextual
information whilst low context communication place®re emphasis on providing
basic information rather than a context. Stewa®7 () has linked his direct/indirect
dimension to Hall's low/high context. He indicatdsat people from direct (low
context) cultures commonly interact with and comioate with their exchange
partners in a direct and open manner. In conteatvi-context cultures, people from
indirect (high context) cultures interact and cominate through the use of third

parties, intermediaries and ambiguous messages.

According to Reisinger (1997), Thai tourists arernd to have a different style of
communication compared to their Australian hostgiTourists communicate in an
indirect and implicit manner with an extensive n$@on-verbal expression whilst the
Australian hosts communicate in a direct and ekpimnner. Although people from
low context cultures are expected to communicatniexplicit and direct manner, it
would be inappropriate for people from high contexttures to communicate in the
same way. This is because people from high cortelktires are, in fact, the same

people who value harmony in society. In order tointa@n the highest level of
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harmony in society, people are advised to avoidngathings directly. Instead, they
are encouraged to use an indirect message ana tuget a lot of non-verbal cues
during an interaction. Thailand is well known faymverbal communication mainly
associated with humour and smiling even if the mgsdeing portrayed is negative.
This is added on the premise that a negative issudten better presented whilst
smiling. Westerners find this behaviour difficudt follow and can be frustrated by

both the desire for harmony and the ambiguous rgessa

3.5.15 Affectivity/Affective neutrality

This dimension explains differences between pemplerms of what they perceive as
important during the decision making process. Thmedsion was introduced by

Parsons (1951) and was further validated by Trom@e(il984, 1993) and Hampden-
Turner and Trompenaars (1993). In affective cuupeople make decisions based
on emotions while people from affective neutraitynmonly make decisions based
on cognitive information and facts. The Thai arerenaffective while Westerners are
more affective neutrality. This in turn can leadduwoite different appraisals on the

same circumstances and a lack of meaningful contation.

3.5.16 Contact/Non-contact

Argyle (1986) proposes that the degree of physicaitact can be varied across
cultures. Although there seems to be some sinyl@etween this dimension and the
amount of space dimension, these dimensions wdtkavdlifferent logic. In Western
cultures, people prefer to have a wider conversatistance from their exchange
partners but they do not mind touching or beingched by their exchange partners.

Contrary to Western cultures, it is more polite fmople from Eastern cultures to
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stand closer to their exchange partners, but it ldvdie inappropriate for their

exchange partners to touch them or for them to hotlneir exchange partners.
Unexpected body contact is commonly perceived bgisTas inappropriate but may
be easily forgiven. However, it should be noted thaiolation of a certain part of the
body can be severe as each body part is perceovdihvte a different status in a
hierarchy. For Thai people, the head has the higttatus sitting above every other
part of the body in the hierarchy. This is becaitise thought to be the locus of the
soul. As a result, touching the head can be perdeas a sign of disrespect. In fact,
even an invasion of one’s head’s space such asmpgassngs over or close to other
people’s head space is perceived as rude by Teaigle (Holmes & Tangtongtavy

1995). This can cause confusion in a Thai/Austnal@st-guest encounter if the
contact is not between a Thai who is used to Westentact, and is consequently

surprised by physical or near physical contact.

3.6 Summary

It has been argued that culture is a determinarftuoian behaviour. Researchers
commonly highlight the differences between Westend Eastern cultures. Many
cross-cultural studies have been conducted in dalélentify differences between
people from different cultural backgrounds in terofstheir behaviours during a
service encounter. However, none of these stuciee Identified the influences of
culture on the development of host-guest relatigrssim a hospitality context. In this
chapter, several cultural dimensions proposed lavipus researchers have been
summarised and discussed to show how Australiastgwan be different to Thai

guests and Thai services providers in terms of timy are likely to behave during a
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host-guest interaction. This is important, becaitisefluences the development of

host-guest relationships.

This evaluation of various cultural dimensions seglg that Australians are indeed
culturally different to their Thai counterparts. éssence, Australian culture can be
characterised as having a greater amount of spagairement, individualism,
monochronic, instrumental, low power distance, nnfal, universalism, doing,
achievement, specific, low uncertainty avoidanceody present-oriented, low
context, affective neutrality and contact cultuféai culture can be characterised as
having a smaller space requirement, collectivisolyghronic, expressive, high power
distance, formal, particularism, being and beingp@coming, ascription, diffuseness,
medium uncertainty avoidance, mixed, past-orierégh context, affective and non-

contact culture.
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Chapter Four

Conceptual Framework

4.1 Introduction

This chapter provides a discussion of the the@ktonceptual framework of this
investigation. It details the industry context bétresearch, the concepts and models

used to plan and shape the research approach emdgs definitions of key terms

used.
Section 4.1 Section 4.2: Section 4.3:
Introduction » The original » Previous uses of the KMV model
and chapter KMV model of - Zineldin and Jonsson (2000)
outline relationship - Friman et al. (2002)
marketing - Cote and Latham (2003)
- Bowen and Shoemaker (2003)
I - MacMillan et al. (2005)
- Li, Browne and Wetherbe (20(
A
Section 4.4: A Section 4.5: The Section 4.6:
reflection of previous .| present research Conceptual
uses of the KMV model "] foundations
£ V-
A
Section 4.7: Applying the KMV model
A
Section 4.8: Section 4.9: Section 4.10:
Definitions » Research intent » Summary
V- ______

Figure4.1: Structure of the chapter
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As indicated in Figure 4.1, the chapter is presgmbeseveral sections. These are:
Section 4.2, Morgan and Hunt’'s (1994) original Kdgdiating Variable model of

relationship marketing (KMV model); Section 4.3description of several influential

uses of the KMV model, together with an explanatadrhow the model has been
modified to meet the needs of this particular thesintext; Section 4.4, a reflection of
previous uses of the KMV model; Section 4.5, anlangtion of the unique nature of
the present study; Section 4.6, the conceptualdations of the research approach;
Section 4.7, the way in which the KMV model will la@plied to the needs of the
present research questions; Section 4.8, a defingf how the key terms related to
the KMV model have been used in the present th8sistion 4.9, a discussion of how
the research question has been dissected for éaseestigation and Section 4.10, a

summary of this chapter.

4.2 Theoriginal KMV model of relationship mar keting

Termination cos Acquiescenc
Relationship benefits Commitment Propensity tc
Shared value 9 T Cooperation
. Trust -
Communicatio > Functional
Opportunistic Uncertainty
behaviours

Figure 4.2: The original KMV model of relationship marketing
Sour ce: Morgan and Hunt (1994, p.22)
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The Key Mediating Variables (KMV) model of relat®imp marketing consists of
three major parts. At the centre of the model aeettivo key mediating variables,
which aretrust and commitment between the provider and client. This is the most
important part of the KMV model because they weregppsed to be the heart of a
successful relationship and also because of thdities to influence the outcomes
proposed in the model (Morgan & Hunt 1994). As axssmjuence, unlike other
variables that may be included or excluded frommioelel according to the context of
the study, trust and commitment must always beided. As the following examples
will show, trust and commitment have been includedll relationship marketing

investigations regardless of the nature of study.

The second part of the original model consisthefantecedent variables of trust and
commitment. These antecedents tarenination costs, relationship benefits, shared
values, communication and opportunistic behaviours. The first four of these
(termination costs, relationship benefits, sharedues and communication) are
antecedent variables that have been found to hauesitive influence on trust and
commitment whilst the fifth, opportunistic behavisuis likely to have a negative
influence on a business relationship. These aneetadriables proposed by Morgan
and Hunt (1994) represent the most general magkebnditions that appear to affect
the key mediating variables, but as will be seerater discussions, in particular
circumstances the importance of the antecedenablas can alter, leading to the
addition of some context dependent issues, ordhmval of some variables that are

reduced to a minor role in any particular study.
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The third part of the original Morgan and Hunt mbdensists of five variables
related to the consequences of trust and commitntbat are also known as the
outcomes of a successful business relationshipselbensequences (outcomes) are
an increasing acceptance and adherence to spesgfieests or policies of partners
(acquiescence), decreasing likelihood to terminate the relatiops(propensity to
leave), increasing ability to work togethecopperation), increasing ability to see the
conflict as a manageable mattRmgtional conflict) and decreasing uncertainty in the
relationship @ncertainty). Again, the outcome proposed in the KMV modei &
amended to accommodate the context of the presedy.slt is arguable that the
outcomes proposed by Morgan and Hunt (1994) mayréferable in a collaborative
relationship commonly found in a business-to-bussneontext, while other outcomes

such as customer loyalty might be more importaat lousiness-to-customer context.

The next section will provide examples of how tHd\WK model has been modified in
the context of particular investigations since fiist introduction in 1994. In
particular, the discussion will focus upon areas tbé KMV model where
modifications have been made in order to assist rdsearcher to justify the

modifications introduced into this conceptual fravoek for use in the present study.

4.3 Previous uses of the KMV mode

Since its introduction in 1994, the KMV model haseh used in a wide variety of
studies that relate, generally, to relationship katng. In the following sections,
examples of studies that have been based upomtdsl are described. An important
aspect of these descriptions, that has relevantieetpresent study, are comments on

how previous researchers have slightly modifiedahginal KMV model, in terms of

106



the antecedents and consequences of trust and tmemb to suit their special

contexts.

4.3.1 Zineldin and Jonsson (2000) and the Swedish wood industry

Zineldin and Jonsson (2000) adapted the KMV modelorder to investigate
relationship development between a dealer and plisupvithin the Swedish wood
industry (see Figure 4.3). In their study, the natof the supplier-dealer relationship
in the Swedish wood industry was a collaborativati@nship where, because of the
geographical situation and the nature of the stbdyh parties need to work together
rather than simply having a reciprocal buying oftirsge role. To provide further
context, it needs to be understood that the Swed®bd industry is a very small
industry with only 431 dealers making up the enpiopulation of stakeholders. The
dealers included in this study have been doingniessi with their suppliers for a long
time, with the average length of relationship betwealealer and supplier being
approximately 15 years. Moreover, it is suggested the business operations in the
Swedish wood industry are arguably conservativenature. For example, it was
indicated that most interaction between supplied dealer are usually carried out
through less automated channels, such as facsiamié the telephone and
consequently, the interactions between exchangepan this industry are arguably

more personal than in other business operationhtwe become more automated.

In the Swedish wood industry, like most distribatirelationships, the suppliers are
the powerful members in the relationships. Consetlyiethey commonly manage to
maintain their existing dealers by exercising theawer through ownership and

vertical integration. Although such methods haveerb successfully used to
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encourage dealers to stay with the same supplieatso has the potential to create
tension between them. Nowadays, it is argued thilighorative relationships between
suppliers and dealers not only reduce the tensawden the parties, but they also
provide competitive advantages to the suppliers.dxample, dealers who engage in
a collaborative relationship are likely assist thgippliers in improving the product

design process by sharing information about whatatuers want, which in turn help

suppliers in developing the right product for thmel @isers. In common with Morgan
and Hunt (1994), Zineldin and Jonsson (2000) prepdbat trust and commitment
are the indicators of a successful collaborativiatimmship. Consequently, they
concentrated on examining factors influencing trast commitment in supplier-

dealer relationships in order to understand howertsure a successful collaborative

relationship between suppliers and dealers initligstry.

In order to achieve the aims of their study, Zimmekihd Jonsson (2000) made several
changes to the KMV models, by adding four new adeats into the model. These
additional antecedents were: willingness of thepsaps to adapt to the dealer
(adaptation); the bonds between supplier and dealeraionship bonds); perceived
satisfaction in the relationshigafisfaction); and how well both parties work together
(cooperation). However, it should be noted that four out of tinee antecedents
contained in the original KMV model (including temation costs, shared values,
communication and opportunistic behaviours) as wasltrust and commitment, are
kept in the same position. Although it is diffictdt tell from Zineldin and Jonsson’s
(2000) report why relationship benefit was excludiean the model, the addition of

new antecedents can be explained by the uniqueenatihe Swedish wood industry
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in terms of the restricted number of alternativeiagements available, and the long-

term working conditions that had been developed/éen the exchange partners.

Adaptatior

Trust

Relationship bonc

Relationshif
termination costs

Shared value

Communication

Commitment

Opportunistic
behaviour

Satisfaction

Cooperation

Figure 4.3: An adapted version of the KMV model proposed hgeklin and

Jonsson (2000).
Sour ce: Zineldin and Jonsson (2000, p.250)

The results of Zineldin and Jonsson’s investigatmticate that satisfaction, shared
values, communication and the lack of opportunisébaviour have a strong positive
influence on trust, while commitment is stronglyflienced by satisfaction,

communication, adaptation, cooperation and relahign bonds. Whilst these

additions to the KMV model appear to have beenalakiin this particular research
context, Zineldin and Jonsson (2000) point out thatresults of their study would be
less applicable if the industry were to become nautematic and computerised. For
example, relationship bonds could be more diffitaltdevelop when the exchange

partners communicate via an automated channel asi@dmail instead of using the
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telephone or having face-to-face interactions. Muoeg, the link between satisfaction
and commitment may be weaker in a highly competittontext compared to the
Swedish wood industry, because in a highly compettontext customers can easily

switch to an alternative, even when they are satistith the current providers.

4.3.2 Friman et al. (2002) and an international business-to-business relationship
in the service sector

This study investigates an international businesstisiness relationship, that has a
specific focus on the service sector (includingedemmunication, education and
temporary services). Similar to Zineldin and Jon&s¢2000) work, the relationships
examined are the collaborative relationships betwidee entrepreneurs from three
countries (including Sweden, Australia and the W@ikyl their international partners.
The entrepreneurs included in this study commomly ron their international
partners’ resources in order to fulfil customer dech In other words, the
international partners in the relationship weresthavho provide the resources and
support for the entrepreneurs, in exchange for maoypeewards. The relationships
between entrepreneurs and their international pestiad been established for
approximately three years when the study was cdaduevhich was a significantly
shorter time when compared to the supplier-de&tionship in the Swedish wood

industry.

Since the major aim of Friman et al.’s (2002) stwhs to examine if Morgan and
Hunt's KMV model is applicable in an internatiorantext, Friman et al. (2002)
adopt every antecedent proposed by Morgan and Ki8f4). Interestingly, the

additional antecedents of trust and commitment @seg by Zineldin and Jonsson
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(2000) have not been used by Friman et al., arsl rtfay be due to several key
differences in the two business contexts, includihg shorter length of the
relationship in the case of Friman et al., whichymaake the importance of factors
such as adaptation, relationship bonds and cooperdess obvious in the
investigation of international business-to-businedationships compared to that of
Zineldin and Jonsson where the length of relatignbetween exchange partners is

longer.

Despite the agreement regarding the second patieoKMV model (antecedents),
Friman et al. propose different outcomes from Margad Hunt’s previous model. In
Friman et al.’'s (2002) investigation, long-termat@&nships are indicated to be an
outcome of commitment. Although the concept “loegat relationship” is very
similar and can be connected to the concept “comamt”, they are two different
concepts (Caceres & Paparoidamis 2007). The maijberehce between these
concepts is that long-term relationship is demastr in an action whereas
commitment is a desire or thought. Long-term refaghip was proposed to be a result
of a strong desire to maintain the relationshiphwtite exchange partners (high

commitment).

Due to the exploratory nature of this study, eaotrepreneur is asked to recall a
critical incident regarding the development of tledationship with their exchange
partners with the main focus on the five antecesipnbposed in the original KMV

model. Although this study is conducted on a vemalsscale (only five respondents),
it did provide in-depth detail on how each entrepre felt about their international

business partner. In summary, Friman et al. (2008hd strong support for every
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antecedent included in the Morgan and Hunt (199¥)VKmodel, but none of the
factors outside the Morgan and Hunt’'s (1994) KMVdabsuch as fairness, perceived
relationship effectiveness and reciprocity, werentiomed as important by the
entrepreneurs included in this study. This indisadteat the KMV model may be an
appropriate theoretical framework for other servaector studies in the future.
However, it should be noted that the outcomes wdttand commitment were not
tested, because the study only aimed to investidtgotential antecedents of trust
and commitment in a service sector context. Needgs, it was argued that trust and
commitment should lead to a long-term relationshighe service sector, and to seek
a long term relationship would equate to repeathmsing or, what has already been

described in Chapter Two, as customer loyalty.

Relationshif Relationshi p——
Termination Costs | elationshig ,| Long-term relationship
Commitment
Relationship benefi 1 A

Shared value
Trust

Communicatio

Opportunistic
behaviours

Figure 4.4. The adapted version of the KMV model proposed fapén et al. (2002)
Sour ce: Friman et al. (2002, p.404)

4.3.3 Cote and Latham (2003) and the healthcare industry

Cote and Latham’s investigation in the healthcadstry focuses on examining the
factors affecting the development of the physidi@surer relationship. The
relationship between physicians and insurers islahorative relationship that is a
common form of business-to-business relationshgithBhysicians and insurers need

to work together to provide services to the endr,usethis case their patients. In
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general, an insurer provides financial guidelineswtat should be done (insurance
policy), while a physician takes physical care béit patients and subsequently

claims payment from the insurer.

In Cote and Latham’s (2003) study, some modificetibave been made in two parts
of the original KMV model that are antecedents amatcomes. In terms of
antecedents of relationship quality, the new castiregal bond that refers to the
legal contract that prevents both parties from teating the current relationship, is
added into the model as an additional determinamoomitment. The outcome of
relationship quality in this study is also diffeteinom what had been previously
proposed by Morgan and Hunt (1994). Cote and Lat{#003) proposed that higher
levels of trust and commitment can lead to betbearicial performance for the
physician, in that high levels of trust lead to thduction of cost while high levels of
commitment lead to increasing benefit. For instaacgusting physician is less likely
to feel the need to monitor their insurer, whichium allows them to avoid any costs
associated with monitoring procedure such as repkane calls, letters and other

correspondence.

Moreover, it can be argued that physicians, whoiraeecommitted relationship with
their insurers, commonly receive benefits suchaasdrable terms and special service
that could help increase the financial positiortted physician as a reward for their
commitment.This is quite different from the outcome proposgdobher studies, in
the sense that a successful physician-insurerige$dttip is proposed to provide a
benefit to the respondents (physicians) themsetadéiser than to their exchange

partners (insurers). Whilst, in Bowen and Shoem#&R@03) study, business travelers
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were employed as respondents in order to investigaether successful relationships
can provide competitive advantages for luxury Istel this study, physicians were
employed as the respondents in order to find o@tldr successful relationships with

their insurer can, in fact, improve the financiatformance of the physician.

Legal Bonds

Relationshif
termination

Relationshif
Commitment

Relationshif
benefits

Shared Value

Opportunistic
Behaviour

Financial
Statement
Impact

Trust

:

Figure 4.5: The adapted version of the KMV model proposed byeCGand Latham

(2003)
Sour ce: Cote and Latham (2003, p.32)

Results of this work with show that while every endgdent proposed in Cote and
Latham’s (2003) model is supported, there is sedhffit degree of influence for each
of the levels of trust and commitment. Relationsbgnefits are found to have the
strongest influence on the level of commitmentlofeéd by legal bonds, termination
costs and shared values, while opportunistic belasi are found to have the

strongest influence on trust. Interestingly, itfaaind that the relationship between
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communication and trust is non-linear where higt@nmunication does not always
lead to higher level of trust. In other words, laeel of trust can be decreased if there
is either too little, or too much, communicationoMover, as proposed in the model,
trust and commitment are found to have a positifiience on financial statement
impact. However, trust has greater impact on theravement of financial position

compared to commitment.

4.3.4 Bowen and Shoemaker (2003) and the luxury hotel context

Host- guest relationships within a luxury hotel a (with particular attention on
the business traveler) is a major focused of theddoand Shoemaker’s (2003) study.
The luxury hotel sector is a mature and highly cettipe market, where there are
many other hotels offering similar products for tausers. Consequently, building
strong customer loyalty is an essential strategyeftsuring hotel profitability. The
host-guest relationship is different from otheateinships previously investigated in
other studies in two respects. Firstly, the stucgneines business-to-customer
relationships where previous studies (Morgan & H884; Zineldin & Jonsson
2000; Friman et al. 2002; Cote & Latham 2003) exearthe business-to-business
relationship. The business-to-customer relationshighfferent from the business-to-
business relationship in the sense that it is nobl&aborative relationship, where
exchange partners have to work together to dediyeoduct or service to an end user.
It is a relationship where one party (the luxuryeiiohas an obligation to provide a
service to the other party (the business travelath no reciprocal requirement.
Secondly, the interactions between the exchangéegan this relationship are likely
to be shorter and less frequent than the interastimetween exchange parties in

business-to-business relationships.
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Six constructs are proposed by Bowen and Shoem@@b3) to be the major
determinants of trust and commitment, while founstoucts are proposed as the
outcome of relationship quality (high levels ofgriand commitment). As shown in
Figure 4.6, the antecedents of trust and commitmengswitching costs (equivalent
to Morgan and Hunt’s termination costigiy costs (a perception that the price is fair),
benefits (equivalent to Morgan and Hunt’s relationship désg understood values
and goals (equivalent to Morgan and Hunt's shared valuesjural opportunistic
behaviour and expectation (that can be directly influenced by effective
communication). In contrast to Zineldin and Jons§&000), Bowen and Shoemaker
(2003) assert that satisfaction does not always teacommitment. This is because,
unlike the Swedish wood industry, the hospitaligustry is a highly competitive
industry where customers may switch to another gntgpsimply because they seek
variety, or receive a better offer, or some otheentive. Consequently, the construct
“satisfaction” is not included in the Bowen and Shwker’s (2003) model. Instead,
they add the construct “fair costs” into the Morgard Hunt’s (1994) KMV model as
an additional antecedent of commitment. Fair casts be referred to as ‘... the
perceived value of the room rate and the fairnésbeocosts’ (Bowen & Shoemaker

2003, p.36).

Despite the comment made by Friman et al. (2002} fairness has not been
mentioned by entrepreneurs as a significant inflteeom trust or commitment, Bowen
and Shoemaker (2003) propose that customers aly i@ become committed to a
hotel that provides a better offer that they perees being fair. However, it should
be noted that only four out of the six antecedanésmeasured in this study. Shared

value between customers and hotel staff is not unedsdue to the complexity of the
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concept, while expectation is not measured becauseargued that it had already
been measured in a previous study, conducted bgst@man, Berry and Zeithaml
(1991). Furthermore, reactive opportunistic behawis not measured because it is
argued that loyal customers that are the majorityespondents employed in this

study are less likely to engage in a reactive dppastic behaviour.

Fair cost Switching cost
Benefits Product
Reactive
opportunistic
Understo behaviou
d values

and goals

Natural @
opportunistic
Expectation
/ 7y

Word of mouth Corporate identity Past experien:

\ Communication

Figure 4.6: Adapted version of the KMV model proposed by Bovaad Shoemaker

(2003)
Sour ce: Bowen and Shoemaker (2003, p.35)

Voluntary
partnership

Uncertainty

There are four new outcomes proposed by Bowen aoérSaker (2003) as a result
of their investigation into the nature of relatibisquality between business travelers
and luxury hotels. These outcomes prraduct use, reactive opportunistic behaviour,

volunteer partnership and uncertainty. They argue that committed customers are
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likely to have a greater intention to use the faed within the hotel (product use),
spread positive word-of-mouth communication (vo&ant partnership) and avoid
engaging in opportunistic behaviour; while custosngho exhibit a high level of trust

towards hotels are likely to have a lower levelin€ertainty.

The results of Bowen and Shoemaker’s study conér@ry link proposed in their
model (except for the two antecedent constructs dha not measured) including
shared values, expectation and reactive opportanisthaviours (which is the
proposed outcome of commitment). The finding inthsathat each antecedent has a
different degree of influence on trust and committmd-or example, relationship
benefits and trust are found to have a strong emg@ on commitment, while

switching costs and fair costs are found to haweak impact on commitment.

4.3.5MacMillan et al. (2005) and the not-for-profit sector

The MacMillan et al.’s (2005) focus is on the r@aship development in a nonprofit
organisation context. The not-for-profit sector basome a very highly competitive
industry due to the increasing number of nonprofijanisations (NPOs) and the
decreasing number of funders. In order to survime ai highly competitive

environment, it is suggested that NPOs should curei® on maintaining their

existing fund suppliers (funders) through the depsilent of strong, lasting

relationships. There are two types of fund supgjiao lend the financial support to
NPOs; individual fund suppliers and organisatiodahders. It is found that

organisational funders generally provide a muchatgre support for NPOs than
individual funders, and therefore in most caseganisational funders are the main

source of income for the NPOs. This is why maintegjran existing organisational
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funder is essential for the survival of the NPOn&sguently, this study concentrates
on examining the development of the relationshigwben NPOs and their

organisational funders.

Relationship Terminatio
Cost:

Material Benefits
Shared Values

Communication

Non-material
Benefits

Non-opportunistic
behaviours

Figure 4.7: The adapted version of the KMV model proposed kaciillan et al.

(2005).
Sour ce: Macmillan et al. (2005, p.808)

Every original antecedent of trust and commitmemntppsed by Morgan and Hunt

(1994) is included in their conceptual model. HoareWacMillan et al. (2005) have

rearranged the positions of those existing contruiéor example, the concept of
relationship benefits is divided into two constsjatamely material benefits and non-
material benefits. Although both of these conssue linked to commitment, that is
similar to Morgan and Hunt’'s (1994) model, the imtpace of each construct in their
contribution to commitment (and therefore to therall model) are proposed to be
different. Material benefit is operationalised ascadinary antecedent of commitment
while nonmaterial benefit plays a significant rolemediating the link between trust

and commitment (see Figure 4.7).
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As indicated in MacMillan et al.’s (2005) proposedbdel, trust is thought to

influence commitment through nonmaterial benefitfis means that trust can
provide a positive influence on commitment by iasiag the funders’ awareness of
nonmaterial benefits received from supporting theQs. It should be noted that
MacMillan et al. (2005) failed to retest the dirdiok between trust and commitment,
that is suggested by Morgan and Hunt (1994) ang@upd by other researchers
(Zineldin & Jonsson 2000; Friman et al. 2002; Cé&td_atham 2003; Bowen &

Shoemaker 2003). Moreover, MacMillan et al. (20@%50 add the link between
communication and nonmaterial benefit into the nhodsuggesting that a

knowledgeable and professional communication de¢only increase the levels of
trust that funders have towards NPOs, but alsoshé&dpincrease the levels of
nonmaterial benefits perceived by funders. Consatyjeeommunication is proposed

to be a determinant of both trust and nonmategaklhit.

The results of the MacMillan et al. study validatest of the antecedents included in
the original KMV model with the exception of terration costs. Nonmaterial
benefits are found to have the strongest influemeecommitment, while the link
between material benefits and commitment is nati@ant. Trust is found to be the
strongest determinant of nonmaterial benefits. Tmation costs, like material
benefits, do not have a significant influence omootment, and it is suggested that

high termination costs might discourage funderdgno support in the first place.

4.3.6 Li, Browne and Wetherbe (2006) and the website industry

This recent study by Li, Browne and Wetherbe (20@&¢stigates the relationship

between a web site and a user. Like Bowen and Shlomma (2003) study, the
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relationships examined in this study are businessastomer relationships. However,
the nature of this study is quite different frone tlormer study in that the exchange
partners in this study have a unique way of intimgavith each other. In the website
industry context, participants interact with ea¢heo via the internet, which is less
personal compared with, for example, the host-gimstactions in a luxury hotel
context. Since interactions through the internet liely to be perceived as having
less of a human touch than face-to-face interactiosm benefits and costs perceived
by internet customers are likely to be differemt, dustomers who have a direct
personal contact with service providers (Colgatieye® & Elmsly 2005). This could
explain why the major determinants of trust and comment proposed by Li, Browne
and Wetherbe (2006) are quite different from presiostudies that examine
relationships where the partners interact with estblr face-to-face (Morgan & Hunt
1994; Zineldin & Jonsson 2000; Friman et al. 2008te & Latham 2003; Bowen &

Shoemaker 2003; MacMillan et al. 2005).

Some of the antecedents previously proposed by &orgnd Hunt (1994) are
replaced with new antecedents from the investmemtieindeveloped by Rusbult
(1983). These new antecedents are quality of altees, investment size and
satisfaction. However, Li, Wetherbe and Browne @0goint out that the additional
determinants of commitment from the investment rade similar to the concepts of
termination costs and relationship benefits inctudte the original KMV model by
Morgan and Hunt (1994). A lack of quality alternas8 and a large investment size
are quite similar to some aspects of terminatiostsbecause it discourages web site
users from switching to other web sites. Satisbecis also thought to be another

important type of relationship benefit because ntaarages an internet user to
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commit to use a certain website. Shared valuesgxkided from the model because
Li, Browne and Wetherbe (2006) suggest that thiscept is less relevant in a

business-to-customer relationship than it is insiress-to-business relationship.

Quality of
alternatives

Commitment

u
Satisfaction /

Communicatior
quality

Stickiness
intention

Opportunistic
behaviour

Figure 4.8: The adapted version of the KMV model proposed hyBrowne and
Wetherbe (2006)
Sour ce: Li, Browne and Wetherbe (2006, p.114)

One other modification that Li, Browne and Wethe(B806) made to the original
KMV is with the outcomes of a successful relatiapshbetween a web site and its
user. They propose that high levels of trust anmdra@ment should lead tstickiness
intention. The term “stickiness intention” is a common tarsed to explain customer
loyalty in the web site context, and according ip Browne and Wetherbe (2006),
stickiness can be referred to as ‘... repetitivetyigd and use of a preferred website
... (p.104), that is also the definition drawn fraitme concept of customer loyalty

proposed by Oliver (1980).
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Li, Browne and Wetherbe’'s results show that evenfeeedent of trust and
commitment proposed in this study, are found toehaw impact on trust and
commitment. Even though it can be observed thaack lof alternatives, large
investment size and satisfaction do in fact corsame aspects of termination cost, it
fails to cover the non-economic aspect of termaratiost, such as loss of friendship
that is a very important aspect of termination sost most contexts, where the
exchange parties have a face-to-face interactioorebver, whilst it indicates that
trust and commitment are found to have a positeience on stickiness intention,

commitment was found to be a stronger determinfsitickiness intention than trust.

4.4 A reflection on the previous uses of the KMV model

Several observations have been identified to refaln an in-depth review of
previous studies using the KMV model (Zineldin &3dson 2000; Friman et al. 2002;
Cote & Latham 2003; Bowen & Shoemaker 2003; Macilet al. 2005; Li, Browne
& Wetherbe 2006). First, it can be observed thatesit first introduction in 1994 the
KMV model has been consistently used as a geneademapplicable in many
business contexts with slight modifications. Thertégeneric” is introduced here in
order to highlight the fact that the antecedentppsed by Morgan and Hunt (1994)
are in fact broad concepts that have provided guieldor over more than a decade
for other researchers to specify concepts that that particular nature of their
research. For example, the “relationship bond" ties been added to the conceptual
model by Zineldin and Jonsson (2000), is arguabloeial aspect of relationship
benefit (also known as social benefit). Moreowbe concept “a lack of quality
alternative” in the study of Li, Browne and Wether{2006) is another aspect of

termination costs. Furthermore, the term “sticksnegention” used in the study by
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Li, Browne and Wetherbe (2006) is the reverse cpinoé the propensity to leave

proposed by Morgan and Hunt as one of the consegaef a lack of commitment.

Furthermore, antecedents and consequences ofandstommitment are common
areas that have been modified according to theegbwif the particular study, while
the central part of the model (trust and commitineemain untouched in most
studies (with the exception of the study by Macbhllet al. (2005). This, in turn,
means that it can be argued that antecedents ansdegquences of trust and
commitment might be varied, depending on the cdandéxhe study, but trust and
commitment should remain as the integral part siegcessful relationship regardless
of the context. Despite the various attempts to addemove some of the original
antecedents proposed by Morgan and Hunt (1994hatuld be noted that certain
antecedents have been used repeatedly by moststkadir example, communication
and opportunistic behaviour have been kept in eveogified model, while other
antecedents including termination cost, relatiomsi@nefit and shared value are kept

in the majority of the modified models.

Additionally, the concept of shared values is msted in those studies investigating a
business-to-customer relationship (Bowen & Shoemak@03; Li, Browne &
Wetherbe 2006). Bowen and Shoemaker (2003) aslattshared values are an
important determinant of trust and commitment, dnet difficult to measure due to the
complexity of the concept. In contrast to Bowen &tmbemaker (2003), Li, Browne
and Wetherbe (2006) exclude shared values fronr theidel, arguing that this
concept is less relevant to the development ofnessito-customer relationships than

to the development of business-to-business relstips.
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Finally, the comparison of results from most stadmicates that each antecedent of
trust and commitment can be weaker or strongereriipg on the context of the
study. For example, in the study of Bowen and Slakem (2003), relationship
benefit is found to have a strong influence on cament, while it is found to have

no significant impact on commitment in the Morgaud ddunt’s (1994) study.

4.5 The present research

The present research has a number of unique featompared with the previous
studies discussed above. First, it is conducteal Imcation where understanding the
needs of domestic tourists (generally with the saaiiral background) is as difficult
as understanding those of international touristsorfe level, it should be appreciated
that, in common with other international destinasio(such as Bali, Fiji and the
Maldives), the majority of tourists arriving at acsmodation establishments on
Samui Island are international tourists. Indeedpeding to the Tourism Authority of
Thailand (2005), almost 90% of resort guests aermational tourists. Consequently,
understanding how to develop strong relationshipib wternational tourists, in this
case Australian tourists, is vital for the survival island resorts. However, it is
essential to realise that the importance of dewegpptrong relationships with local
tourists, in this case Thai tourists, should notokerlooked. Although Thai tourists
are the minority of the tourist population on Sansland, they are still an important
and sustainable source of tourists who can bedraie during difficult times. In
Phuket, for example, Thai tourists supplementeditrstination’s revenue during the
SARS period when the number of international tasrridropped dramatically.

Consequently, resort operators need to understawdd develop relationships with
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Australian and with Thai tourists, implying that racsubtle, flexible strategies, will

need to be implemented.

Although the Bowen and Shoemaker’'s (2003) study dlesady investigated the
development of host-guest relationships in a hatetext, they have focused only on
business travelers. According to Mattila (1999)sibass travelers are not suitable
respondents in a cross-national study such asleguse it is found that ‘business
travelers acted as a relatively homogenous targatkeh regardless of cultural
background’, whereas leisure travelers are likelyp¢ more heterogeneous according
to their culture (p.384). Since the major aim o gresent investigation is to identify
the influence of cultural differences on the depebent of trust and commitment,
leisure travelers are selected as the target rdspo: for this study and in

consequence a resort is considered to be an ajisopite for this study.

Resort guests, who are commonly traveling for keiguurposes, are selected as the
respondents rather than business travelers fopriggent investigation, because it is
considered that whilst this group of consumers joles/ many economic benefits, at
the same time they present several unique chablefogehospitality managers. They
are arguably less price sensitive, and that in &llows resort operators to add more
margin into the price without affecting sales, blis group of customers are very
difficult to maintain, as they are willing to swhtc¢o other properties even when they
are satisfied with the current property. Accorditmg Huffadine (1999), the main
reason for staying at a resort is to be pamperdd@enhance enjoyment and well-
being. As a result, it is likely that many resouegts would feel tempted to try out a

new property regardless of their satisfaction lseweith their current service provider.
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Consequently, being able to understand how to dpvel successful host-guest
relationship in a resort context in the face o$ thpparent lack of customer loyalty is

likely to provide a significant competitive advageaefor hospitality managers.

4.6 Conceptual foundations

The information that is been sought by this ingegion is culturally determined; that
is, it seeks the opinion of specific cultural growgs of resort guests. Therefore, for
the present study a constructionist framework isstrappropriate. Data must be
obtained directly from the group affected, andré®ultant claims will be restricted to
implications for this group. The review of the ritsswf previous research presented in
Section 4.3, highlights the degree of influencet tbach antecedent of the KMV
model has had on the development of trust and ctmeni. These studies show that
the impact of these antecedents depends on theenamd context of the research.
From a theoretical perspective of symbolic intaoasm, it can be explained that
people from different contexts perceive the syntbotiportance of each antecedent
differently. In some cases, the same concept cam fza significantly different
influence on the development of trust and commitm&or example, termination
costs are found to have a strong influence on comemt in a business context, yet it
is found to have no impact on commitment in a motgrofit organisation context.
Consequently, to be able to more clearly understamst-guest relationships in a

resort hotel context, further research needs twobducted in this context.

As discussed earlier in Chapter Three, Australams Thais are different in terms of
cultural orientation. Therefore, the present rede@roposes that Australian and Thai

tourists are likely to weigh the importance of eauftecedent (termination costs,
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relationship benefits, shared values and commuaigatlifferently. The antecedents
that provide a strong influence on trust and commaitt for Australian tourists are
likely to be different from the antecedents thaflumnce the level of trust and
commitment for Thai tourists. This holds particulalevance for strategy planning in

multi-cultural resort situation.

4.7 Applying the KMV model

Despite the fact that most of the previous studiesg the KMV model have
attempted to include additional antecedents int riodel (Bowen & Shoemaker
2003; Cote & Latham 2003; Friman et al. 2002; LroBne & Wetherbe 2006;
MacMillan et al. 2005; Zineldin & Jonsson 2000)esk modified versions of the
KMV model have not been widely accepted. In faoteatensive review of literature
indicates that none of the studies in the relatignmarketing area, have permanently
adopted or adapted any of the modified versiornth@fiKMV model proposed by the

researchers described in this chapter.

In line with most previous studies, this researdbpis the Morgan and Hunt (1994)
KMV model as a starting model and proposes a g§ighbodification of the model in
terms of the antecedents and consequences oatrdstommitment, in order to make

it more appropriate to a resort context.

Three major modifications are made to the antededwitrust and commitment. The
concept of termination costs and the concept oftioriship benefits are
operationalised in different ways from the originaddel, due to the unique nature of

a resort context. Termination cost is thought to édwo-dimensional concept
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consisting of economic termination costs and namemic termination costs.
Moreover, the one-dimensional concept of relatignélenefits proposed by Morgan
and Hunt (1994) is replaced by a three-dimensicoatept of relationship benefits
(including special treatment benefits, social bgsefnd confidence benefits) based
on Gwinner, Gremler and Bitner’s (1998) relatiopshenefit typology. Furthermore,
the concept of shared values is excluded from tbdifted model. As indicated in

Chapter Three, the values in any one culture gevashared.

Termination cos!

Special treatment bene’

Commitmel Customer Lovyalt
Social benefit 4 Two dimensions of customer
loyalty are:
1. Repurchase intention
Confidence benefi 2. Positive word-of-
mouth
communicatio

Communicatio
> Trus

Opportunistic behavioul

Figure 4.9: Conceptual framework of the present research

In the current investigation, the values of Thairists and hosts can be assumed to be
the same (the differences between subcultures atrenmestigated in the present
study) whilst the values of Australian tourists daa assumed to be different from
their hosts. Therefore, it is not possible to stigate the comparison between
Australian and Thai tourists in term of shared galwith hosts. In summary, six
constructs are proposed to be antecedents of éngtcommitment. Termination
costs, special treatment benefits, social benefits confidence benefits are proposed
to increase commitment. Communication is proposedirnicrease trust while

opportunistic behaviour is proposed to have negathpact on trust (see Figure 4.9).
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The five original consequences of trust and cometimn the Morgan and Hunt
(1994) KMV model are replaced by customer loyaltliis is a preferable outcome in
the resort context. Customer loyalty is operatiseal as a two-dimensional concept
including repurchase and positive word-of-mouth oamication (Bowen & Chen
2001). In previous applications of the KMV modeistomer loyalty has been
proposes as an outcome of trust and commitmeniéfriet al. 2002; Bowen &
Shoemaker 2003; Li, Browne & Wetherbe 2006). Tlais also been the case in other
relationship marketing research (Caceres & Papanaigi2007). For example, Friman
et al. (2002) propose that trust and commitmentleaa to long-term relationships. In
the hospitality industry context, a long-term rigaship equates to repeat visitation.
In line with Friman et al. (2002), Li, Browne andeWierbe (2006) have also found a
link between relationship quality (high levels aidt and commitment) and customer
loyalty (operationalised as stickiness intentioMpreover, Bowen and Shoemaker
(2003) have confirmed that positive word-of-moutimenunication (operationalised

as volunteer partnership) is an outcome of commitme

4.8 Definitions

Resort hotel

King and Whitelaw (2003) point out that there aréedent views of how the term
resort should be defined. Sometimes a particular propentgferred to as a resort due
to its size and location (King & Whitelaw 2003). Wever, Gee (1981) asserts that a
resort should be defined as a place that promaig®nahance a feeling of well-being
and the enjoyment of guests. Agreeing with Gee@3() view, Huffadine (1999)

asserts that people come to resorts in order fmab®ered. At resorts, guests will be

130



able to ‘... participate in a wide variety of sponscreation and entertainment and

escape day-to-day stresses’ (Huffadine 1999, p.13).

Relationship marketing

Relationship marketing is a marketing process thadlves attracting, maintaining

and enhancing customer relationships (Berry 1988hilarity to Morgan and Hunt

(1994), the present study proposes that trust amdngtment are central to a
successful relationship. A successful relationsbgiween service providers and
guests can be characterised by high levels of andt commitment. In the present
research it is proposed that a successful host-gakdionship (high levels of trust

and commitment) leads to customer loyalty.

Termination cost

Termination cost is the perception of any cost twiurs when customers terminate
the current market relationship and secure an ratse (Porter 1980). Only
psychological termination costs (such as the Ié$semdship, the fear of uncertainty)

are included in the present research as beingeteerdinants of commitment.

Relationship benefits

The concept of relationship benefits is taken toamany special benefits that
customers receive when they have developed aaeddtip with a service provider
(Gwinner, Gremler & Bitner 1998). Unlike Morgan amktunt (1994), the present
investigation uses Gwinner, Gremler and Bitner998) concept of relationship
benefits, which is a three-dimensional concept isting of special treatment

benefits, social benefits and confidence benefits.
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Shared values

Morgan and Hunt (1994, p.25) define shared value. aghe extent to which partners
have beliefs in common about what behaviours, gaatk policies are important or
unimportant, appropriate or inappropriate and rghivrong’. This thesis emphasises
the importance of shared values as a determinantrust and commitment. In
particular, we propose that shared cultural vajpueside a positive impact on both
trust and commitment. However, based on the stud@aesorkhi (2006), it is
arguable that the impact of shared cultural vatresust and commitment is likely to
be stronger for people from the same cultural bemkgd, than those who come from
a different cultural background. In the preseneaesh, the concept of shared values
is treated as an equivalent of shared culturalemlirherefore, it is proposed that Thai
guests share the same cultural values with Thaicgeproviders, whilst Australian
guests do not share the same cultural values vhigh Service providers. Like Bowen
and Shoemaker (2003), shared values are thoudle &m important determinant of
trust and commitment, although in their work shavallies are not measured due to

the complexity of the concept.

Communication

In the present research, communication will be usedrefer to any form of

information sharing between a service provider armclistomer (Anderson & Narus
1990). The effectiveness of communication betweerseavice provider and a
customer in a resort hotel setting can be evalubyedeveral elements, including a
timeliness of information, reliability of informath and empathy of service staff

towards guests. In our study, communication is psegd to be one of the factors that
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lead a resort guest having higher trust towardsr teervice provider (resort

operators).

Opportunistic behaviours

The most widely quoted definition of opportunismidogs to Williamson (1975).
Williamson (1975, p.6) defines opportunism as self-interest seeking with guile’.
After considering the available literature, it sesethat the concept of opportunistic
behaviour commonly refers to any behaviour thathtnigt be illegal but is somewhat
immoral. In this study, opportunistic behaviourdisfined as behaviour that service
providers exhibit that lead a resort guest to belihat the provider is trustworthy. In
line with previous researchers (Morgan & Hunt 19@Alliamson 1975), our research
proposes that a resort guest is unlikely to trastise providers, when they feel that

the service provider engages in opportunistic belay

Trust

The definition of trust is drawn from the work ofovjan and Hunt in 1994, which is

the most quoted definition available in the relasioip marketing literature. Morgan

and Hunt (1994) identify that the notion of trustsists of two aspects, reliability and
integrity of the exchange partner. In the presesearch, resort guests are likely to
trust resort operators that have high integrity arelreliable in terms of their ability

to provide service quality.

Commitment

After an extended literature review, it is observkdt the definition of commitment

proposed by most researchers consists of two neajoponents. These are a belief
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that the relationship is important and its conseqeethat is a subsequent desire to
maintain the relationship. In the present reseaanl, in line with previous research,
commitment is defined as a positive feeling thastocmers have toward their
relationship with a service provider, which in twncourages them to maintain the
relationship indefinitely (Bowen & Shoemaker 200Bjoorman, Zaltman &
Deshpande 1992; Morgan & Hunt 1994). Consistert e approach of Morgan and
Hunt (1994), the concept of commitment is operaiised as affective commitment

in the present study.

Customer loyalty

In the past, customer loyalty has been manifesyetthd act of repurchase. However,
recent studies have shown that not every custorherrepurchases is genuinely loyal
to the firm (Dick & Basu 1994; Jones & Sasser 199&ordingly, Bowen and Chen
(2001) have identified true loyalty to consist afot simultaneous dimensions,
repurchase intention and positive word-of-mouth gamication. This definition is
adopted here for the concept of customer loyahyaddition to the original KMV
model, our study proposes that customer loyaltynis of the major consequences of

commitment.

4.9 Resear ch intent

A major focus of this research is to identify crosgional differences on the
development of trust and commitment, by comparimg attitudes of resort guests
originating from different countries, in this cag&astralians and Thais. Specifically,
this study seeks to examine the differential immddhe five antecedents on trust and

commitment between Australian and Thai touristgs Titn turn allows the researcher
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to understand the pattern of host-guest relatipnsl@velopment, not only in an
intercultural service encounter (between Thai serprovider and Australian tourists)
but also in an intracultural service encounterleein Thai service provider and Thai
tourists). In order to facilitate this investigatjdhe two research questions have been

formulated. The research questions are:

RQ1: Do Australian and Thai tourists have similar hgsest experiences during

their holiday?

RQ2: Do each of the five antecedents have a similgachon the development of
successful host-guest relationships (characterisgdhigh levels of trust and

commitment) for both Australian and Thai tourists?

In order to investigate the first research quest@series of nine propositions have
been designed to enable a systematic approachdacdiection and analysis. These
propositions have been derived from Morgan and d{t©94) KMV model, and are

as follows:

(1) Under the same circumstances, Australian and Tbarists are likely to
experience different levels of termination costs;

(i) Under the same circumstances, Australian and Thaists are likely to
experience different levels of special treatmemteibies;

(i) Under the same circumstances, Australian and Thaists are likely to
experience different levels of social benefits;

(iv) Under the same circumstances, Australian and fhaists are likely to
experience different levels of confidence benefits;

(v) Under the same circumstances, Australian and Thaists are likely to
experience different levels of communication wignvsce providers;

(vi)  Under the same circumstances, Australian and Thaists are likely to
experience different levels of opportunistic bebavs engaged by the
service staff;
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(vi)  Under the same circumstances, Australian and Thaists are likely to
experience different levels of trust toward serpceviders;
(viii)  Under the same circumstances, Australian and Thaists are likely to
experience different levels of commitment towarelvge providers;
(ix)  Under the same circumstances, Australian and Thaists are likely to
experience different levels of customer loyalty éoels service providers;
The following six propositions relate to the secoresearch question. These
propositions have been developed on the basisatthew of cross-national research

in Chapter Three.

(x) Australian and Thai tourists place different emjhas termination costs;

(xi)  Australian and Thai tourists place different emphas special treatment
benefits;

(xii)  Australian and Thai tourists place different emphas social benefits;

(xiii) Australian and Thai tourists place different emphasn confidence
benefits;

(xiv)  Australian and Thai tourists place different empdhas communication;

(xv) Australian and Thai tourists place different emjhasn opportunistic
behaviours.

4.10 Summary

This chapter has explained Morgan and Hunt's KM\elaand discusses the use of
the Model in various contexts, including the Swhdigod industry, the international
service sector, the healthcare industry, the luwawtel industry, the not-for-profit
sector and the web site industry. Several obsemsthave been identified as a result
of an in-depth review of those studies. These ofasions are: (i) the KMV model has
been consistently used as a generic model apicaldhany business contexts with
slight modifications, (ii) antecedents and conseges of trust and commitment are
common areas that have been modified accordindh@éocontext of the particular
study, while the central part of the model (trustl @ommitment) remains untouched
in most studies, (iii) the concept of shared valiesot tested in those studies

investigating a business-to-customer relationstiv),the comparison of results from
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most studies indicates that each antecedent dfangscommitment can be weaker or
stronger, depending on the context of the studgs&hobservations are then used to
assist the researcher to modify the KMV model imanner that is suitable for the
unique nature of the present investigation. Hmnallvo research questions are
proposed together with supporting propositionsprater to achieve the major aim of

the study.

The next chapter on research methodology outlihesré¢search framework used in

the thesis.
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Chapter Five
Resear ch Design and M ethodology

5.1 Introduction

The aim of this study is to explore the role arftlence of trust and commitment in a
cross-national context within the hospitality inttys Specifically, this study seeks to
evaluate how Thai and Australian resort guests ginegcthe importance of the

antecedents of trust and commitment as predictidsetavioural intention.

The purpose of this chapter is to outline the nese&ramework and design. This
includes discussion on the analytic methods employdese are six sections: (i)
research foundations, (i) justification, (iii) tiseirvey development, (iv) sampling and

data collection, (v) ethics and confidentiality.

5.2 Resear ch foundations

As the literature review has shown, the importasicieust and commitment has been
recognised by many scholars as an essential iregrenh successful relationships. As
a result, considerable research has been condaobehd this topic during the past
decade. However, from a constructionism perspedtieee is still room for further
research to be conducted in order to provide aatagpderstanding of how successful
business relationships are formed, developed andtanged. Unlike objectivism
where knowledge is universal and there is littlechéo retest knowledge once the
research has been conducted, constructionism arghas under different
circumstances, the meaning of an object can bespext in different ways (Crotty

1998). Consequently, knowledge that is gained m amntext should not be tied up to
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a particular meaning, rather it should be testedififerent time frames, places and
contexts. From that perspective, it can be seeh dbastructionism provides the
framework for this study to make a contributiorktmowledge as it ‘... approach [es]
the object in a radical spirit of openness to igeptial for new or richer meaning’

(Crotty 1998, p.51).

There are several theoretical perspectives that@ngatible with constructionism,
such as phenomenology, hermeneutics and symbdkcastion. Each theoretical
perspective involves a different point of view ommhto understand and explain the
world. Phenomenology asserts that the meaning pfodmject comes directly and
immediately after the person engages with the @4ddi phenomenon. This
theoretical perspective suggests that such meanisgs from personal experiences of
a person toward a particular phenomenon. Hermarsguin the other hand, defines
the meaning according to what has been writterariéhe hermeneutics theoretical
perspective is more appropriate to research that g0 understand the meaning of the

written word.

Unlike other theoretical perspectives, symboli@rmattion ‘deals directly with issues
such as language, communication, interrelationsaips community’ (Crotty 1998,
pp.7-8). Since people use symbols in communicatitiy one another, this theoretical
perspective argues that the meaning of any obgarawn from the interaction
between people in the community. As Crotty (19%%eats:

All knowledge, and therefore all meaningful realityis contingent

upon human practices, being constructed in andoduhteraction

between human beings and their world, and develapddransmitted
within an essentially social context (p.42).
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It is thought that people from the same communitly mterpret a particular symbol

in the same way. Since this study is based ong&enaption that people who have the
same cultural background should weigh the impodamiceach antecedent of trust
and commitment (termination costs, relationship dbiésy shared values and
communication) in the same way and people fromidits cultural backgrounds

will weigh them differently, symbolic interactios the most appropriate theoretical
perspective for this study into the role and inflce of trust and commitment in

service encounters within the hospitality industry.

5.3 Justification

Although there are several compatible research odstlavailable to conduct this
study such as focus groups, interviews, observatmhthe survey method, each has
advantages and limitations. Consequently, reseexcheed to identify the exact
nature of the study and the appropriate fit with tsearch question prior to selecting
the appropriate research method. In general, thezeseveral characteristics of
research that affect the justification of the reskanethod. These are: (1) the number
of respondents involved in the study (Hair, Busi©&inau 2000), (2) the degree of
generalisation (Hair, Bush & Ortinau 2000), (3) theailability of an existing
construct, (4) the availability of time and costdlkbtra et al. 1996; Parasuraman
1991), (5) potential bias (Malhotra et al. 19960 é0) the type of data required (Hair,
Bush & Ortinau 2000; Lukas et al. 2004; Malhotraakt1996; Parasuraman 1991).
All of these factors influence the process of mdtkelection. However, in this study
the survey method is thought to be the most ap@t@presearch method for this

thesis and this is justified as follows.
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Firstly, different research methods, qualitative quantitative, are suitable for
different research studies depending on the redudegree of generalisation of the
results. On one hand, qualitative methods suchoasisf group interviews and
observation are suitable for research that aimst@mver new concepts or constructs.
The results of this type of research commonly ptevwknowledge that can only be
true for the individuals who are included in thedst and are used as a means to
identify new areas, themes, or constructs for argtudy. This type of research does
not lead to generalisation. On the other hand, tpaéime methods, such as the survey
method are suitable for research that aims to dxéisting concepts or constructs.
This type of research commonly involves larger narsbof respondents, which in
turn allows researchers to claim a higher degregeotralisation of the results. This
thesis aims to extend an existing relationship ei@mg model, the KMV model, to a
resort hotel context. Consequently, the quantitasirvey method is suitable for this

thesis.

Secondly, the selection of research method commaeends on the availability of
an existing construct. As noted earlier, studies ivolve new concepts or constructs
commonly use qualitative research methods suchoessfgroup interviews and
observation, because measurable concepts or cotsstme not available. Fortunately,
studies that involve existing concepts or conssgrugdually do not have to develop
new sets of measures since there are a considenadolent of measurable constructs
and variables available from previous studies. Thesis adopts the KMV model of
relationship marketing, which as Chapter Four lesve, has been widely used as a
conceptual model in a variety of contexts. As aulteghere are many valid and

reliable measurements that have been tested bypseresearchers. Since there is no
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requirement for the development of new measuredljtgtive or exploratory methods

cannot be justified. As a result, a quantitativevey method is used in this thesis.

5.4 The survey instrument

5.4.1 Questionnaire development

The concept of trust and commitment has been arteat the relationship marketing
literature for some considerable time. Consequeatlyaft of previous studies have
been completed and a number of existing questiame been published on this topic.
After an extensive literature review, existing dalied scaled questions from 30
different studies were found, all of which related trust, commitment and their
antecedents. Therefore, the challenge for thisyssutiow to select the most suitable
guestions out of this large pool of existing quasti rather than how to create a new
set of questions. In order to eliminate the leakvant questions and thus be able to
select the most appropriate questions for the stimyr phases of questionnaire
development were conducted. These involve justiicaof the questions, reviewing
the general content of each study, eliminatinglama&nt questions, eliminating
guestions that were identical or almost identiGatd finally eliminating some

guestions that were similar in terms of the infotiorasolicited from respondents.

5.4.1.1 Phase one: Reviewing the general content of each study

A number of studies were identified as relevarhm literature review. These studies
were analysed and potential emerging questions waréreally reviewed. It is found
that reviewing each study before using its questnovided a number of advantages.
Firstly, it provided information that the researcloeuld use to evaluate whether or

not the study was similar to the current studyamis of context and population
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(Bradburn, Sudman & Wansink 2004). This, in turesisted the selection of the
guestions that were relevant or irrelevant to timsaof this study and allowed the
researcher to move to the next phase (eliminatirglevant questions). Secondly,
reviewing each study had the advantage of makimgrdsearcher aware of any
possible problems that might occur when using tiqular questions because, in
many cases, the authors discussed the problemsthégthad encountered with
particular questions and made suggestions for améing these problems in future
research. For example, in their study entitled; é&T¢ommitment-trust theory of
relationship marketing”, Morgan and Hunt (1994) gest that they only looked at
relationship benefits in its economic sense and foture research should also

consider non-economic relationship benefits to detarminant of commitment.

5.4.1.2 Phase Two: Eliminating irrelevant questions

After critically reviewing each study, informatios used from the previous phase to
evaluate questions that are relevant, and to iyethiose that are not by looking at the
context of the study, as well as the content ofgghestions themselves. All irrelevant
guestions are eliminated during this phase and @ywant questions are passed onto
the next elimination phase where identical questiare eliminated. An example of
one of the questions that was irrelevant and wessireted during this phase was
‘This supplier is quite willing to make a long-termvestment in helping us’
(Anderson & Weitz 1989). This question is elimirthtecause it is asking about long-
term investment between a business and a suppéerd not applicable for a resort

context.
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5.4.1.3 Phase Three: Eliminating identical questions

Though irrelevant questions are removed duringptleeious phase, many questions
remain. A large number of these questions are dlndestical because they were
modifications of questions in previous studies.r &ample, the question ‘In general
it would be a hassle changing banks’ used by Jiviethersbaugh and Beatty (2000)
is resembles the question ‘In general it would béassle switching to another
company’ used by Yang and Peterson (2004). Thhkeeaersion is the original
guestion (Jones, Mothersbaugh & Beatty 2000) wisetka latter version (Yang &

Peterson 2004) is an adopted version (see Figlije 5.

Several identical questions One selected questions
From earliest to most recent

Jones, Matherbaugh and Bes

(2000): In general it would be a Jones, Matherbaugh and Bez
hassle changing banks.

Yang and Patterson (200In
general it would be a hassle
switching to another company

Figure5.1: Example of how identical questions were eliminated

Therefore, this phase of development begins wigtogess where similar questions
were placed together in year order (For exampl@0;19992, 1992 ...). This provides
a means of distinguishing an original question fram adopted question, and
ultimately assists the elimination process. In thiy, several versions of similar
guestions are eliminated leaving only one questiogach type. In most cases (unless
the later versions are more appropriate to theeatirstudy) the later versions are

eliminated and the original questions were choseaepresent those question types.
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5.4.1.4 Phase Four: Eliminating smilar questions

It may sometimes be appropriate to ask the samstiqundwice in order to check the

consistency of the answer. However, a questionrstieuld not take too long to

complete. According to Jennings (2001), the timeoimed in the data collection

process is especially important when the decismmdrticipate is voluntary. The

quicker the process the more people are willingpddicipate in the study. This is

especially true in the case of a study seekingiopof resort guests while they are
on holiday. In this situation qualitative data ection methods, such as participant
observation, in-depth interviews and/or focus gsyupay not be the most appropriate
ways to collect data because the guests would theddata collection processes

intrusive (on their holiday time).

Taking these factors into account, this phase @frésearch is conducted to eliminate
guestions that explore the same theme. For examm@ejuestions ‘I am committed to
my relationship with my researcher’ (Moorman, Zatm& Deshpande 1992), ‘I am
very committed to this grocery store’ (Bettencdl897) and ‘I feel a commitment to
continuing a relationship with this hairstylist’' r{ee & Arnould 1999) all seek to
establish the level of commitment that customek® ltawards their exchange partner.
As a result, only one of these questions and rothete are used in the present
guestionnaire. When selecting which question tq tlse best option is to select a
guestion that had been used in many studies rdtherone that had been used in only
one study. When eliminating similar questions, aalgsis is conducted of previous
studies with a view to determining how often a patar type of question is used. The

guestion that has been used most frequently isteeleor this study because this

145



version is seen to have undergone the most testimytherefore is likely to be more

valid. The final questionnaire is given in Appen@ix

5.4.2 Back trandation

Once the questionnaire was developed, back tramslatas used to translate the
guestions into Thai. This method provides the b@stslation results (Brislin, Lonner
& Thorndike 1973) and has been found to be ond@htost, if not the most, popular
translation method in the conduct of cross-cultueakearch. This method allows the
researcher to check the quality of both the questioe and the translator even when
the researcher ‘... does not know the local langubgiewants to ask the questions of
people in that culture’ Brislin, Lonner & Thorndil®73, p.40). One drawback of this
method occurs when the first translation retaires ahginal language structure. A
translation that contains the structure of theipablanguage is easy to translate back
but the results of the translation are not alwaglily understandable amongst local
respondents. In previous studies, many cross-allttesearchers have reported
problems where the original questionnaire has beenfiectly translated into the
particular language by one professional translaie back translated by another
professional translator. A problem occurs whendbestions are presented to local
respondents and are found to be meaningless. clnaases, at least, two differences
have been found between the approaches of profieddi@nslators and the average
local respondent. Firstly, professional translaemes more familiar with English than
the average person, and more likely to understaagpassage even when it has not
been translated into the proper target languageortdy, professional translators use
academic language whilst local people use everyalaguage. Academic language

contains academic terms that cannot be easily stobal by average people,
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especially when translated back and forth. ConsatyeBrislin, Lonner and
Thorndike (1973) suggest that rather than just rigavthe original questionnaire
translated into the target language and back ttatlinto the original language, it is
also important to have the first translation retten in a form that can be understood
by the person who ‘... [speaks] the target languagteno other’ (p.56). In other
words, in many cases the translated text is writidnghly academic terms and needs

to be translated into everyday language.

In the present study, back translation was adopitddan additional rewrite process
to ensure the most effective translated-versioth@fjuestionnaire (Brislin, Lonner &
Thorndike 1973). Two professional translators armb@mittee of professional Thai
writers were employed in the translation process. @egin the process, one
professional translator is asked to translate tigenal questionnaire into Thai. After
that, three professional Thai writers discussedréla¢ meaning of each question and,
where necessary, adjusted the translation into rgiore that could be readily
understood by Thais. Finally, the second profesdidranslator is asked to back
translate into English. After comparing the oridigguestions with the new set of
guestions that are translated back into Englisthbysecond professional translator, it
was found that the two sets were matched. This s@t the original questionnaire
and the translated Thai-version of the questioenaere equivalent in terms of

content and meaning.

5.4.3 Pre-testing

Despite the fact that every question used in this\shas been used repeatedly and

previously validated, the final questionnaire wase-fested twice prior to
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commencing the data collection. This pilot studycasducted to ensure that each
guestion is understood and that the answers prowagieespondents are selected from
among the options presented in an informed way. firbe pre-testing process was
conducted after the original version of the questare was developed and the
second pre-testing process was conducted aftajuéstionnaire was translated into
Thai. This process was conducted to identify amgrerin the questionnaire, which in
turn allowed the researcher to adjust the questioarbefore conducting the actual
research. After conducting the pre-test, some mproblems to expression were

identified and adjusted accordingly.

5.4.4 Questionnaire design

5.4.4.1 Questionnaire layout

In this thesis considerable attention was paidesighing the sequence of questions in
order to make it easy for respondents to understdna flow of questions
(Parasuraman 1991). The questions were divided setdions depending on the

content of the questions. There are two major @estin the questionnaire.

Section one consists of seven sub-sections. Théssextions contain the questions
that represent almost every construct of the cdne¢pmodel; namely trust,
commitment, termination costs, relationship besgfitcommunication and
opportunistic behaviour. The questions relatingliared values are not included in
this study since the existing questions concerthigyconcept were neither applicable
to the host-guest relationship nor to a resort edntMoreover, according to some
cross-cultural researchers (Hofstede 1980; Hofst&d&ond 1988), it may be

assumed that Thai service providers will sharestiree values as Thai guests, but not
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with Australian guests as a result of culturalehéinces. Indeed, it is precisely these
perceived differences that this thesis seeks tenstand. The questions within this
section (section one) were about the feelings tésppondents have toward the resort
they stayed at during their time on Samui Islamdthis section, respondents were
asked to tick the box that most accurately refleb&sr opinion for each statement

(option: 1= Strongly disagree and 7 = Strongly ayre

Section two consists of a series of demographicstiues as well as some other
guestions that could be used to assist the resatchdentify differences between
Australian and Thai respondents. These included gaeler, occupation and income
levels. The other questions include the numbermmodég the respondents have stayed
in their current holiday resort, the number of tentbey have visited Thailand and the
time they may have spent at any other resort onubasfand. This section was
included at the end of the questionnaire becausesitiggested that respondents are
less willing to complete questionnaires if this kimf question appears at the

beginning of the questionnaire (Parasuraman 1991).

5.4.4.2 Questionnaire appearance

It is often reported that the appearance of atguesire, in terms of its design and
the quality of paper used to produce the questiomnhas a positive influence on
completion rate (Parasuraman 1991, Zikmund 2003)chMeffort was put into
designing the questionnaire in order to ensure #@racdve and high quality
presentation of the questionnaire. The questioanaas designed by a professional
graphic designer in a booklet format (rather thalarge number of pages stapled

together). The paper used to produce the quesirennas high quality and made
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from water-proof paper so that respondents had dpegon of completing the

guestionnaire at the beach or near the pool (seergpx A).

5.5 Sampling and data collection

5.5.1 Justification of the sampling method

The first person encountered was interviewed abhdesjuently after completing each
interview, the next person. A refusal was overlabkatil the next person accepted.
Very few people refused to participate. There angdtions in a convenience sample
of this type and there is a risk of response biafrder to overcome potential bias,

the sampling was conducted in different locatioms a large sample was collected.

5.5.2 Data collection procedure

Prior to commencing data collection, the numbetoairist arrivals to Samui Island
was assessed using statistics provided by the Sraututhority of Thailand (TAT),
which is the government agency responsible forisaoupromotion. Arrival statistics
for 2004 and 2005 show that Australian touristvals on Samui Island during
January and February were 62.3% (in 2004) and 68i5%005) of the total number
of Thai tourists that arrived during the same péridhis would suggest that the
Australian sample size should be between 62.3%68®P6 of the Thai sample size
in order to ensure that the sample size for the gvoups is in the right proportion.
However, according to Zikmund (2003), sample stzeutd be based on the size of
the population. Based on this prescription a sletaample size for a population
between 10,000 and 20,000 would be approximately td9302 respondents. Since
the total population of Australian and Thai toumstivals in January and February

was 15,452 and 10,584 respectively, a total off@@pondents for each nationality is
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a suitable sample size. Leading quantitative acadehave asserted that a total of
300 respondents is a sufficient sample size fortngpmntitative studies, and a
suitable number for various types of statisticallgsis such as descriptive techniques,
correlation and factor analysis (Comrey & Lee 19Bizld 2005; Kass & Tinsley

1979; Tabachnick & Fidell 2001). This consideratisrespecially important for the

conduct of factor analysis where it has been fotlrad the parameters tend to be
stable regardless of changes to the number of neégmbs per variable, when the

sample size is equal to or larger than 300 respusd&ass & Tinsley 1979).

In order to achieve the target number of resporsje¢hé data collection process was
conducted in several places including in resottshe airport, at the ferry pier and in
other places on Samui Island where tourists corgeedn the first instance resort
guests were accessed by agreement with resort evaesny. Prior to going to Samui
Island the researcher had made arrangements thrthegfiourism Authority of
Thailand (TAT), to have the questionnaires giveartiving guests at resort hotels on
Samui Island. In order to ensure that the numbeeafired Australian tourists could
be identified most efficiently; the various reshdtels were listed. The sales manager
of Qantas Holidays, one of the premier travel whalers for the Australian tourism
market, was contacted to help in identifying thestmpopular resorts for Australian
tourists on Samui Island. Following this discussib® resort hotels were identified. A
list of these 16 resort hotels was sent to the T@\hegotiate an agreement to survey
at these properties. These were identified as tloest nappropriate resorts and
agreement was reached with various resort managevgever, it was anticipated that
resort guests might be reluctant to complete quesaires while on holiday, so

several other data collection points were iderdifier the survey. These were local
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attractions where resort guests spend most of tiree during their holiday (e.g.
beaches) as well as at the airport and the femy where tourists depart from the
island. Resort guests were intercepted during ttaly or just prior to departure. A
full explanation of how responses were achievamroyided below. It was anticipated
that the hotel survey method would include a higleeel of incomplete surveys.

However, the two combined methods provide a largerapresentative sample.

5.5.2.1 Resorts

Management in several resorts agreed to distrimeeuestionnaires. These included
Muang Samui resort, Chaweng Regent resort, NoralBB&sort and Spa, Anatara
Resort and Spa, Amari Palm Reef resort, ImperiatBtouse resort, Imperial Samui
resort, Impiana resort, Nova Samui and Banana Fanr8sort. A total of 1,000
guestionnaires (500 for Australian respondents Z0@ for Thai respondents) were
distributed to each resort depending on the agreemsached between the resort
managers and the researcher. Due to managementyrithe researcher was not
allowed to make direct contact with guests. Thestjoenaires were left at the front
desk at most resorts for receptionists to disteliotguests when they were checking
in. The house keeping staff were to pick up the mleted questionnaires following
check out. At the end of the data collection per®d completed questionnaires (66

Australian and 25 Thai) were returned to the redear

Since the numbers of completed questionnaires wesgficient, some additional

resorts were added for the study. Those resorte Woalie’s Hut, Montien House,

Chaba Samui resort, Long Beach resort, Chawengs/dhd Chawengburi resort. A
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total of 86 completed questionnaires (70 Australiamd 16 Thais) were returned

from these properties.

At the end of this stage, 177 completed questioaadil36 Australians and 41 Thais)
had been collected from the resort hotels. This bamwas insufficient for data
analysis purposes. Consequently, the data collegtiocedure was expanded to local

attractions on the island.

5.5.2.2 Local attractions

These attractions included the Bungy Jump, Tourgasel agency and Chaweng
beach. At the end of this stage, the researchéectedl a total of 189 completed
guestionnaires (148 Australians and 16 Thais), lwhwas still insufficient.
Consequently, the data collection procedure wasnebed to the airport and ferry pier

in order to collect data from tourists prior depagt

5.5.2.3 Airport and Ferry pier

Since the peak periods vary (the ferry pier was/bmghe morning while the airport
was busy in the afternoon), the researcher wastaldellect at both places during the
day. A total of 68 completed questionnaires (al&iJlwere collected from the ferry
pier at the island capital, also known as Na Thdost of the respondents were
tourists who were travelling by car, arriving aetferry pier to cross back to the
mainland. Data was collected while respondents waeeling in their cars waiting to
board the ferry. A total of 344 completed questamres (152 Australian and 191
Thai) were collected at the airport. Respondentsewapproached after they had

checked in their baggage and were waiting for thel boarding call. The response
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rate was highest at the airport, because there Werenteresting activities at the
airport and the waiting period ranged from one heoe¢ hours. As a result, most
respondents were happy to fill out the questiomsaiAt the end of this stage, a total

of 600 completed questionnaires (300 Australiarms30 Thais) had been received.

5.7 Ethics and confidentiality

Before conducting the data collection, the studys vepproved by the Ethics
Committee of Victoria University in order to ensuhe rights, liberties and safety of
the participants. In addition, before respondeptsded to proceed, a cover letter was
presented on the second page of the questionma@gptain the purpose of the study
and the ethical rules. In the letter, participamtere informed that they were
participating voluntarily and no risks, such as gijogical, moral, legal or other

risks, would be involved.

Completed questionnaires collected from the padiais are kept in a secure place at
Victoria University under the researcher's contesid are only available to the
researcher and supervisors. The results are opbrtexl in aggregate form in order to

prevent any possible identification of individuakponses from.

5.8 Summary

The validity of any research depends greatly ongunaity of data used in the study,
and a well-planned data collection procedure i®m& for ensuring high quality
data. Constructionism provides the framework fors thhesis while symbolic

interaction is the most appropriate theoreticabpective for this study into the role

and influence of trust and commitment in serviceoamters within the hospitality
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industry. The concept of trust and commitment hesnba feature of the relationship
marketing literature for some considerable timeer€fore, survey method is thought
to be the most appropriate research method for tiésis. The questionnaire
instrument is developed by using the four-phasestiprnaire development to select
the most appropriate questions out of the existwvajjdated questions used in
previous studies. Once the English-version of thestjonnaire was completed and
pre-tested, the three-stage back translation metlasdused to translate the questions
into Thai. A total of 600 respondents (300 Austnai and 300 Thais) were obtained
in this study using a convenience sampling metlsda result, a total of 600 usable

guestionnaires was achieved.

The next three chapters provide the results ofdéta analysis including descriptive

analysis (Chapter Six), principal components amalf{Ghapter Seven) and Structural

equation modelling (Chapter Eight).
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Chapter Six
Descriptive Analysis

6.1 Introduction

In presenting the analysis of the data collected discussed in Chapter Four, a
preliminary analysis was conducted to summariseddia. This chapter presents the
results of the descriptive analysis to assist miferéntial analysis outlined in the next
chapter. Four sections are included in the curcw@pter. These are: Frequency,

Mean and standard deviation, Mann-Whitney U tedtsaarmmary.

6.2 Frequency

In this section, a frequency test was used to aprakgspondent profiles (see second

section of the questionnaire located in Appendix B)

6.2.1 Gender

Gender of respondents

70.0
58.7

60.0

52.7

50.0 47.0
41.3

40.0 O Australian

B Thai

30.0

20.0

10.0

0.0

Male Female

Figure 6.1: Gender of respondents
Sour ce: Data analysis (2008)
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Gender of tourists arrived at Samui Island 2005

60.0 56-7 571

50.0

43.0 43.3
40.0

O Australian
B Thai

30.0

20.0

10.0

0.0

Male Female

Figure 6.2: Gender of tourists arrived at Samui Island in 2005
Sour ce: Tourism Authority of Thailand (2006)

The Australian respondents (sample) consisted of%8male and 41.3% female
respondents. This pattern corresponds with theagelmalance of international tourist
arrivals on Samui Island in 2005 (population) whitere are 56.7% male and 43.3%
female arrivals (TAT 2006). This indicates that sa&mple is representative of the

total population in regard to gender.

The Thai respondents (sample) comprise 47.0% male5a.7% female (with 0.3%
missing values). This pattern is also similar t@iTtburist arrivals on Samui Island in
2005 (population) where there are 43.0% male and%7female arrivals (TAT

2006). This indicates that the sample is represgataf the total population of Thai

tourists in regard to gender.
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6.2.2 Age

Age of respondents
35.0 320
30.0 A
25.0 - 233 23. 237
20.3 20. 20.
2001 7.0 @ Australian
15.0 1 B Thai
1004 77
4.7

5.0 - 23 3.0

1.0 h 0.7
0.0 I_L_

1 2 3 4 5 6 NA

Figure 6.3: Age of respondents
Sour ce: Data analysis (2008)
1= Less than 20 years 2= 20 to 25 years 263to 30 years
4= 31 to 40 years 5= 41 to 60 yeaB= More than 60 years
NA = Missing data
Age of tourists arrived at Samui Island in 2005
50
45 43.5
40.1
40
35
30 +
O International
25 +—
B Thai

20 +— 177
15 [ sz
10 1| 8.6 55
5+ —i 15 19 26 22
0 . .

1 2 3 4 5 6

Figure 6.4: Age of tourists arrived at Samui Island in 2005
Sour ce: Tourism Authority of Thailand (2006)
1=15-24 years old; 2 = 25 — 34 years old; =34 years old
4 = 45 — 54 years old; 5 = 55 — 64 years old; 6créMthan 64 years old

The majority of Australian respondents (84%) aravofking age (between 25 — 60

years old) with a slight over representation ofnyg@@adults (64.7%) that are between
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20 — 40 years of age. This pattern is consistetit data reported by the Tourism
Authority of Thailand (TAT 2006) that found thatethmajority of international
tourists arriving on Samui Island during 2005 (plapan) were of working age with
a slight over representation of young adults (64.6Phis indicates that the sample of

the present study is representative of the pojuah regard to age.

Similar to the Australian respondents, the majooityThai respondents included in
the present study (96%) are in the working age grdetween 20 — 60 years old)
with a slight over representation of young adul®.8%). It can be observed that the
pattern of age distribution of the Thai samplelgo aonsistent with the general age
distribution of Thai tourists, who arrived at Samsiand during 2005 where the
majority of tourists (75.03%) were in the workforeth a slight over representation
of young adults (62.76%). This indicates that thmgle included in the present study
is representative of the Thai tourist populatiorSaimui Island during 2005) relative

to age.
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6.2.3 Levels of income

35.0

Income of respondents

3= AUD$20,001-AUD$30,000 per year
5= AUD$40,001-AUD$50,000 per year
7= More than AUD$60,000 per year

NA = Nigsdata

31.0
30.0 A

26.3
25.0 | 23.0
20.0 7 - O Australian

350 _
15.0 A 123 12.7 @ Thai
10.0 il o 3.3 - 8.0
5.7 5.7 5.7
0.0 T T
1 2 3 4 5 6 7 NA
Figure 6.5: Income of respondents
Sour ce: Data analysis (2008)
1= Less than AUD$10,000 per year 2=AUDS0Q;AUD$20,000 per year

4=AUD¥B1-AUDS$40,000 per year
6=AUDIH 1-AUD$60,000 per year

Income of tourists arrived at Samui Island in 2005

35.0

30.0

25.0 4

20.0 +

15.0

10.0 A

5.0 4

0.0

28.2

15

9.6

123

52
2.7 2 £

0 11 11 S 1.5

5 6 7 8 9

O International
B Thai

Figure 6.6: Income of tourists arrived at Samui Island in 2005

Sour ce: Tourism Authority of Thailand (2006)

1 = No income; 2 = Less than AUD$4,000; 3 = AUD$0.d — AUD$6,000

4 = AUD$6,000.4 — AUD$12,000; 5 = AUD$12,000.4 —B%18,000

6 = AUD$18,000.4 — AUD$24,000; 7 = AUD$24,000.A8D$30,000
8 =AUD$30,000.4 — AUD$36,000; 9 = More than AUD$3E®)
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It can be noted that more than half of the Ausiralfespondents earn more than
AUD$30,000 (57.3%) while only 6.7% of internationalurist arrivals on Samui
Island during 2005 earn this level of income. Thee three reasons for this. Firstly,
data collection for the present study was condudtethg the peak period on Samui
Island (January — February). At this time of ygaices for accommodation are more
expensive than during the rest of the year. Thiddcbave prevented lower-income
tourists, who have a limited budget, from holidgyst Samui Island during the data
collection period. Secondly, Australian respondearts likely to be those who have
higher income compare to other Australian toudsts to the fact that the majority of
these respondents are willing to pay more for tae@ommodation (more than 60% of
Australian respondents reported to have stayedheatrdsort rated as three stars or
more). Finally, over representation of low incotaarists might also be attributed to
the fact that the data from the TAT does not omnsist of Australian tourists but
also consists of other international tourists idalg those who come from countries
with lower income levels than Australia, such addyisia and China. A report on the
number of Australian tourist arrivals on Samui fglaby level of income is not
available. Furthermore, it is possible that shawHtourists incur less cost and have a

higher propensity to travel shorter distances beead a lower income.

In contrast to Australian respondents, the majarftyrhai respondents (73.2%) earn
less than AUD$30,000 (though the majority of Thespondents are also reported to
stay at the resort rated as three stars or mote). dverall income level of Thai
respondents (sample) is higher than for Thai ttaiasriving on Samui Island during
2005 (population). As discussed previously, thetriksly reason is because the data

collection for the present study is conducted dygpeak season when the price of
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accommodation increases dramatically. This in taakes it more difficult for Thai
tourists with lower income levels to be able toitmy at Samui Island during that

period.

6.2.4 Previous visitation to theresort

Previous visitation to the resort by respondents

90.0
7.7

80.0
66.0

70.0
60.0

50.0 O Yes

B No

40.0

[
b
w

30.0
20.0

20.3

10.0
0.0

Australian Thai

Figure 6.7: Previous visitation to the resort by respondents
Sour ce: Data analysis (2008)

Most Australian respondents were first time vistty their resort destination (77.7%)
with only 20.3% stating that they were repeat wisit Similar to Australian tourists,
the majority of Thai tourists are also first timesitors to the resorts at which they
were holidaying when surveyed (66%) with only 33.83f4ting that they are repeat

visitors (see Figure 6.7).

In summary, it can be noted that the profile of #alg|an respondents and Thai
respondents is similar in regard to gender and ldgeiever, Australian respondents
earn more income than Thai respondents. In the sestion, the means and standard

deviations of the responses for each question®uqlestionnaire are presented.
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6.3 Means and standard deviations

In this section, mean scores and standard devi&t@we presented to identify the
pattern of responses from the Australian and Téspondents as well as identify any
differences between those groups (see Table 6.1).

Table 6.1: Comparison of means and standard deviations

M easur ement items Mean Std. Deviation Skewness
Australian Thai Australian Thai Australian Thai

Losing friendly relationship 4.2 3.5 1.8 2.0 -0.4 .20
A hassle 3.8 4.1 1.8 1.9 -0.1 0.p
Wasting time 3.8 4.1 1.8 1.9 -0.1 -0J1
A risk 4.6 4.6 1.8 1.8 -0.5 -0.9
A need for adjustment 3.6 3.9 1.9 19 0.0 g0
A need to explain 3.5 3.9 1.9 1.9 0.2 0J0
Highest service 5.4 5.2 1.4 1.6 -0.8 -018
Discounts or special deals 3.3 41 2.0 1.9 0.3 0.2
Higher priority 3.3 4.1 2.0 1.8 0.2 -0.p
Customisation 3.6 4.6 1.9 1.6 0.0 -0]4
Faster service 3.3 4.3 1.9 1.7 0.3 -0.2
Treated as friend 4.2 4.5 1.9 1.8 -0.4 -4.4
Attention to needs 4.7 5.0 1.8 1.6 -0.6 -d.6
Developed friendship 4.6 4.9 1.8 1.6 -0.6 -0.5
Less risk 4.8 5.1 1.4 1.4 -0.3 -0.p
More confidence 5.1 5.4 1.4 1.4 -0.4 -0}7
Less anxiety 4.9 5.4 1.6 1.4 -0.6 -0[9
Know what to expect 5.3 5.1 1.4 1.5 -0.8 -0.6
Information can be trusted 5.7 5.5 1.2 1{3 -0.9 6 -P.
Inform if service fails 5.5 5.5 1.3 1.3 -0.8 -0J7
Fulfil promises 5.8 5.6 1.3 1.3 -1.2 -0.6
Problem are important to staff 5.6 5.5 1.3 114 -0.8 | -0.8
Express opinions 5.0 4.6 1.5 1.7 -0.5 -0.4
Alteration of facts 3.8 5.3 1.9 1.3 -0.1 -0}4
Break promises 3.6 5.2 2.1 1.4 0.1 -0.6
Trustworthiness 5.9 5.5 1.2 1.3 -1.2 -0}7
Integrity 5.8 5.5 1.2 1.3 -0.8 -0.4
Service quality 5.2 5.2 15 1.5 -0.6 -0J6
Value for money 5.4 5.3 1.5 1.5 -0.8 -0{7
Feel committed 4.8 4.7 1.6 1. -0.5 -0j4
Relationship is important 4.6 5.0 1.7 15 -0.4 -0.5
Wish to retain 4.8 5.0 1.7 1.6 -0.5 -0J6
Proud to tell others 5.1 5.1 1.7 1.7 -0.6 -q.7
Being patient 5.7 4.9 1.3 1.6 -1.2 -0J5
Recommend resort 5.6 5.3 15 15 -1.0 -0.9
First choice 5.2 5.3 1.7 1.6 -0.8 -08
Loyal patron 4.4 4.3 1.9 2.0 -0.3 -0.8
Definitely go back 5.0 4.8 1.8 1.8 -0.7 -0J5

Sour ce: Data analysis (2008)
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The results of this section suggest that theresange similarities between Australians
and Thais in terms of the patterns of mean scordsnathe same concept, such as
trust. However, differences between Australians &hdis are also found in many
variables across every concept. Since some diiferehetween Australians and Thais
on each variable vary from variable to variableréhis a need to identify whether the
differences found in this section are statisticaflignificant. According to the
skewness values presented in the tables throughsusection, it can be noted that
the data for the present study is not normallyriisted (skewnesg 0). Therefore, it

IS not appropriate to use a parametric test for parative analysis of variables
without a data transformation. In order to simplihe analysis, an alternative non-
parametric Mann-Whitney U test is used in the fwiltgy section. The Mann-Whitney
U test is the most powerful test for comparing ables based on mean rankings and

does not require a normal distribution for the ables analysed.

6.4 Mann-Whitney U test

This section identifies significant differences Wweén the Australian and Thai
respondents. The Mann-Whitney U test has been taséekt the first nine research
propositions. These propositions relate to resequeistion one (RQ1Po Australian

and Thai tourists have similar host-guest experiences during their holiday?

6.4.1 Termination costs

The significant differences between Australian &tgrand Thai tourists in this
section (at p<0.05) were noted in: (1) | will losefriendly and comfortable
relationship if | change holiday resorts and (2) ¢hange holiday resort, | will have
to spend a lot of time explaining my needs to tlaéf.sConsequently, the proposition

(i): Under the same circumstances, Australian and Thai Tourists are likely to
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experience different levels of termination costs was supported. It can be noted that the
Australian and Thai respondents are statisticaiffergnt on only two out of six
variables in this section. Australians have moraceon about losing a friendly and
comfortable relationship if they change holidayorés than Thais. However, Thais
have more concern than Australians about havingpend a lot of time explaining

their needs to the staff if they change holidayres

Table6.2:
The Mann-Whitney U Test
of the significant differences in level of termiiwat costs
between Australian tourists and Thai tourists
Std. Sig.
Variables Nationality N Skewness | Mean | Deviation | z-test (2-tailed)
I will lose a friendly and -4.679 0.000
comfortable relationship if .
I change holiday resorts. Australian 300 -0.359 4.2 1.8
Thai 299 0.191 3.5 2.0
In general it would be a -1.600 0.11
Pe""ss(f:tes_Chang'”g holiday |\ istralian | 298|  -0.127 3.8 18
Thai 300 -0.02 4.1 1.9
| will waste a lot of time if -1.738 0.082
 change holiday resort. |\ v alian | 208|  -0.102 3.8 18
Thai 300 -0.063 4.1 1.9
If I change the holiday -0.322 0.748
resorts, there is a risk that .
the new resort/staff won't Australian 299 -0.537 4.6 1.8
be as good.
Thai 300 -0.474 4.7 1.8
It take me a great deal of -1.677 0.094
time and effort to get used .
to a new holiday resort. Australian 300 0.024 3.6 1.9
Thai 300 0.04 3.9 1.9
If I change holiday resort, -2.638 0.008
will have to spend a lot of .
time explaining my needs Australian 300 0.153 3.5 1.9
to the staff.
Thai 300 -0.03 3.9 1.9

Sour ce: Data analysis (2008)

Higher mean scores on ‘losing friendly relationshippm the Australian data

indicates that Australians are more concerned alosutg friendly and comfortable
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relationships if they change holiday resorts. Thame several possible reasons for
this, Australians may be more likely to developriarfdly relationship with service
staff during a service encounter than their Thainterpart. This could be because
Australians come from a low-power distance andrmfa society. In Australian
society, the attitude ‘I am the boss ... | am payyog aren’t I’ is typically not
acceptable (Sharp 1992, p.108). Relationships tweustralians at all levels of
society are informal, and therefore they are likédy behave in an easy-going
approachable manner when interacting with servieevigers. This, in turn, will
encourage resort employees to loosen up and tdagesgefriendly relationship with

them.

In contrast to the practices prevalent in Australisociety, Thai society is
underpinned by a high-power distance and a formitiee where a guest is likely to
behave in a manner that reflects their perceptidribeir position in society during a
service encounter. As a result, they are lessylikeldevelop a friendly relationship
with service staff. Higher mean scores on ‘a neeexplain’ from the Thai data
indicates that Thais are more concerned than Aistsaabout spending a lot of time

explaining their needs to the staff at new holidesorts.

6.4.2 Relationship benefits

6.4.2.1 Special treatment benefits

The significant differences between Australian &tar and Thai tourists in this
section (at p<0.05) were noted in: (1) | get disds or special deals that most guests
don't get, (2) | am placed higher on the priorist When there is a list, (3) The resort
uses information from my prior stay to customisevises for me, (4) | get faster

service than most guests. Consequently, the prigos(i): Under the same
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circumstances, Australian and Thai tourists are likely to experience different levels of

gpecial treatment benefits was supported.

Table 6.3
The Mann-Whitney U Test
of the significant differences in level of specdi@atment benefit
between Australian tourists and Thai tourists

Std. Sig.
Variables Nationality N Skewness | Mean | Deviation | z-test | (2-tailed)
| get the resort’s highest -1.203 0.229
level of service. Australian 298 -0.843 5.4 1.4
Thai 299 -0.764 5.2 1.6
| get discounts or special -5.42 0.000
deals that t ts don't .
gt e guests AN australian | 208 |  0.258 3.3 2.0
Thai 300 -0.176 4.1 1.9
I am placed higher on the -4.574 0.000
iority list when there i .
proT o IStWRENINSTE IS &) Australian | 203 | 0.161 3.4 2.0
Thai 299 -0.190 4.1 1.8
The resort uses informatiop -5.878 0.000
from my prior stay to .
customize services for me Australian 279 0.009 3.6 2.0
Thai 296 -0.406 4.6 1.6
| get faster service than -6.113 0.000
most guests. Australian | 292 0.260 3.3 2.0
Thai 295 -0.249 4.3 1.8

Sour ce: Data analysis (2008)

It is notable that Australians are statisticallffetient than Thais across most aspects
of special treatment benefits (except ‘I get theores highest level of service’). The
mean scores show that apart from getting the resbitjhest level of service,
Australians feel that they receive special treatniemefits less often than their Thai
counterparts. One of the reasons could be that @d@ple come from a high-power
distance and collectivist society, where an in-grou powerful member is expected
to be treated differently to others. In Thai sociehere the culture is characterised by

collectivism and high-power distance, it is comnpoactice to take care of a regular
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guest before any other guests, regardless of wterg are in the queue (faster

service).

A good example of the practice used by a servioiger in a collectivist and high-
power distance society is provided by Warden ef18199):
‘... there are no signs or other written policiedistathat more important
customers will be served ahead of less importardtoooers. These
restaurants also follow a first-come-first-servediqy, but such a policy is
necessarily influenced by the power distance cheariatics of the culture
the restaurant functions with in, resulting in momgortant customers

being served, or expecting to be served, aheagisefimportant customers
irregardless [sig.] of arrival time’ (p.447)

These types of cultural distinction are evidenT ailand where many people accept
such practices. Even if they feel that it is unatakble for someone to jump the
gueue, they are inclined to accept the practicerder to maintain harmony. On the
other hand, Thai people who are powerful or hagpexial relationship with service
providers, rarely hesitate to take full advantageheir relationship by insisting on
faster or special services. This is not acceptabléustralian society, because
Australians feel that everyone should be treatexhiequal manner and expect people
to be dealt with on a first-come, first-served,i®aghey are likely to become very
frustrated if other people jump the queue (monotisioand are likely to confront

those people without fear of losing face (low utamity avoidance).

6.4.2.2 Social benefits
There are no significant differences between Aliattaand Thai respondents on the
level of social benefits (at p<0.05). It can beeubthat although there are some

differences between Australian and Thai respondeegarding the level of social
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benefits received during a service encounter, rdiffees were found to be statistically
significant. This indicates that Australians ancaiBhreceive the same level of social
benefits from their service providers (see Tablg).6Consequently, the proposition
(ii): Under the same circumstances, Australian and Thai tourists are likely to

experience different levels of social benefits was not supported.

Table 6.4
The Mann-Whitney U Test
of the significant differences in level of socianefits
between Australian tourists and Thai tourists
Std. Sig.
Variables Nationality N Skewness | Mean | Deviation | ztest (2-tailed)

The staffs here are more -1.781 0.075
likelyto treatme asa | Aystralian 299 -0.358 4.2 1.9
personal friend.

Thai 297 -0.368 4.5 1.8
The staff here will pay -1.476 0.140
attention to my special | aystralian 300 -0.615 4.7 1.8
needs.

Thai 299 -0.613 5.0 1.6
| have developed a -1.779 0.075
friendship with service | Australian 299 -0.594 4.6 1.8
staff.

Thai 299 -0.527 4.9 1.6

Sour ce: Data analysis (2008)

6.4.2.3 Confidence benefits

The significant differences between Australian dighi tourists in this section (at
p<0.05) are noted in: (1) | believe there is lask that something will go wrong, (2)I
have more confidence the service will be performedectly and (3) | have less
anxiety when | stay here. Consequently, the proposi(iv): Under the same

circumstances, Australian and Thai tourists are likely to experience different levels of

confidence benefits was supported.
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Table 6.5:
The Mann-Whitney U Test
of the significant differences in level of confidenbenefits
between Australian tourists and Thai tourists

Std. Sig.
Variables Nationality | N Skewness | Mean | Deviation | ztest (2-tailed)

| believe there is less risk that - 0.004
something will go wrong. ) 2.847

Australian 298 -0.340 4.8 1.4

Thai 300 -0.518 5.1 1.4
| have more confidence the - 0.002
service will be performed . | 3.163
correctly. Australian 297 -0.37 5.1 1.4

Thai 300 -0.688 5.4 1.4
| have less anxiety when | - 0.000
stay here. . | 3.859

Australian 297 -0.59 4.9 1.6

Thai 299 -0.900 5.4 1.4
I know what to expect when - 0.112
stay here. ) 1.587

Australian 297 -0.751 5.4 1.4

Thai 298 -0.598 5.1 1.5

Sour ce: Data analysis (2008)

It can be noted that there are statistically sigaift differences between Australian
and Thai respondents across most aspects of canbdeefits scores (except ‘I know
what to expect when | stay here’). The higher mseores from Thai respondents
indicate that they receive higher levels of coniite benefits than their Australian
counterparts. One possible explanation as to wtaisThave higher mean scores on
most variables regarding confidence benefits, cdgldhat they are dealing with a
regional service provider, who is more familiar gmolssibly more accountable to

them.

170



6.4.3 Communication

Table 6.6:
The Mann-Whitney U Test
of the significant differences in level of commuation
between Australian tourists and Thai tourists
Sig.
Std. (2-
Variables Nationality N Skewness | Mean | Deviation | ztest tailed)

The holiday resort provides -2.246 0.025
't'r‘fj‘;’t'g“d"f“o” thatcanbe | p\ustralian | 300| -0.876| 5.7 1.2

Thai 298 -0.572 5.5 1.3
The holiday resort provides -0.713 0.476
information if service .
delivery problems occur. Australian 295 -0.761 5.5 1.3

Thai 298 -0.709 5.5 1.4
The holiday resort fulfills -2.113 0.035
promises to guests. Australian | 300| -1.183| 58 13

Thai 299 -0.614 5.6 1.3
Service staffs communicate -0.066 0.947
the attitude that my problems .
are important to them. Australian 296 -0.802 5.6 1.3

Thai 300 -0.847 5.5 1.4
The stafff/management and -2.669 0.008
communicate and express .
our opinions to each other Australian 297 -0.482 5.0 15
frequently.

Thai 298 -0.400 4.6 1.7

Sour ce: Data analysis (2008)

The significant differences between Australian dighi tourists in this section (at
p<0.05) are noted in: (1) The holiday resort presighformation that can be trusted,
(2) The holiday resort fulfills promises to gueatsl (3) The stafffmanagement and |

communicate and express our opinions to each ditbgquently. Consequently, the

proposition (v):.Under the same circumstances, Australian and Thai tourists are likely

to experience different levels of communication with service providers was supported.
It can be noted that Australians are statisticdlfferent from Thais on three out of
five variables in this section. Higher mean scdrem Australian respondents on all

three variables indicate that Australians feel thla¢y have higher levels of

communication than Thais.
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These differences could be caused by cultural reiffees between Australians and
Thais (including good/evil/mixed and high/low powaelistance dimensions).
Australians feel more than is the case with Thha& the information provided by
service staff can be trusted. Again, as discusselieein section 6.4.3, it could be
that Thais come from a society where people ar®@waged to remain suspicious
towards new people (as people can be born eithed go bad), and especially
towards service staff who are commonly perceivedaee a lower social status than
guests (high power distance). Moreover, Australiiae! that staff fulfill promises to
them more than is the case with Thais because possible that they have lower
expectations of service staff, and are likely twitaite cultural misunderstanding to
any failure in fulfilling promises. This could alde reflective of their culture where
people are commonly perceived as good until iree/@n otherwise (good/evil/mixed
dimension). Furthermore, Australians may feel thaly communicate their opinions
with service staff more than is the case with Thbhecause they come from a low-
power distance society, where two way communicatietween a guest and service

staff is likely to occur more frequently.

Thai culture is characterised by high-power distan@lues where superiors are
encouraged to behave in a manner that displays plesver as much as they can.
Therefore, the flow of communication between Thaegis and service staff is
commonly one way. Australian culture, on the othand, is shaped by low-power
distance where the gap between superior (a guedty)ubordinate (a service staff) is
very small. Australian guests commonly ‘... try twloless powerful than they are
..." (Hofstede 1980, p.46) and thus become more amhable to service staff.

Australians commonly initiate a conversation witérvsce staff during a service
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encounter, which in turn fosters relationship depeient. Moreover, it could be
assumed that the duration of the communication éetwThai guests and service
providers is expected to be relatively short. Téuplanation has been supported by
the work of Reisinger (1997) who found that the ami#y of Asian tourists

(approximately 70%) spend five or less than fivaues talking to service providers.

6.4.4 Opportunistic behaviours

The significant differences between Australian tar and Thai tourists in this
section (at p<0.05) were noted in: (1) Sometimis,dervice staff will have to alter
the facts slightly in order to get what they nesahf the guests and (2) The service
staff sometimes promise to do things without atyuding them later. Consequently,
the proposition (vi)Under the same circumstances, Australian and Thai tourists are
likely to experience different levels of opportunistic behaviours engaged by the

service staff was supported.

Table6.7:
The Mann-Whitney U Test
of the significant differences in level of opporigtic behaviours
between Australian tourists and Thai tourists
Sig.
Std. (2-
Variables Nationality | N | Skewness | Mean | Deviation | ztest | tailed)
Sometimes, the service staff -9.261 0.000
will have to alter the facts slight .
in order to get what they need Australian 296 -0.069 3.8 2.0
from the guests.
Thai 299 -0.445 5.3 1.4
The service staff sometimes -9.451 0.000
promised to do things without .
actually doing them later. Australian 295 0.106 3.6 2.1
Thai 298 -0.643 5.2 1.4

Sour ce: Data analysis (2008)

It can be noted that Australians are statisticditferent from Thais on both variables
in this section. The higher mean scores from Téspondents indicate that Thais feel

that service staff engage in opportunistic behavioore than is the case with
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Australian respondents. This could be because Aligsts are usually encouraged to
be optimistic towards others (good/evil/mixed disien), and are likely to blame
deficient language skills or cultural misundersiagdvhen staff alter the facts or fail
to keep promises. This finding is consistent wité study of Stauss and Mang (1999)
where they claim that ‘... [international customensiy identify the cultural
difference as an underlying reason, and may att&ibthe failure partly to
himself/herself (Stauss & Mang 1999, p.340). Hoemvservice providers are
advised to avoid engaging in opportunistic behavias much as they can because
cultural misunderstanding can only be used as afaeation of service failure for a
limited time. According to Stauss and Mang (199%je more the foreign customer
becomes a regular customer, the more he/she wiltdmvinced that the service

provider now know his/her expectations and negldem intentionally’ (p.341).

6.4.5 Trust

The significant differences between Australian dighi tourists in this section (at
p<0.05) were noted in: (1) The staff can be taisteall times and (2) The staff have
high integrity. Consequently, the proposition (vijnder the same circumstances,
Australian and Thai tourists are likely to experience different levels of trust toward
service providers was supported. It can be noted that AustralianTdral respondents
are found to be statistically different on trusttixmess and integrity but not service
quality and value for money. The results show Wastralians have higher mean
scores than Thais on both variables, indicating tiy trust their service providers
more than is the case with Thai respondents. Tdssltr is quite different from the
findings of Armstrong and Yee (2001) who found thayers are likely to trust sellers

more with whom they perceive a cultural similaripithough Thai service providers
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are likely to have more cultural similarity with dihguests than with Australians
guests, there are certain cultural values thatgmteWhai guests from trusting their

Thai service providers.

Table 6.8:
The Mann-Whitney U Test
of the significant differences in level of trust
between Australian tourists and Thai tourists
Std. Sig.
Variables Nationality N Skewness | Mean | Deviation | ztest (2-tailed)
The staff can be trusted at -3.608 0.000
all time. Australian 299 -1.215 5.9 1.2
Thai 299 -0.663 5.5 1.4
The staff have high -2.250 0.024
Integrity. Australian | 299| 0794 | 5.8 1.2
Thai 300 -0.648 5.5 1.3
The service quality always -0.434 0.664
meets my expectations. Australian 297 -0.619 5.2 1.5
Thai 297 -0.609 5.2 1.5
The service quality at this -0.945 0.345
resort is worth the money. Australian 298 -0.85 5.4 1.5
Thai 297 -0.716 5.3 1.5

Sour ce: Data analysis (2008)

Firstly, unlike their Australian counterparts whonee from a society where people
are commonly perceived as good, until it is progérerwise, Thai guests come from
a culture that encourages people to think that lpeare either born good or bad.
Therefore Thai providers should not be trusted sskhey provide evidence to the
contrary. Since the majority of respondents ar fime visitors (see Section 6.2.4), it
is not surprising that Thai guests seem to be roauéious towards their new service
providers, while Australians have a positive peticgptowards them. Secondly, Thai
guests come from a high power distance societyevpeople are discouraged to trust

those who have lower status. Since Thai guests cottynperceive service staff to
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have lower status, they are less likely to trushsstaff. Thirdly, Thais (collectivists)
usually find it more difficult to trust someone wignot a family member or friend,
especially those whom they have just met. Consdtyuehey are likely to perceive
service providers as an out-group, and therefaw ifi difficult to trust them during
their first or second visit. This explanation ipported by the work of Huff and Kelly
(2003), who found that people from individualist®bies have a higher propensity to
trust an out-group member than those from collesttsocieties. However, it should
be noted that the development of trust betweencgeproviders and Thai guests is
possible, but it may take more time and effort thandevelopment of trust between

service providers and Australian guests (Shaffé’Bara 1995).

6.4.6 Commitment

The significant differences between Australian tar and Thai tourists in this
section (at p<0.05) are noted in: (1) The relaiop is important for me to maintain
and (2) | am patient with the staff at this resbthey make a mistake. Consequently,
the proposition (viii):Under the same circumstances, Australian and Thai tourists are
likely to experience different levels of commitment towards service providers was

supported.

It can be noted that Australians are statisticaitferent from Thais in the case of two
out of five variables. On the one hand, Thais fidwdt the relationship is more
important for them to maintain, than Australian$isTmay be because they come
from a collectivist society where people value tiefasships more than those who
come from individualist societies. On the other diaAustralians feel that they are

likely to be more patient with the staff at theaesf they make a mistake than is the
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case with Thai respondents. According to Hofstd®80), people from a low-power
distance society such as Australia are likely tori@ the system, rather than a person
when something goes wrong, whilst people from ahdmigwer distance society
(Thailand) commonly blame a person rather tharsyis¢em, especially those who are

less powerful than themselves.

Table 6.9:
The Mann-Whitney U Test
of the significant differences in level of commitnte
between Australian tourists and Thai tourists
Std. Sig.

Variables Nationality | N Skewness | Mean | Deviation | z-test (2-tailed)

I am committed to my -1.002 0.317
Leolﬁgg;]srglspomth this Australian 299 -0.581 4.8 1.7
Thai 300 -0.427 4.7 1.6

The relationship is -2.219 0.026
:?;ﬁ{;?gt for me to Australian 299 -0.431 4.6 1.7
Thai 300 -0.493 5.0 1.5

| wish to retain my -1.707 0.088
Lﬂﬁg;’;‘fg'spo‘r’f“h this Australian | 300 |  -0.466 4.8 17
Thai 298 -0.598 5.0 1.6

I am proud to tell others -0.173 0.863
mf‘; Lgﬂ%ﬁ%ﬂﬁr guestaf \ istralian | 298 |  -0.638 5.1 17
Thai 299 -0.723 5.1 1.7

| am patient with the staff -6.622 0.000
z;:igt‘;skfsort iftheymake & \ \ciralian | 300 |  -1.154 5.7 13
Thai 298 -0.506 4.9 1.6

Sour ce: Data analysis (2008)

6.4.7 Customer loyalty
The significant difference between Australian tstsriand Thai tourists in this section
(at p<0.05) was noted in: | would recommend tro$day resort to someone who

seeks my advice. Consequently, the proposition (xider the same circumstances,
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Australian and Thai tourists are likely to experience different levels of customer

loyalty towards service providers was supported.

The higher mean score from Australians suggestsfilistralians feel that they would
recommend the holiday resort to someone who sdeks ddvice more than Thais.
The statistically significant difference betweensfralian and Thai respondents on
one out of four variables indicates there are namyrdifferences between Australians
and Thais, in terms of the level of loyalty towatlsir service provider, regardless of
the different level of mean scores found in theedatnants of customer loyalty,

presented in the previous sections.

Table 6.10:
The Mann-Whitney U Test
of the significant differences in level of loyalty
between Australian tourists and Thai tourists
Std. Sig.
Variables Nationality N Skewness | Mean | Deviation | z-test | (2-tailed)
I would recommend this - 0.009
holiday resort to someone | , i alian 299 -1.006 56 15 | 2619
who seeks my advice.
Thai 299 -0.893 5.3 1.5
I would consider this 0.959

holiday resort my first | A \4rajian 30| 0790 | 5.2 1.7 | 0092
choice, if I were going bac!
to Samui Island.

Thai 297 -0.794 5.3 1.6
I am a loyal patron of this - 0.896
holiday resort. Australian | 297 | -0.266 | 4.4 19 | 0181
Thai 297 -0.347 4.3 2.0
0.086

If I were going to Samui -
Island next time, | would . 1.718
definitely go back to this Australian 300 -0.658 5.0 1.8
holiday resort.

Thai 299 -0.529 4.8 1.8
Sour ce: Data analysis (2008)

6.5 Summary

The frequency of the respondents’ profiles (secid) indicates that both Australian

and Thai samples are representative of total topopulations in regard to gender
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and age. Most respondents included in the presgastigation have higher incomes
than the average income of tourists who arrivedSamui Island, which could be
because the data was collected during the peadoen the island, where the price of
accommodation increases dramatically, comparedhdorést of the year. It can be

observed that most of the respondents are firg visitors.

The comparison of mean scores (section 6.2) ingscéihat there are differences
between Australian and Thai respondents across/ exaicept. The results of the
Mann-Whitney U test (section 6.3) suggest someerhfices identified by the
comparison of the mean scores are not statisticaithyificant, however, it is

confirmed that there are differences between Alistrand Thai respondents on at

least one variable across every concept.

It can be noted that although there are differerfmetsveen Australian and Thai
respondents across most antecedents of loyaltyesdbndents report a similar level
of loyalty (the significant difference between tiwe groups of respondents is found
on only one out of four variables). As a resultisiquestionable that Australian and
Thai respondents might perceive the importance asfheantecedent of loyalty
differently. In the next chapter, inferential ars$ywill be conducted in order to find
out if each antecedent has the same impact ontyoyai Australian and Thai

respondents.
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Chapter Seven
Principal Component Analysis

7.1 Introduction

In the previous chapter, respondents’ profiles wamamarised and responses from
both groups of respondents were compared. Thetsesidlthis between group-
comparison confirm that the influence of the antiecgs of trust and commitment are
different for Australian and Thai tourists. Howevdr is notable that the level of
loyalty that both groups of respondents feel towdieir resort operators is broadly
similar. Therefore, it is not the level of loyaltyut the importance of each antecedent
of loyalty that is distinguished between Australeamd Thai respondents. This is a
significant finding because it identifies the imface of providing a deeper
understanding of the factors that inspire custdomglty, among each group, in order
for resort operators to fashion their service mimn in a manner that will lead to full

commitment.

There are two possible multivariate methods, whoelm be used to identify the
importance of each antecedent in predicting thengbs on the levels of trust and
commitment. These are multiple regression and jpahccomponent analysis.
Although multiple regression analysis commonly stssiis predicting dependent
variables based on independent variables, it isusetd here because it does not
recognise the likely interrelationship between itieependent variables, which forms
an important assumption of the present analysiss Th because each variable
included in the questionnaire represents a pasicaihtecedent, and these variables

are interrelated to each other variables to sorgeege It highly likely that there is an
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interrelationship between the variables that cosepthe same antecedent. Moreover,
it is not uncommon to find that some measurementst(variables) of one antecedent
will be related to those that of another anteced€hérefore, it is important for the
multivariate analysis used in this investigatiorekplore the interrelationships among
those variables. It may be argued that principatmonent analysis (PCA) is the most
suitable method for several reasons. It is commaséd to analyse interrelationships
between variables. Moreover, it also identifies thportance of each group (factor)
in explaining the variation between variables. P@Aes not make as many
assumptions about the data as multiple regressiodh,is capable of creating new
summary variables from a larger number of variablésnsequently, principal
component analysis was used to test the seconadf sesearch propositions. These
propositions relate to research question two (R@2igh was presented as follows:
Do each of the five antecedents have a similar ahma the development of
successful host-guest relationships (characteridsd high levels of trust and

commitment) for both Australian and Thai tourists?

There are two major rotational techniques when gondg principal component
analysis - oblique factor rotation and orthogorstdr rotation. According to Hair,
Anderson and Tatham (1998), these two rotationnigcles serve different research
objectives and thus a clear research objectivesngele identified before selecting a
particular rotational technique. Oblique factorat@n is suitable for research that
aims to maximise the number of meaningful factareanstructs, while orthogonal
factor rotation is more appropriate for researahig to maximise the difference
between the derived construct. Since the ultimata gf this chapter is to classify

each measurement variable into a smaller set tdrscso that the importance of each
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factor in predicting trust and commitment can bsthdentified, orthogonal factor
rotation is the most suitable technique for thiadgt Specifically, the varimax
approach is used to achieve the maximum possibiplication of the columns of
the factor matrices, that is, to maximise the varéaof the factor loadings in this way

the analysis will maximise the separation betwdenfactors.

7.2 Principal component analysis of deter minants of relationship

quality

Analysis focused upon the 25 variables representing four hypothesised
antecedents of trust and commitment: terminatiorst,caelationship benefit,
communication and opportunistic behaviour. Thistisacaims to classify these
variables into groups (factors) in order to seéhdse variables belong to the same
group for both Australians and Thais and to allewd clearer understanding of the

differences between the cultural groupings.

7.2.1 Australian sample

The Kaiser-Meyer-Olkin value of 0.909 exceeds #gommended value of 0.6, and
Bartlett's Test of Sphericity is statistically siggant. This shows that there is a high
degree of interrelationship among the variablesiwithe Australian sample. The
unrotated factor solution extracted five factorghweigenvalues greater than one.
According to Table 6.1, these five factors accdan1.4% of the explained variance

with the first factor explaining 37%.
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Table 7.1: Result of the unrotated factor extraction from 2bevariables representing
four antecedents of trust and commitment in thetralian sample

Cumulative

Factor Eigenvalues Percentage of Variance Percentage
1 9.260728 37.0 37.0
2 4.417133 17.7 54.7
3 1.55845 6.2 60.9
4 1.509567 6.0 67.0
5 1.106647 4.4 71.4

Sour ce: Data analysis (2008)
Kaiser-Meyer-Olkin Measure of Sampling Adequacy.809
Bartlett's Test of Sphericity = 4860.593, Significa = 0.000

The pattern loadings, factor structure and factterpretation are shown in Table 7.2.
The dimensions were defined by the variables wghiScant factor loadings of 0.6
and above. Reliability tests on each of the factmdicate Cronbach’s Alpha
coefficients above 0.76. This means that the faater solution for the 23 variables
can be accepted (some of the initial scale iterasnat included in the final result

because there loading values are below 0.6).

Table 7.2: Result of varimax rotated factor matrix in the &agan sample for the 25
variables representing four antecedents of trustcammitment

Factor One Factor Three L.D.

Faster service 0.81 Inform if service fails 0.4

Higher priority 0.77| Problems are important to staf 0.83

Customisation 0.77  Fulfil promises 0}8

Discounts or special deals 0.75 Information catrimsted 0.75

Treated as friend 0.71 Express opinions 0.73

Developed friend 0.64 Reliability Cronbach's Alpha 0.881L

Reliability Cronbach's Alpha 0.91} Factor Four

Factor Two Less anxiety 0.81

Wasting time 0.82 Less risk 0.8

A hassle 0.8 | More confidence 0.76

A risk 0.76 | Know what to expect 0.72

A need to adjust 0.71 Reliability Cronbach's Alpha 0.868

A need to explain 0.71 Factor Five

Losing a friendly relationship 0.6l Alteration afcts 0.85

Reliability Cronbach's Alpha 0.89P Break promises 0.77
Reliability Cronbach's Alpha 0.764

Sour ce: Data analysis (2008)
LD: Factor Loading
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An inspection of the variables loading significgntin the four factors shows that
every factor is very well defined by several valésh except factor five that is defined
by only two variables. Although it is very commanédliminate a factor that contains
only two variables, it could be argued that onlyotwariables representing
opportunistic behaviour are included in the questare. Therefore, this factor
should not be eliminated. Consequently, the fivdefasolution for the 23 variables in
the Australian sample is accepted. The Five fackers for the purpose of further

analysis are:

» Factor One: This factor comprises the set of variables usedpi®vious
studies (Gwinner, Gremler & Bitner 1998; Patters&nSmith 2001) to
measure special treatment benefit and social Weifefio of the three
dimensions of relationship benefit).

» Factor Two: This factor comprises the set of variables usegrevious
studies to measure the concept of termination costs

» Factor Three: This factor comprises the set of variables usquréwious
studies to measure the concept of communication.

» Factor Four: This factor comprises the set of variables usegbrivious
studies (Gwinner, Gremler & Bitner 1998; Patters&nSmith 2001) to
measure confidence benefit, which is one of thieeedsions of relationship
benefit.

» Factor Five: This factor comprises the set of variables usgatévious

studies (John 1984) to measure opportunistic behavi

The four-four factor solution identified in Table27can be interpreted as follows.
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Factor one:

This factor is the most important factor for Auitnas being the first factor drawn out
from the set of variables. This indicates that gdd¢ceatment and social benefits are
important to Australians. Chief among the varialiged as important is to get faster
service (0.81) followed by to be placed higher ormréority list (0.77), to get
customised service (0.77) and to get discountspecial deals (0.75). It is not
surprising to see that Australians feel that ggtiinrompt service is the most important
variable. One reason is because of their monoatariiural background where time
is perceived to be one of the most valuable ressuticat could be wasted or made
good use of. Consequently, it is common for pedplen such cultures to place more
emphasis on the relationship benefit that can a#s&sn in saving valuable time.
Although to be treated as a friend (0.71) and dagvdtiendship (0.64) are also
important, they are not as important as the vaegblith higher correlations.
Consequently, Australians place higher emphasispatial treatment benefits than
social benefits. This may be a reflection of thstrmmental as well as masculine
cultural values of Australian culture where pedplel that money and possessions are
more important than relationship quality. The resd@itom the descriptive analysis
(Chapter Six) suggest that Australians do not weceither special treatment benefit

or social benefits compared relative to their Tdwinterparts.

On the one hand, low levels of special treatmenefies could be because Australian
guests fail to ask for these kinds of benefit, gra service encounter. Although
Australian society is thought to be underpinnedviasculinity, it is also governed by
a low power distance value. People in a low powstadce society, especially those

who are less powerful, feel that everyone shouldréated equally. Therefore, they
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will be less than happy to see other people rengigpecial treatment benefits. As
with people from many western societies, Australiane not afraid to defend what
they think is right, and they are likely to conftather people who try to get a special
treatment. Consequently, Australians may feel urfodable in themselves to ask, as
well as to receive, special treatment benefitgomtf of other guests. Since the result
here shows that special treatment benefits are riapo to Australians when

developing trust and commitment with a resort hatsort operators need to initiate
the special treatment offer to guests and findteebstrategy to provide those special
treatment benefits to guests without either invadvor disturbing other guests. There
are several strategies that could be used in prayidpecial treatment benefits to
guests. For example, resort operators could instedixpress check-in area for regular
guests within a private area, allowing these guemtscheck in more quickly without

upsetting other guests. Moreover, resort operat@nsalso increase the perception of
special treatment benefits by providing customissdvice. To do this, resort

management need to keep a record of guest preésent database where

information is easily retrieved would be useful that preferences can be checked
when a guest checks in. In this way, Australiansggiean be made to feel special in
an attentive and friendly but potentially privataywWhen checking in, a receptionist
might ask if the guest would like ice brought teithroom as usual. At restaurants,
cashiers may automatically offer a complimentarinkdror special discount to a

regular guest.

According to the descriptive analysis, the mearredor social benefits are quite

low, which could be explained by high power disen@lues held by Thai resort

staff. The concepts of being treated as a frierdtl daveloping friendship are related

186



and it could be argued that the improvement inlskégarding the development of
friendship with guests is likely to enhance the vgayests feel about how they are
being treated. Apart from the language barrier betwAustralian guests and Thai
resort staff, it could also be argued that Thabrestaff may not have the same
perception of how and when to interact with Ausaralguests. For example, resort
staff commonly perceive guests to be superior wipégceiving themselves as
subordinate. This kind of perception may limit theonversation strictly to service
related topics, and only speaking when being spdkenrAustralian guests, who
expect service staff to initiate conversation, rmifjhd Thai resort staff to be too
formal and less interesting. Consequently, the ldpwent of friendships between
Australian guests and Thai staff during a servieeoenter could be limited. In order
to increase levels of social benefits felt by Aakan guests, resort operators need to
train their service staff to accommodate the Alisinacultural approach, so that they

know how to interact with Australian guests durgggvice encounters.

Factor Two

This factor comprises the set of variables use@igyious studies to measure the
level of termination costs felt by customers. It@ants for 17.7 of the explained
variance. Wasting time (0.82) and the hassle dfifim an alternative resort (0.80)
receive the highest scores. Again, this also refldbe monochronic value in
Australian culture where people are likely to avdithe-consuming activities.
Although this could present a competitive advantiigemany resort hotels, where
there are few available alternatives, it could bebjfematic for resort operators in
some areas such as Samui Island where there aseatter accommodation options.

The results of the descriptive analysis (Chapte) Siiggests that Australians have
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only a minimal concerns about time wasting and Ieassrelation to finding another
resort. This means that finding a new resort neitb@sumes much time nor involves
hassle. Unfortunately, these two variables aretlyréafluenced by external factors
such as an increasing number of resort hotelseiratba, and not much can be done to
improve this situation in the short term. Howevessort operators can concentrate on
improving the awareness of the other variables mapo for the development of trust
and commitment (including a risk, a need to adjasheed to explain and losing a
friendly relationship). Several strategies couldused to increase the awareness of
these aspects of termination costs that in turnrowg the levels of trust and
commitment, such as increased service quality anigleer degree of customisation.
For example, resort guests who receive an excedlentice experience from a resort
hotel may be more hesitant to switch to a new tdsatel because they feel that such
a decision involves high risk. Moreover, customiseslvice may also increase the
guest concerns about needing to adjust and ne¢dliegplain at another resort. For
example, if a resort operator always fulfils theegis’ specific preferences (such as
having a bottle of white wine or even a bunch ofvérs ready in their room upon
arrival) without guests needing to remind them guéne they make a reservation,
guests are more likely to feel uncomfortable switghto another resort where they
have to explain these preferences all over agaiadpist to not receiving them.
Consequently, the more customised services thatpeseided during a service
encounter, the higher the need for guests to adjdtexplain their needs at a new
resort hotel. It should be noted that losing anfilig relationship is the least important
variable on this factor. Although Australians aesegoing people who make friends
everywhere they go, the result here indicates ghah relationships provide a lesser

contribution to the development of a sustainedtigrlghip. Again, this could be
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explained by the masculine and instrumental valme#ustralian culture, where
relationships are considered to be less importaah tmoney and possessions.
Moreover, it could be that Australian guests do aevelop friendships with resort
operators (as mentioned in the last factor); tlueegfthey are less likely to feel the
loss of a friendly relationship as important. Résoperators should place more
emphasis on aspects of termination cost other deaeloping friendly relationships

with guests.

Factor three

This factor comprises the set of variables usegrbyious studies to measure quality
of communication. Despite the higher mean scores flfAustralian respondents

across almost every variable in this factor as shomw the descriptive analysis

(Chapter Six), Australians feel that communicat®m®@ less significant contributor of

explained variance compared to the previous twtofagresented and accounts for
only 6.2% of total explained variance. Australidasl that being informed if service

fails (0.84) is the most important variable loadiag this factor. When service

delivery problems occur, it is important for resogierators to inform Australian

guests about those problems, so that they know ieappening.

The next most significant variable in this facterto have staff communicate that a
guest’s problems are important to them (0.83). &lsigect of communication is very
similar to the concept of empathy proposed by Raamsan, Zeithaml and Berry
(1988). Once experiencing a problem during a sereioscounter, Australians like to
feel that resort operators are genuinely conceragout their problem. Because

Australians come from a low context society, they lkely to be more appreciative

189



if the service staff explicitly inform the guestalt how they feel about the guests’
problem, rather than letting guests assume thelmfg through the reading of a non-
verbal or any implicit message. This is becausevahal communication is thought
to be very culturally specific, which in turn cae mterpreted differently by people
from different cultural backgrounds (Wolfgang 1984)For example, a smile is
globally recognised as a sign of happiness (Keattrad. 1981). However, in Thailand
a smile can also be a reflection of various ematiother than happiness such as
sadness or a struggle (Holmes & Tangtongtavy 19BBai resort staff may simply
smile because they feel that the guests’ problem@gortant for them, and they are
struggling to solve the guest’'s problem. Insteadeeling appreciative towards the
service staff, Australian guests are likely to pere the smile as a negative sign
showing that resort staff do not take their probkeniously, and therefore they are
likely to become upset with the service staff. Gangently, resort operators must pay
attention to training their staff to communicatethwihe positive reactive attitudes

when dealing with guests and to not rely on norbaksignals.

Since Australians put a similar emphasis on havivegr promises fulfilled (0.80),

resort operators should pay similar attention isueing that every promise made to
the guest is always fulfilled. Consequently, carestrbe taken when making any
promises to guests. A promise that is not achievahbuld not be made. Moreover,
every promise made to guests should be documemiadier to avoid any chance that

the promise is overlooked.
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Factor Four

This factor comprises the set of variables usqatewious studies to measure levels of
confidence benefits that customers feel that thayehreceived during a service
encounter. This factor is the second least impotimrAustralians and accounts for
only 6.0% of the total explained variance. Howeweshould be noted that this result
is not consistent with previous studies (Gwinnerer@er & Bitner 1998) where
confidence benefit was found to be very importamtWestern (US) customers. The
lower emphasis on confidence benefits amongst Aliestrguests might arise because
they are from a low uncertainty avoidance sociétygeneral, people from a low
uncertainty avoidance society commonly take risglkessause they are likely to have
less anxiety when experiencing the unknown. Coresetdy) they do not feel the need
for such high confidence benefits guests from higimeertainty avoidance societies.
In most cases, Australians are likely to feel tstatying in different resort hotels is
rather amusing, more than anxiety causing. Regoetabors should not rely on a
confidence benefit to ensure the development atiogiship quality with Australian
guests. Australians are likely to be less hesitargwitch to another resort hotel if
resort operators have failed to deliver a substhathount of special treatment and
social benefit, built up an awareness of certairmimation costs and supplied

effective communication.

Factor Five

This factor comprises the set of variables usadaasure the opportunistic behaviour
of staff during service encounters. This factoroaectds for 4.4% of total explained

variance. As the last factor, it could be argueat this the least important factor for

Australian respondents. It is difficult to tell wiiyis is so. Either staff are never seen
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to engage in opportunistic behaviour during a seréncounter or Australian guests
feel that staff engage in such behaviour becausanadicceptable level of cultural
misunderstanding. It should be noted that Austnajaests felt that alteration of facts
(0.85) has more impact on relationship quality thretaking promises (0.77), although
both issues register high loadings. Consequenfpodunistic behaviour will stand
out must clearly to Australians when facts arerefteor promises are broken. So these
two issues need to be recognised as important irega¢haviour amongst service

staff.

7.2.2 The Tha sample

The Kaiser-Meyer-Olkin value of 0.928 exceeds #sommended value of 0.6, and
Bartlett's Test of Sphericity is statistically sigeant indicating that there is a high
degree of interrelationship among the variableshim Thai sample. The unrotated
factor solution extracted four factors with eigelnes greater than one. According to
Table 7.3, these five factors account for 66.5%efexplained variance with the first

factor explaining 42.7%.

Table 7.3: Result of the unrotated factor extraction fromafales representing four
antecedents of trust and commitment relationabatis in the Thai sample

Factor Eigenvalue Percentage of Variance Cumul&ereentage
1 10.684836 42.7 42.7
2 3.2030996 12.8 55.6
3 1.4320363 5.7 61.3
4 1.2940183 5.2 66.5

Sour ce: Data analysis (2008)
Kaiser-Meyer-Olkin Measure of Sampling Adequacy.828
Bartlett's Test of Sphericity = 4956.412, Significa = 0.000

The pattern loadings, factor structure and factterpretation are shown in Table 7.4.

The dimensions are defined by the variables wiimiBcant factor loadings equal to
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or above 0.6. Reliability tests on each of the destindicate Cronbach’s Alpha
coefficients above 0.87. This means that the faatefr solution for the 22 variables
can be accepted (some of the initial scale iterasnat included in the final result

because there loading values are below 0.6).

An inspection of the variables that load signifidaion the four factors shows that
every factor is well defined by several variabl@éensequently, the four-factor
solution for the 22 variables in the Thai sampladsepted. The four factors kept for

the purposes of further analysis are:

» Factor One: This factor comprises the set of variables usedpi®vious
studies to measure communication and opporturbstiaviour.

» Factor Two: This factor comprises the set of variables usedpi®vious
studies (Gwinner, Gremler & Bitner 1998; Patters&nSmith 2001) to
measure special treatment benefit and social lefteb of three dimensions
of relationship benefit).

» Factor Three: This factor comprises the set of variables usedt@yious
studies to measure the concept of termination costs

» Factor Four: This factor comprises the set of variables usegbrivious
studies (Gwinner, Gremler & Bitner 1998; Patters&nSmith 2001) to
measure confidence benefit that is one of threeed&ons of relationship

benefit.
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Table 7.4: Result of varimax rotated factor matrix in the Téample for the 25
variables representing four antecedents of trustcammitment

Thai sample
Factor One L.D. Factor Three L.D.
Inform if service fails 0.79 Wasting time 0.47
Fulfil promises 0.77 Ahassle 0.19
Information can be trusted 0.16 Arisk 0.9
Problems are important to staff 0.76 A need fousitpent 0.77
Alteration of facts 0.74 A need to explain d.7
Break promises 0.69 Losing a friendly relationship 0.63
Reliability Cronbach's Alpha 0.898 Reliability Clmach's Alpha 0.894
Factor Two Factor Four
Faster service 0.76 Less anxiety .8
Treated as friend 0.7B More confidence 0|73
Developed friend 0.71 Lessrisk 0.68
Higher priority 0.7 Know what to expect 0.47
Customisation 0.68 Reliability Cronbach's Alpha 0.87p
Attention to needs 0.6y
Reliability Cronbach's Alpha 0.90B

Sour ce: Data analysis (2008)
LD: Factor Loading

The four-four factor solution identified in Tabled7can be interpreted as follows.

Factor One

This factor is representative of two factors (fasttihree and factor five) identified by
the Australian respondents in the final sectionc&iThai respondents rank this factor
differently from their Australian counterparts, thepositions (xiv):Australian and
Thai tourists place different emphasis on commui@naand (xv): Australian and
Thai tourists place different emphasis on oppoudtiaibehavious were supported.
Although Australians feel that communication anganunistic behaviour are not as
important as other factors because they only expli6% of total variance (6.2%
from Communication and 4.4% from opportunistic bedar), Thais identify that the
combination of these factors is most importantah be noted that this factor alone is

responsible for 42.7% or almost half of total exma variance. The most important
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variable in this factor is being informed if sewvitails (0.79). This variable has also
been identified as the most important aspect ofsomcation among Australian
resort guests. This means that it is very importantguests to be informed when
service delivery problems occur, irrespective olture. This is the most important
variable that is loaded on the most important faeimong Thai guests. It could be
that Thai guests come from a higher uncertaintydarece society compared to their
Australian counterparts; they are likely to be mamn&ious in unknown situations than
Australians. With this in mind, resort operatorgeo take extra care to manage this
issue in order to ensure that they respond apptetyi when service delivery

problems occur.

Many academic papers suggest that employee emp@neismthe most appropriate
way to deal with service delivery problems (LashiE§95). The main focus of
employee empowerment is to give frontline employtkespower to deal with service
delivery problems, without referring them to managet. This approach is faster and
more responsive. However, it should be noted tHei Quests are different from
Western guests. Thai culture is governed by anipagor value as opposed to an
achievement value that characterises Australiatuieul Therefore, methods such as
employee empowerment, that have been successfekyl when dealing with
Australian guests, might not be appropriate forlidgawith Thai guests. It may be
argued that employee empowerment will be ineffectishen dealing with Thai resort
guests, because it is likely to lead to a percapgtat the complaint or problem is not
taken seriously by senior staff, and this may alierguests, and negatively effect the
development of quality relationship, and by impliea, customer loyalty . It is also

likely to cause frustration in some cases and ntiagproblem even more serious that
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it really is. For example, when Thai guests expegea service failure and find it
difficult to make staff understand their problerhey commonly request to see a
manager. They are likely to become even more upset empowered staff member
refuses to call upon their manager. Consequermbgrt operators need to be aware of
this sensitive issue when dealing with Thai gueBl®y would be more appreciative
if someone in a superior position (such as supernaos managers) rather than just a
front-line staff member informs them of problemsdavould be even more forgiving

if these superiors were to apologise personally.

It can be noted that variables relating to oppastimbehaviour have slightly lower
loading scores than variables relating to commuioisaWhile one could argue that
the variables representing opportunistic behaviate less important than those
representing quality of communication, these vaembstill load on the most
important factor and are very important. Consedyentsort operators also need to
pay special attention to these issues as they a@pabte of quickly developing a

negative response in Thai guests.

Factor Two

This factor comprises the set of variables usepr@vious studies to measure special
treatment benefit and social benefit. Unlike Ausracounterparts, Thai guests feel
that this factor is the second most important, antag for 12.8% of explained
variance. Consequently, the proposition (ustralian and Thai tourists place
different emphasis on special treatment beneditsl (xii): Australian and Thai
tourists place different emphasis on social besefiere supported. Getting faster

service (0.76) is the most important benefit fothbAustralian and Thai guests. This
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suggests that every guest, regardless of thelmsltiy, expects to be served quickly
so that they can make the most of their holidayisInot surprising to see that
Australian guests, who come from a monochronicuceltplace more emphasis on
getting faster service than their Thai counterpantso come from a polychronic

culture.

As expected in an expressive and feminine socigti &s Thailand, Thai guests put
more emphasis on social benefits than on othercespé special treatment benefits,
apart from getting faster service. This in turnleets the expressive and feminine
values in Thai culture where people genuinely esjagial interaction with each other
(expressive) and care more about the quality aticeiships (feminine). This in turn

explains why Thai respondents feel that being ¢éetais a personal friend (0.73) and
the development of a relationship (0.71) are maaiable relationship benefits,

compared to material benefits such as discounspecial deals. Consequently, when
dealing with Thai guests, it is important for resoperators to pay more attention to

creating a friendly atmosphere during a serviceanter.

Unfortunately, the result of the descriptive ansly&Chapter Six) reveals that the
mean scores on these two variables are just abave@omt, which in turn suggests
that there is room for improving the levels of sddienefits provided to Thai guests.
There could be several reasons why the mean soaréise two variables for social
benefits are not as high. One is that Thai guestsnwnly perceive themselves as
different from those who serve them, and usualbfgrto deal with people who are

their own kind (high power distance society) or leovho have high position in an
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organization, rather than those in frontline posisi (ascription). Therefore, they are

less likely to spend too much time talking to theart staff.

Resort operators might need to understand the ydhet underpin Thai culture in
order to develop an effective friendship with ggedthai culture is characterised by
high power distance and there are several isswasntded to be considered when
developing a friendship with guests during a serneacounter. Firstly, Thai guests
commonly perceive themselves as superior and perceesort operators as
subordinate. In Thai society, it is a subordinatesponsibility to initiate conversation
with a superior. With that in mind, it is importafutr resort operators to have great
interpersonal skills, so that they can initiate \@nsation and therefore cultivate
friendships with guests more effectively. Secondgsort operators need to ensure
that they send the right person to deal with Thaasgs. Therefore, they are likely to
feel more appreciative when being treated as adrier developing a relationship
with supervisors or managers, rather than with ayeifront-line staff. As a result, it
may be beneficial for resort hotel managers to conteof their office every now and
then to spend, some time talking to the guests.In@ligo pearl hotel (Phuket,
Thailand), guests are invited to an executive aitcgarty every Tuesday night where
they can socialise with administrative staff (sua® the general manager and

managers from every department of the resort) ieqre

Interestingly, getting discounts and special dealsot included on this factor; it can
be argued that Thai guests do not emphases thes. iBgspite the fact that many Thai
guests commonly bargain for almost everything, ithilscates that Thais obviously do

not value this benefit when it is offered. This kkbmean that Thai guests will not
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mind if the price cannot be reduced, as long asggh fuality of service has been

delivered.

Factor Three

This factor comprises the set of variables usqutewious studies to measure levels of
termination costs felt by customers. This factacoamts for 5.7% of the explained
variance. It is notable that Thais place this fagichird place while Australians rank
it as the second most important factor, which imtsuggests that termination costs
are more important for Australians than for Th&lsnsequently, the proposition (x):
Australian and Thai tourists place different emphasn termination costs was
supported. This is consistent with the results fribwn study of Patterson and Smith
(2003) where it was found that switching barrievghich is another term for
termination costs) has a greater impact on propetwsistay with service providers in
Australia than in Thailand. They felt that theldaling variables were central
considerations in their level of trust and commiinéowards a resort operator:
wasting time (0.87), a hassle (0.79), a risk (Q.@a9)eed for adjustment (0.77), a need
to explain (0.70) and losing a friendly relations(®.63). Australians place this factor
in a higher ranking than Thais, indicating thatstiactor is more important for
Australians than for Thais. However, it should led that both Australians and
Thais rank each variable within this factor in d&me order. Although it is hard to
tell why each variable was ranked in this orders iinteresting to observe that Thai
respondents also feel that losing a friendly refehip is the least important aspect of
termination cost despite the fact that they indicddveloping friendship as one of the
three most important aspects of relationship béndfimay be that Thai guests rarely

develop a strong friendship with service staff eteough they might like to and
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therefore are less likely to be aware of the impace of losing a friendly

relationship.

Factor Four

This factor comprises the set of variables usedorievious studies to measure
confidence benefit. It accounts for 5.2% of totgblained variance, indicating that
Thais place low emphasis on this factor. Thesealdes are: less anxiety (0.80), less
risk (0.73), more confidence (0.68) and know wlmaexpect (0.67). Consequently,
the proposition (xiii): Australian and Thai tourists place different emphkasn
confidence benefitwas supported. Although it was mentioned in Chapteee that
Thailand has a higher uncertainty avoidance sdaase $ustralia, both Australians
and Thais place this factor in the same rankings hturn means that Thais do not
value confidence benefit any higher than their Aalstn counterparts regardless of

the difference in their uncertainty avoidance value

7.3 The principal component analysis of relationship quality

A principal component analysis was conducted, oholg the nine variables regarding

trust and commitment that are the antecedentsstbmer loyalty.

7.3.1 Australian sample

The Kaiser-Meyer-Olkin value of 0.866 exceeds #sommended value of 0.6, and
Bartlett's Test of Sphericity is statistically siggant. This shows that there is a high
degree of interrelationship among the variablesiwithe Australian sample. The

unrotated factor solution extracted five factoreghweigenvalues greater than one.
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According to Table 6.1, these two factors accoanD.8% of the explained variance

with the first factor explaining 54.3%.

Table 7.5: Result of the unrotated factor extraction fromafales representing trust
and commitment in the Australian sample

Factor Eigenvalues Percentage of Variance) Cumel&tercentage
1 4.890305975 54.3 54.3
2 1.480875139 16.5 70.8

Sour ce: Data analysis (2008)
Kaiser-Meyer-Olkin Measure of Sampling Adequacy.866
Bartlett's Test of Sphericity = 1744.924, Significa = 0.000

The pattern loadings, factor structure and facttarpretation are shown in Table 7.6.
The dimensions are defined by the variables wiimigcant factor loadings equal to
or above 0.6. Reliability tests on both factorsiagate Cronbach Alpha coefficients
above 0.76. This means that the all four-factoutsmh for the 23 variables can be
accepted (some of the initial scale items are noluded in the final result because

their loading values are below 0.6).

Table 7.6: Results of the varimax rotated factor matrix ie &ustralian sample for
the nine variables representing trust and commitifggnificant factor loading only)

Australian sample
F1 F2
Feel committed 0.9 Trustworthiness 0.86
Relationship is important 0.89 Integrity 09
Wish to retain 0.89 Service quality 0.68
Proud to tell others 0.78 Value for money 061
Reliability Cronbach's Alpha 0.929 | Reliability Cronbach's Alpha 0.840

Sour ce: Data analysis (2008)
LD: Factor Loading

An inspection of the variables loading significgndh the factors indicates that every
factor is very well defined by several variablesn€equently, the two-factor solution
for the eight variables in the Thai sample is ategpThe factors kept for the purpose

of further analysis are:
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» Factor One: This factor comprises the set of variables usedptgvious
studies to measure commitment.
» Factor Two: This factor comprises the set of variables usedptgvious

studies to measure trust.

Factor one

This factor comprises the set of variables usedptsvious studies to measure
commitment. This is the dominant factor accountiog 54.3% of total explained

variance. These variables are: feel committed jQr@lationship is important (0.89),
wish to retain (0.89) and proud to tell other (§.%bviously, the first three variables
are very close to one another, which in turn ingica similar degree of importance.
Although Australians agree that they are patierih whe staff, they feel that being

patient is not at all important, as it has not bleadled onto the factor.

Factor two

This factor comprises the set of variables usegreyious studies to measure trust.
This factor accounted for 16.5% of total varianediich indicates that it is less
important than the first factor of commitment. dincbe observed that Australians put
more emphasis on trustworthiness and integrity thraservice quality and value for

money.

7.3.2 Thai sample

The Kaiser-Meyer-Olkin value of 0.856 exceeds #gommended value of 0.6, and

Bartlett's Test of Sphericity is statistically siggant. This shows that there is a high
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degree of interrelationship among the variablehiwithe Australian sample. The
unrotated factor solution extracted five factorghweigenvalues greater than one.
According to Table 7.7, these five factors accdant71% of the explained variance

with the first factor explaining 55.4%.

Table 7.7: Result of the unrotated factor extraction fromafales representing trust

and commitment in the Thai sample
Factor Eigenvalues Percentage of Varianceg Cumel&tercentage
1 4.983351 55.4 55.4
2 1.405677 15.6 71.0

Sour ce: Data analysis (2008)
Kaiser-Meyer-Olkin Measure of Sampling Adequacy.856
Bartlett's Test of Sphericity = 1751.055, Significa = 0.000

The pattern loadings, factor structure and factterpretation are shown in Table 7.8.
The dimensions are defined by the variables wighiScant factor loadings equal or
above 0.6. Reliability test on each of the factamdicates Cronbach Alpha
coefficients above 0.80. This means that the tvetefasolution for the 8 variables

could be accepted.

Table 7.8: Results of the varimax rotated factor matrix iae fhai sample for the nine
variables representing trust and commitment (Sicanit factor loading only)

Thai sample
Factor One L.D. Factor Two L.D.
Feel committed 0.83 Trustworthiness 0.p1
Relationship is important 0.8B Integrity 0.89
Wish to retain 0.8 Value for money 0.65
Proud to tell others 0.7 Reliability Cronbach's Alpha 0.840
Being patient 0.7
Reliability Cronbach's Alpha 0.901

Sour ce: Data analysis (2008)
LD: Factor Loading

An inspection of the variables loading significgndh the factors indicates that every

factor is very well defined by several variablesnSequently, the two-factor solution
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for the eight variables in the Thai sample is ategpThe factors kept for the purpose
of further analysis are:
» Factor One: This factor comprises the set of variables usedptgvious
studies to measure commitment.
» Factor Two: This factor comprises the set of variables usedptgvious

studies to measure trust.

Factor one

Unlike in Australian sample, the first factor dexl from Thai sample comprises
every variable used by previous studies in meagutiie concept of commitment.
This factor includes: feel committed (0.83), redaship is important (0.88), wish to
retain (0.87), proud to tell others (0.76) and pgwatient (0.72). This is the dominant
factor accounting for 55.4% of total explained sage that is a similar percentage
compared with their Australian counterpart. Thisame that both Australians and

Thais place similar emphasis on commitment as ansy@aensure customer loyalty.

Factor two

This factor comprises the set of variables use@igyious studies to measure the
concept of trust. This factor accounted for 15.6%taal explained variance,
indicating that it is less important than the fifattor. Consistent with Australians,
Thais also place more emphasis on trustworthinedsrdegrity than service quality
and value for money. In fact, value for money is aioall important for Thais as it has

not been loaded into this factor.
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7.4 Summary

Principal component analysis is used to classifg thariables related to the
antecedents of relationship quality (characterizsd high levels of trust and
commitment) into groups. In the Australian sampie variables are classified into
five factors including social and special treatmbanhefits (factor one), termination
costs (factor two), communication (factor threepnftdence benefits (factor four) and
opportunistic behaviour (factor five). In the Ttsgample, the variables are classified
into four factors including communication and ogpaistic behaviour (factor one),
social and special treatment benefits (factor twermination costs (factor three) and
confidence benefit (factor four). Additionally, tlesult of the principal component
analysis also indicates that Australians and Thaigh the importance of each factor
in a significantly different manner, which in tuteads to the acceptance of many
general hypotheses under the second research aqueBto each of the five
antecedents have a similar impact on the developménsuccessful host-guest
relationships (characterised by high levels of trd commitment) for both

Australian and Thai tourists?

In the next chapter the relationships between ioglship quality (characterised by

high trust and commitment) and their antecedents lsiween relationship quality

and customer loyalty are examined using strucegahtion modelling.
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Chapter Eight
Structural Equation Modelling

8.1 Introduction

In the previous chapter, principal component anslfBCA) was used to identify the
important determinants of trust and commitment #red variables that significantly
load on these factors. However, the PCA has provideted insights with respect to
which variables are indicators of trust or commit& he purpose of this chapter is
to examine the relationships between relationshility (charaterised by high trust
and commitment) and their antecedents and betwedtionship quality and
customer loyalty. In particular, the analysis instichapter aims to assess which
factors influence guests in their relationshipshtsts in determining levels of trust
and commitment. Multiple regression analysis ismfused to predict changes in
dependent variables caused by a set of independeables. However, it is not used
in the present investigation because multiple i=gio® analysis can only be used to
identify relationships between a set of independaniables and a single dependent
variable, not between constructs derived from ppmic components analysis.
Structural equation modelling (SEM) is suitable fioe purpose of the present study
because it can be used to investigate the reldtijosisbetween constructs.
Consequently, it is used in this chapter to exantiige strength of the relationship
between the factors derived from the two principamponents analyses (PCA)
conducted in the previous chapter. These factalstaa variables that make up each
factor together with the codes used in the SEM risoae presented in the following

sections.
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8.2 Causal relationships for the Australian sample

Redlational attributes:

1. Special treatment and social benefits (Factor 1)

Factor variables Codes
| get faster service than most guests. STB5
The resort uses information from my prior staywstomize services for STB4
me.

I am placed higher on the priority list when thisra list. STB3
| get discounts or special deals that most guest’ det. STB2
The staffs here are more likely to treat me asrsgpel friend. SCB1
I have developed a friendship with service staff. CBs

2. Termination costs (Factor 2)

Factor variables Codes
I will waste a lot of time if | change holiday reto SW3
In general it would be a hassle changing holidagnts. SW2
If I change the holiday resorts, there is a risit tthe new resort/staff Sw4
won't be as good.
It take me a great deal of time and effort to getduto a new holiday SW5
resort.
If 1 change holiday resort, | will have to spendbaof time explaining SW6
my needs to the staff.
I will lose a friendly and comfortable relationshipl change holiday SwWi
resorts.

3. Communication (Factor 3)

Factor variables Codes
The holiday resort provides information if servidelivery problems COMMU2
occur.
Service staffs communicate the attitude that mypleros are important COMMU4
to them.
The holiday resort fulfills promises to guests. CRnv3
The holiday resort provides information that carrbsted. COMMU1
The stafffmanagement and | communicate and exmgr@sspinions to COMMUS

each other frequently.

4. Confidence benefits (Factor 4)

Factor variables Codes
| have less anxiety when | stay here. CB3
| believe there is less risk that something wilvgmng. CB1
I have more confidence the service will be perfatroerrectly. CB2
I know what to expect when | stay here. CB4

5. Opportunistic behaviour (Factor 5)

Factor variables Codes
Sometimes, the service staff will have to alterfdws slight in order to OB1
get what they need from the guests.
The service staff sometimes promised to do thingsowt actually doing OB2

them later.
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Relationship quality:

6. Commitment

Factor variables Codes
I am committed to my relationship with this holidagsort. COMM1
The relationship is important for me to maintain. onam2
| wish to retain my relationship with this holidessort. COMMS3
I am proud to tell others that | am a regular goéshis holiday resort. COMM4
7. Trust

Factor variables Codes
The staff can be trusted at all time. TR1
The staff have high integrity. TR2
The service quality always meets my expectations. R3T
The service quality at this resort is worth the mpon TR4
Intentional behaviour:
8. Loyalty

Factor variables Codes
I would recommend this holiday resort to someone sé¢eks my advice. L1
I would consider this holiday resort my first chmidf | were going back L2
to Samui Island.
I am a loyal patron of this holiday resort. L3
If | were going to Samui Island next time, | wowdfinitely go back to L4

this holiday resort.

MODEL 1: Causal relationship between relational attributes and relationship
quality (Australian sample)

The initial model presented in Figure 8.1 is desdymo predict relationship quality
(high level of trust and commitment) using the tielaal attribute factors derived
from PCA as predictors. These factors &mcial treatment and social benefit,
Termination cost, Communication, Confidence benefits and Opportunistic behaviour.
Note that the order of the factors is the saméaotder determined by the principal
components analysis in Chapter Seven. The varidibted to load on the components
are the same variables in the same order of sigmife as the relevant principal

components analysis.
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Figure 8.1: The initial model of relational attributes and at@nship quality
(Australian sample)

Sour ce: Data analysis (2008)

The initial model presented in Figure 8.1 yield€la-Square of 1,880.297 (df =428,
p=0.000). According to Hair, Anderson and Tatha®9@g), Chi-square is the more
appropriate measurement of overall model fit f@aeple size between100 — 200 but

will become less reliable with a sample size o@tgslus range. Since the Australian
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sample size is larger than 200 (n=300), other gesshof-fit measures are also used
to complement the chi-square measure. This moedéds/ia Goodness-of-Fit Index =
0.684, Adjust Goodness-of-Fit Index = 0.634, RoaaM Square Residual = 0.736
and Root Mean Square Error of Approximation = 0.50@gesting that the model

needs to be adjusted in order to improve the fit.

Based on the PCA result presented in the last ehapttotal of nine of the least
important variables were removed prior to testing final model. After removal the
fit measures increase as indicated in Table 8.&.mbdified final model (Figure 8.2)
displays the causal relationship between relatiattaibutes and relationship quality,
showing only the significant paths. All measuresvgha good fit (Table 8.1) and

indicate that the model can be accepted.

Table 8.1: Fit measures of initial and adjusted models oétrehal attributes and
relationship quality (Australian sample)

Initial model Adjusted model
RMR = 0.736 RMR = 0.622
GFI = 0.684 GFI =0.823
AGFIl = 0.634 AGFIl = 0.780
CFI =0.792 CFl =0.888
RMSEA = 0.107 RMSEA = 0.093
Chi-square = 1,880.297 Chi-square = 726.721
df = 428 df = 203

Sour ce: Data analysis (2008)

The diagram in Figure 8.2 shows that relationallattes account for 63% and 45%
of the variance ofrust and commitment respectively, indicating a high degree of
explanation for both dimensions of relationship lfjpaThere are direct positive
correlations found betweespecial treatment benefit and commitment, termination
cost and commitment, confidence benefit and commitment and between

communication andtrust.
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Figure 8.2: Adjusted model of relational attributes and relaship quality
(Australian sample)

Sour ce: Data analysis (2008)

The linkages vary with the strongest path beingl@eved betweenommunication

andtrust (0.79), followed by the paths betweeonfidence benefit and commitment

(0.55),termination cost andcommitment (0.25) and betweespecial treatment benefit
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and commitment (0.12). There is only one direct negative coriefafound between

opportunistic behaviour andtrust (-0.12), and the relationship has the correct.sign

A causal relationship is identified as positivegsaciated (0.26) between the latent
unobserved dependent variables — trust and commitmghis relationship is
moderately statistically significant, and indicatést trust is also a predictor of
commitment (and not the reverse). There is alsoesa@ovariance between the
relational attributes factors that are correlatdtth wne another:

r

Special treatment beneft > Termination cost 0.62

Communication&—> Confidence benefit 0.55
Termination cos&—> Confidence benefit 0.33
Termination cos&-> Opportunistic behaviour 0.42
Special treatment bene#t - Confidence benefit 0.37
Special treatment bene#t - Opportunistic behaviour 0.48
Special treatment benef&t > Communication 0.13

Communication&—> Opportunistic behaviour -0.23

Most factors are found to be correlated to anothetor in a positive direction. Only
communication and opportunistic behaviour are fotmtle associated in a negative
direction. This could mean that good communicati@tween resort operators and
their guests could prevent guests from feeling taff engage in opportunistic
behaviour. Special treatment benefit and termimatost are found to be highly
associated in a positive direction (r = 0.62). Theelation between special treatment
benefit and communication is weakly positive (r£3), but nonetheless statistically

significant.

In summary, relational attributes do affect relasioip quality although they have a

more pronounced influence drust than oncommitment. Five factors are found to
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have an influence on relationship quality as idesuti by Australian guests and

presented below:

Special treatment benefit (indicators include getting faster service, custmdi
service, placed higher on the list, getting dis¢s@md special deals)

Termination cost (indicators include wasting time, a hassle andlg) ri
Communication (indicators include inform if service fails, probie are important to
staff, Fulfil promises and Information can be taat

Confidence benefit (indicators include less anxiety, less risk ander@rnfidence)

Opportunistic behaviour (indicators include alteration of facts and breaknpises)

MODEL 2: Causal relationship between relationship quality and behavioural

intention (Australian sample)
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Figure 8.3: The initial model of relationship quality and belwaral intention
(Australian sample)
Sour ce: Data analysis (2008)
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The initial model presented in Figure 8.3 is des@jto predict behavioural intention

using trust and commitment as predictors. Theahinodel presented in Figure 8.3
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yields a Chi-Square of 311.009 (df = 51, p= 0.0@)pdness-of-Fit Index = 0.859 ,
Adjust Goodness-of-Fit Index = 0.784 , Root Mean&q Residual = 0.16#hd Root
Mean Square Error of Approximation = 0.131 sugggsthat the model could be

adjusted in order to improve overall fit.

Based on the PCA result presented in Chapter Sevetal of the two least important
variables were removed prior to testing the finabdel. After removal the fit
measures increase as indicated in Table 8.2. Thifiew final model (Figure 8.4)
displays the causal relationship between relatipnsiuality and behavioural
intention, showing a significantly increased fit thie model. All measures show a

good fit (Table 8.2) and indicate that the model ba accepted.

Table 8.2: Fit measures of initial and adjusted model of retethip quality and
behavioural intention (Australian sample)

Initial model Adjusted model
RMR =0.164 RMR = 0.154
GFI = 0.859 GFIl = 0.925
AGFl = 0.784 AGFl = 0.871
CFl = 0.910 CFl = 0.961

RMSEA = 0.131

RMSEA = 0.099

Chi-square = 311.009

Chi-square = 126.079

df= 51

df= 32

Sour ce: Data analysis (2008)

The diagram in Figure 8.4 shows that relationalikattes account for 59% of the
variance in behavioural intention. A positive correlation is found between
commitment and behavioural intention (0.63) andstilsuhigher than the correlation
found between trust and behavioural intention (0.Z&is means that commitment is

the better predictor of behavioural intention consplawith trust.
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Figure 8.4. The adjusted model of relationship quality and awdural intention

(Australian sample)
Sour ce: Data analysis (2008)

In summary, relationship quality does affect bebaral intentioncommitment has

more influence omehavioural intention thantrust.

8.3 Causal relationships for the Thai sample

Redlational attributes:

1. Communication and opportunistic behaviour (Fatjo

Factor variables Codes
The holiday resort provides information if servidelivery problems COMMU2
occur.
The holiday resort fulfills promises to guests. CRnv3
The holiday resort provides information that carrbsted. COMMU1
Service staffs communicate the attitude that mypleros are important COMMU4
to them.
Sometimes, the service staff will have to alterfdms slight in order to OB1
get what they need from the guests.
The service staff sometimes promised to do thingsowt actually doing OB2
them later.

2. Special treatment and social benefits (Factor 2)

Factor variables Codes
| get faster service than most guests. STB5
The staffs here are more likely to treat me asrsgpel friend. SCB1
I have developed a friendship with service staff. CBs
| get the resort’s highest level of service. STB1
The resort uses information from my prior staywstomize services for STB4
me.

The staff here will pay attention to my specialdsee SCB2
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3. Termination costs (Factor 3)

Factor variables
I will waste a lot of time if | change holiday reto
In general it would be a hassle changing holidagnts.
If I change the holiday resorts, there is a risit tthe new resort/staff
won't be as good.
It take me a great deal of time and effort to getduto a new holiday
resort.
If 1 change holiday resort, | will have to spendbaof time explaining
my needs to the staff.
I will lose a friendly and comfortable relationshipl change holiday
resorts.

4. Confidence benefits (Factor 4)

Factor variables
| have less anxiety when | stay here.
I have more confidence the service will be perfatroerrectly.
| believe there is less risk that something wilvgong.
I know what to expect when | stay here.

Relationship quality:

6. Commitment

Factor variables
I am committed to my relationship with this holidagsort.
The relationship is important for me to maintain.
| wish to retain my relationship with this holidessort.
I am proud to tell others that | am a regular goéshis holiday resort.
I am patient with the staff at this resort if thepke a mistake.

7. Trust

Factor variables
The staff can be trusted at all time.
The staff have high integrity.
The service quality at this resort is worth the mpon

I ntentional behaviour:

8. Loyalty

Factor variables
I would recommend this holiday resort to someone sé¢eks my advice.
I would consider this holiday resort my first chmidf | were going back
to Samui Island.
I am a loyal patron of this holiday resort.
If I were going to Samui Island next time, | wowdfinitely go back to
this holiday resort.

Codes
SW3

SW2
SW4

SW5
SW6

SWi1

CB3
CB2
CB1

CB4

COMM1
onm2

COMMS3
COMM4
COMMb5

TR1
TR2
TR4
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MODEL 3: Causal relationship between relational attributes and relationship

quality (Thai sample)

The initial model presented in Figure 8.5 is des@yrwith a view to predict

relationship quality (high level of trust and coniment) using factors derived from

the PCA as predictors in Chapter Seven.
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Figure 8.5: The initial model of relational attributes andatgnship quality

(Thai sample)
Sour ce: Data analysis (2008)
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These factors areSpecial treatment and social benefit, Termination cost,
Communication, Confidence benefits and Opportunistic behaviour. The initial model
presented in Figure 8.5 yields a Chi-Square of 2F38L (df = 400, p=0.000),
Goodness-of-Fit Index = 0.737, Adjust Goodnessibhitlex = 0.687, Root Mean
Square Residual = 0.73hd Root Mean Square Error of Approximation = 0.102

suggesting that the model can be adjusted in dodenprove overall fit.

Based on the PCA result presented in the last ehajatal of nine least important
variables were removed prior to testing the finaddel. After removing the fit
measures increase as indicated in Table 8.3. Thifiew final model (Figure 8.6)
displays the causal relationship between relatiattabutes, and relationship quality,
showing a significantly increased fit of the modall measures show a good fit

(Table 8.3) and indicate that the model can be@ede

Table 8.3: Fit measures of initial and adjusted models ofti@tal attributes and
relationship quality (Thai sample)

Initial model Adjusted model
RMR =0.737 RMR = 0.661
GFl = 0.737 GFI = 0.806
AGFI = 0.687 AGFI = 0.750
CFl = 0.813 CFl =0.863
RMSEA = 0.102 RMSEA = 0.109
Chi-square = 1632.591 Chi-square = 667.6
df = 400 df = 149

Sour ce: Data analysis (2008)

The path diagram in Figure 8.6 shows that relatiatiaibutes account for 53% and
58% of the variance dfust andcommitment respectively, indicating a high degree of
explanation for both dimensions of relationship lfjpaThere are direct positive
correlations found betweercommunication and trust, special treatment and

commitment, termination cost and commitment and betweenconfidence and

218



commitment. The linkages vary with the strongest path beietyveencommunication
and trust (0.73), followed by the paths betweeypecial treatment benefit and
commitment (0.66),termination cost andcommitment (0.30) and betweeconfidence

benefit andcommitment (0.19).

A causal relationship is identified as being pesity associated (0.15) between the
latent unobserved dependent variables — trust antnitment. This relationship is
moderate statistical significant, and indicatest thraist is also a predictor of
commitment (and not the reverse). There is alsoesa@ovariance between the

relational attribute factors that are correlatethwine another:

r

Communication&—> Special treatment benefit 0.51
Special treatment beneft—> Termination cost 0.55
Termination cos&—> Confidence benefit 0.41
Communication&—> Termination cost 0.24
Special treatment bene#t - Confidence benefit 0.64
Communication&—> Confidence benefit 0.64

The relationships betweepecial treatment benefit and confidence benefit as well as
betweencommunication andconfidence benefit are found to be highly associated in a
positive direction (r = 0.64). The correlation beem communication and termination

cost is weakly positive (r= 0.24), but nonethelgsgistically significant.
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Figure 8.6: The adjusted model of relational attributes amaticnship quality
(Thai sample)
Sour ce: Data analysis (2008)

In summary, relational attributes do affect relasioip quality although they have a
more pronounced influence arust than oncommitment. Five factors found to have

an influence on relationship quality as identifl®dThai guests are presented below:

Communication (indicators include inform if service fails, fulfdromises,

information can be trusted and problems are impottastaff)
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Special treatment benefit (indicators include getting faster service, treaasdfriend
and developed friendship)

Termination cost (indicators include wasting time, a hassle, a aisé a need to
adjust)

Confidence benefit (indicators include less anxiety and more confiégnc

MODEL 4: Causal relationship between relationship quality and behavioural

intention (Thai sample)
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Figure 8.7: The initial model of relationship quality and belwaral intention

(Thai sample)

Sour ce: Data analysis (2008)

The initial model presented in Figure 8.7 is des@yrwith a view to predict
behavioural intention using trust and commitmentpesdictors. The initial model
presented in Figure 8.7 yields a Chi-Square of 245 (df = 51, p= 0.000), Goodness-
of-Fit Index = 0.890, Adjust Goodness-of-Fit Index0.831, Root Mean Square

Residual = 0.25@and Root Mean Square Error of Approximation = 0,X18jgesting

that it is possible to modify the model to impraseerall fit.
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Based on the PCA result presented in Chapter Sewemwo least important variables
are removed prior to testing the final model. Aftemoving the fit measures increase
as indicated in Table 8.4. The modified final moff&gure 8.8) displays the causal
relationship between relationship quality and behaal intention, showing a

significantly increased fit of the model. All meass show a good fit (Table 8.4) and

indicate that the model can be accepted.

Table 8.4: Fit measures of initial and adjusted models oétrehship quality and
behavioural intention (Thai sample)

Initial model Adjusted model
RMR = 0.256 RMR =0.103
GFI = 0.890 GFl =0.944
AGFI = 0.831 AGFI = 0.904
CFl = 0.923 CFl = 0.973

RMSEA = 0.113

RMSEA = 0.078

Chi-square = 245.778

Chi-square = 90.208

df= 51

df= 32

Sour ce: Data analysis (2008)

The path diagram in Figure 8.8 shows that trust@mdmitment account for 59%, of
behavioural intention and indicate a high degreeexplanation for behavioural

intention.
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Figure 8.8. The adjusted model of relationship quality and awdural intention
(Thai sample)
Sour ce: Data analysis (2008)

8.4 Summary

Structural equation modelling (SEM) is suitable fioe purpose of the present study
because it can be used to investigate the reldipsisbetween constructs. This
chapter has presented the results of structurahteeu modelling (SEM) used to
determine the strength and pattern of the relatipssbetween trust, commitment and
their antecedents. The SEM is performed for eachpka and separate models for
each nationality are developed accordingly, thattie Australian relationship
development model and Thai relationship developmnmaotel. Although trust and
commitment are included in both models as the detents of customer loyalty,
each model indicates a different set of factorkericing trust and commitment. The
Australian relationship development model indicatidge factors influencing
relationship quality including special treatment néi, termination cost,
communication, confidence benefit and opportunisbehaviour. The Thai

relationship development model indicates four fextofluencing relationship quality
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including communication, special treatment benédéitmination cost and confidence

benefit.

The next chapter will summarise the findings of tsteidy, outline marketing

strategies that should be developed to appeal &tré@lian and Thai markets and

conclude with recommendations for further research.
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Chapter Nine
Conclusion

9.1 Introduction

Thailand’s tourism industry operates within a hyglkbmpetitive marketplace. The
industry needs to strengthen its ability to attnagieat visitors in order to ensure a
sustainable long-term competitive position. In thespect, the major aim of the
present thesis was to investigate factors thatribome to an increase in the level of
customer loyalty that tourists have towards Theoreoperators, which is an essential

component of longer term relationship marketing.

Recent literature indicates that a strong relatigndetween hosts and guests is a
determinant of customer loyalty. Tourists can lassified into two groups, domestic
tourists and international tourists, both of whiate important for the long-term
development of the tourism industry. Domestic tstisrare important as they serve to
provide a base income and potential crisis incorhennshocks to the system occur,
whilst international tourists are important becaubey are the major income
generator of foreign exchange. The greatest diffidor the hospitality sector is that
to maximise the possibility of repeat visitationcleagroup of tourists needs to be
treated in a culturally sensitive manner, and caluiffer widely, especially between

the East and the West.
An extensive review of the relationship marketingerature, and cross-cultural

literature, indicates that little is known aboutwhoculture can influence the

development of loyalty in host-guest relationshthging a service encounter, in a
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hospitality context. This study attempts to addrdss gaps in the literature by
focusing on how culture affects the developmentho$t-guest relationships. In
particular, the present study explores the diffeesnbetween Australian and Thai
tourists in terms of how they weigh the importanéeach relational attribute when

developing relationships with Thai resort operators

9.2 Conceptual model

A review of the relationship marketing literatunelicates that relationship marketing
has gone through several developmental phases isiwes first introduced in 1983.
Initially, it was thought that customer satisfactiautomatically led to customer
loyalty. Therefore, many academics as well as pir@atrs focused primarily upon
improving service quality in order to ensure highdls of customer satisfaction. They
assumed satisfaction would increase levels of oustoloyalty. However, more
recently studies have shown that customer satisfacs an insufficient condition to
ensure high levels of customer loyalty as satisttedtomers do not necessarily
become repeat visitors. Consequently, recent reflsdas proposed new approaches

to the development of customer loyalty.

More recent research can be divided into two schobthought. The first school of
thought asserts that customer loyalty can be aelidy customer delight, whilst the
other has identified the need to build a strongi@sting relationship as a means to
ensuring a high level of customer loyalty. The pesilink between relationship
quality and customer loyalty has been widely esthbll across various industries
(see Chapter Two and Chapter Four). However, Igtlkenown about how host-guest

relationships can affect levels of customer loyaity hospitality setting. In line with
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the latter school of thought, this thesis propdbas a positive host-guest relationship
leads to customer loyalty, and focuses upon deirgdop model of relationship

marketing that can facilitate such a relationshighiwv a hospitality setting.

In a review of relationship development models tieate been proposed by previous
researchers (Chapter Two), it is proposed that lorgnd Hunt's (1994) KMV
model of relationship marketing was the most appate starting model for this
investigation. The concepts included in the KMV mbdand the previous
modifications of the KMV model have been revieweul aliscussed in Section 2.6
and Chapter Four respectively. In that discussiomaified KMV model was

developed to suit a hospitality resort context.

9.3 The sample

As mentioned in Chapter Five, a new set of questiwas selected from a raft of
available questions used by previous relationshapketing researchers, to develop a
hospitality relevant survey instrument. Once pistdd, the questionnaire was then
carefully translated into Thai by using a thregedtack translation method prescribed
by Brislin, Lonner and Thorndike (1973). The thestep back translation method
involved two professional translators and a conerittf professional Thai writers. A
total of 600 completed questionnaires (300 Thai &@d Australian) was collected
from a range of locations on Samui island, inclgdiesorts, the airport, and beaches.
Samui Island was selected as a site for data ¢olfebecause it is an isolated island
where the majority of visitors are tourists ratttgan business travelers (who are not
likely to choose their own accommodation). Moreo\w@amui Island is also the forth

most popular international tourist attraction irailand.
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A descriptive analysis of the respondent profiledidates that the respondents in this
study form a representative sample of the toungfilp for Samui Island in terms of
gender, age, and previous visitation. Two groupgoofists were selected as the
respondents for the present studyAustralians and Thais. Australian tourists were
selected as representative of Western touristsy Hne the third largest group of
international tourists on Samui Island. Thai tagrisvere included in this study
because they are not only culturally representat¥eEastern tourists but also

domestic tourists.

9.4 Key findings

9.4.1 Thereaults of the Mann-Whitney U test

Since the data for the present study was not ndyrdaitributed, a Mann-Whitney U
test (rather than a t-test) was used to identifnificant differences between the
Australian and Thai respondents. The results oMaan-Whitney U test indicate that
Australians and Thais report different experiendesng service encounters. Of 38
measurement items, 19 significant differences i@uad between the Australian and
Thai respondents that in turn confirm that Austnadi evidence different levels of
relational attributes compared to Thais. Howevespite these variations the level of
customer loyalty to the resort is not significantyfferent. This implies that
Australian and Thai resort guests may have diftepeaferences for essential service
provision that in turn contribute to the developmerf a positive host-guest

relationship.
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9.4.2 Theresult from principal component analysis

Principal component analysis was used in the ptestewly in order to summarise
variables into several factors, and rank thoseofactaccording to the level of
importance perceived by each group of responddintis. data analysis method was
selected over multiple regression analysis becausdoes not make as many
assumptions about the data distribution, and alsecognises possible

interrelationships between the independent varsable

Table 9.1: The comparative ranking of relational attributesas two samples

Australians ranking Thais ranking
Special treatment and social benefits: Special treatment and social benefits:
Faster service Faster service
Higher priority 1 Treated as friend 2
Customisation Developed friend
Discounts or special deals Higher priority
Treated as friend Customisation
Developed friend
Termination costs: Termination costs:
Wasting time Wasting time
A hassle A hassle
Arisk 2 Arisk 3
A need to adjust A need to adjust
A need to explain A need to explain
Losing a friendly relationship Losing a friendly relationship
Communication and opportunistic
Communication: behaviour:
Inform if service fails Inform if service fails
Problems are important to staff Fulfill promises
Fulfill promises 3 Information can be trusted 1
Information can be trusted Problems are important to staff
Express opinions Alteration of facts
Break promises
Confidence benefits: Confidence benefits:
Less anxiety Less anxiety
Less risk 4 More confidence 4
More confidence Less risk
Know what to expect Know what to expect
Opportunistic behaviours:
Alteration of facts S
Break promises

Sour ce: Data analysis (2008)
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According to Table 9.1, the results of the PCA aatie that Australians and Thais
place different emphases on relational attribuAesstralians place more emphasis on
special treatment and social benefits, ranking thegmer than termination costs,
communication, confidence benefits, and opportimiséhaviour. Thais place more
emphasis on communication and opportunistic belayidollowed by special
treatment and social benefits, termination costsl aonfidence benefits. This
confirms that Australian and Thai respondents wefigh importance of each

relational attribute differently.

9.4.3 Reaults of structural equation modelling analysis

The SEM was employed to identify the link betweenaepts. Again, the SEM was
used instead of multiple regression analysis becatigs ability to discover the link
between concepts, while multiple regression amslysin only analyse the link
between variables. According to Table 9.2, theltegtom the SEM analysis confirm
that relationship quality (which is characterisgdfust and commitment) has a strong

positive impact on customer loyalty, regardlesthefnationality of the guest.

However, the influence of each antecedent of tamgt commitment varies across
cultures. For Australians, the major antecedentsraudt are communication and
opportunistic behaviour while the major antecederitsommitment are confidence
benefits, termination costs, and special treatrbengfits. For Thais, communication
is the only antecedent of trust in this model, whihe major antecedents of

commitment are special treatment benefits, ternanatosts, and confidence benefits.
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The results suggest that resort operators shouddilbgrally sensitive when creating a

service strategy to deal with tourists from diff@reultural backgrounds.

Table 9.2: The ranked determinants of trust, commitment arsoener loyalty

Australians Thais
Communication: Communication:
- Inform if service fails (+)* - Inform if service fails (+)
- Problems are important to staff (+) - Fulfill promises(+)
Deter minants of - Fulfill promises(+) - Information can be trusted (+)
trust - Information can be trusted - Problems are important to staff (+)
Opportunistic behaviour:
- Alteration of facts (-)**
- Break promises (-)
Confidence benefits: Special treatment benefits:
- Less anxiety (+) - Faster service (+)
- Less risk (+) - Treated as friend (+)
- More confidence (+) - Developed friend (+)
Deter minants of Termination costs Termination costs:
commitment - Wasting time (+) - Wasting time (+)
- A hassle (+) - A hassle (+)
- Arisk (+) - Arisk (+)
Special treatment benefits: - A need for adjustment (+)
- Faster service (+) Confidence benefits:
- Higher priority (+) - Less anxiety (+)
- Customisation (+) - More confidence (+)
- Discounts or special deals (+)
Commitment:
- Feel committed (+)
Deter minants of - Relationship is important (+)
customer loyalty - Wish to retain (+)
- Proud to tell other (+)
Trust:
- Trust worthiness (+)
- Integrity (+)

Sour ce: Data analysis (2008)
* (+) = positive influence, **(-) = negative influee
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9.4.4 Outcomes
This thesis has highlighted several key differenbesveen Australian and Thai
cultures that appear to have a significant impactjwest service experiences, and on

how tourists perceive the importance of each watatiattribute.

The results of the Mann-Whitney U test indicatd #hastralian and Thai guests have
different service experiences during their stay] @ns suggested that this is due to
the cultural differences inherent to both guestd ataff (see Chapter Six). For
example, Thais receive higher levels of speciatiment benefits from staff than their
Australian counterparts, who come from a low-poweciety where people are
expected to be treated equally. The high-poweades culture characteristic of Thai
guests not only encourages them to ask for moreiadpgeatment as a way of
displaying their social status, but at the same titralso discourages the Thais from
making friends with the service staff, who are pered to be of lower social status.
However, although Australian tourists generally mt feel that the gap between
service staff and guest is as wide as their Thantparts, they also find it difficult

to bond with resort staff, due to the high-powestalice culture held by Thai staff,

which discourages resort staff from socialisingwvgtiests.

The principal component analysis also confirms thatcultural differences between
Australian and Thai guests affects the way theyqiee the importance of each
relational attribute (see Chapter Seven). The rilltdifferences between Australian
and Thai guests, in terms of how they perceive thgortance of time

(monochronic/polychronic culture), affects the wagch group of guests place

emphasis on obtaining faster service. Australiarestsy who come from a
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monochronic society where time is perceived to bémated and thus valuable
resource, place more emphasis on getting fasteiceethan their Thai counterparts.
Moreover, different cultural perspectives in terafswhat is perceived to be more
important, money and possessions (masculine anglumental) or relationship
guality (feminine and expressive), can be usedpdaé why Australians place more
emphasis on special treatment benefits, while Thise more emphasis on social

benefits.

An overall comparison of results across the datdyars raises a concern regarding
the issue of marketing strategies used by sometreperators included in the present
investigation. It appears that in some instancpsciic management and marketing
strategies might have been unwittingly assignethéowrong group of resort guests.
In other words, in their endeavour to introducecpicas designed to facilitate the
development of a healthy host-guest relationshégpmt operators may have been
providing services and benefits to some guests adtoally perceive them to be

relatively unimportant, whilst failing to providether services that guests would
appreciate. For example, obtaining special treatrbenefits such as discounts and
special deals have been found to be an importatdrfaffecting the development of a
host-guest relationship for Australian resort gsieBtit not so for Thai resort guests.
Unfortunately, the results of the present invesiigaindicate that it is Thai resort

guests who receive discounts and special deals fte@ than their Australian

counterparts, suggesting that resort operator'ssiment in discounts and special

deals have been aimed at the wrong group of rgsedts (see Chapter Six).
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In the next section, a set of proposed marketirgtesgies, derived from the study is

presented in order to alleviate the problems inditan this section.

9.5 Managerial implications

This thesis has found strong support for the notlat Australian and Thai resort
guests are different in terms of what they percéwbe important when developing a
relationship with resort operators. This, in tusnggests that resort operators should
employ different marketing strategies when deahmigh tourists from different
cultural backgrounds. The study stops short of rgpythat Australians are
representative of Western tourists and the ThaEastern tourists. However, the
general concept is relevant in that more pronoumtifdrences are expected when
comparing cultures across the East-West divide. tVitiilows is a suite of possible
strategies that resort operators might consideahefy wish to invest in culturally

specific initiatives to develop close host-guesdti@nships.

Theme 1. Theimportance of communication

Handling service failures (Australian and Thai)

This thesis has revealed that both Australian andi Tesort guests feel that resort
operators should immediately inform them if someghgoes wrong during a service
encounter. However, it is important to understanalt tthe placatory gestures and
techniques required when dealing with each groupesdrt guests are different. For
Australians, it is essential that they be promptiformed, and some form of
compensation will be appreciated (Hoffman, KelleyR®&talsky 1995; Mattila &
Patterson 2004). Whilst Thai guests also prefdretammediately informed, a sincere

apology rather than compensation is likely to beareffective (Mattila & Patterson
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2004). In addition, Thai guests are likely to berensatisfied and tend to be more
forgiving if the manager is the one who personalbals with the situation, and
promptly informs guests of the proposed solutiorheW this does not occur the

relationship between host and guest is at risk Gtespter Three).

Emphasising that problem is important to staff (Atwalian and Thai)

Resort operators should ensure that both AustralhThai guests are made aware
that their problems are important to resort stedfe(Chapter Seven). When problems
arise the process of communication should involeebal communication to inform
Australian resort guests that the guest’s problarasmportant to the resort. The next
step would be to ensure that this message hasdbesry received. The reason for
this cautionary approach is that the use of nolralerommunication could lead to a
misunderstanding between host and guest, and glthaelivered with the best
intention, could exacerbate an already difficuitigiion. For example, staff should be
advised not to smile when dealing with an Australiest’s problems as this might
be perceived as an indication that the staff do ta&e their problems seriously
(Holmes & Tangtongtavy 1995). Recognising that a®®% of the communication
process has been shown to be non-verbal in nauoenkin & Rodman 1983), the
use of non-verbal communication is unavoidable g mteraction. Therefore, it is
imperative that resort operators should provide esenoss-cultural training to their
staff so that they understand how the wrong messagkl be sent to guests simply
through body language, including facial expressi@y® contact, posture, gestures,

and inter-personal distance used during a serviceunter (Mehrabian 1972).
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In contrast to this verbal interaction strategyhwustralian tourists, resort operators
should ensure staff concentrate on positive nobalemessages when dealing with
Thai guests, since they are likely pick up any brddhessages from the staff through
their body language, as a part of their evaluatbrmvhether or not staff take their
problem seriously. Consequently, staff need to &gy careful in controlling their
manners so that they can avoid accidentally seralinggative message through their
body language. Moreover, Thai guests are not likelyeel that their problems are
taken seriously without the presence of a manddetefore, it can be argued that an
employee empowerment practice, where staff aregdtde to deal with a guest’s
complaint without the involvement of the managelymat be as effective for Thai

guests as it may be for Australian guests (see t€hdjree).

Ensuring that information can be trusted (Australrmand Thai)

The study found that it is wise to verify inforn@ti prior to providing advice to
Australian and Thai guests. For example, if guesrse to call a receptionist to ask
about the trading hours of a particular local tsuattraction they wished to visit, staff
should make a point of contacting a reliable sotocdouble check the accuracy of
any information they provide. In this way, good thgsest relationships can be built
relatively quickly and easily if staff provide ralile information, that can both save

guest time and reduce feelings of anxiety.

Fulfillment of promises (Australian and Thai)
It is advisable for resort operators to always msaldee that promises made to both
Australian and Thai guests are fulfilled. Staff gldbnever hesitate to tell guests when

they are asked to do something if they cannot cautythe task. From a guest’s

236



perspective, staff telling the truth when thingsireat be done is much better than
promising something, but failing to deliver. Thissue also requires that staff
communicate clearly and promptly with other staffdlved with the fulfilment of

the promise. For example, if a staff member promgeests to provide a wake up
call, they should also communicate the guest’s esjwith another staff member,

preferably in writing.

Theme 2: Confidence benefits

Reducing guest’s anxiety (Australian and Thai)

In a hospitality context, there are many unknowetdes involved in the delivery of
guality service. In a cross-cultural context, gsiest resorts are on vacation and in
unfamiliar surroundings. These issues have thenpateto create high levels of
anxiety. In the context of this study, anxiety defined as a negative feeling
associated with uncertainties that resort guesghinexperience while staying at a
particular resort. It is clear from the resultstloi investigation that both Australian
and Thai resort guests place significant emphasigducing anxiety when staying at
a particular resort. Therefore, the ability to placguest at ease is an important issue
in the development of an on-going relationship. réhare many examples of
situations that might cause high levels of anxietyr. example, resort guests are likely
to feel somewhat anxious when they arrive at airsin at check-in time,
especially if they have to wait until a room is paeed for them. Resort guests,
especially those from overseas, can feel a higkl le¥ anxiety due to a lack of

understanding of local customs and not wishingitagonise their hosts.
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The problem of visitor anxiety is a well known pbemenon, and fortunately there are
many techniques that can be employed in order tluce the levels of anxiety
experienced by resort guests. This requires sonderstanding of the guest
perspective, and some empathy with the issuegébatt guests need to overcome, to
arrive at and enjoy the facilities available atitlteestination. In order to reduce the
levels of anxiety associated with waiting, a resgerator should firstly communicate
with their guests about why they may have to wait gervices, and when those
services are expected to be delivered. AccordindO&vis and Heineke (1994),
customers are likely to be less dissatisfied with“@xplained” wait than with an
“unexplained wait”. For example if a guest’s roosnniot ready, resort staff should
advise that the room will be available as soort &ss$ been cleaned. In this interim
period, a resort operator should find a way to réaite guests during their waiting
period. This strategy has been found to relievaeaypyand make waiting guests feel
welcome (Davis & Heinke 1994). One example, in aildontext would be to offer a
free foot-massage, which is a service that wouldappreciated by tired guests,
particularly those that have made the long tripnfrAustralia. Resort staff should also
create a relaxing atmosphere in the lobby by payalm music, as this has been
found to have a positive effect in reducing theelsvof anxiety associated with
waiting (Tansik & Routhieaux 1999). Steelman (198dyises that the types of music
that reduces anxiety and induces relaxation areepi¢hat have tempos ranging

between 60 and 80 beats per minute.

If guests are experiencing a high level of anxigine to a lack of understanding of

local customs, as well as other difficulties asstad with holidaying in a foreign

environment, their anxiety might be reduced byhbk of specialized guest relation
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personnel, who come from the same country as thstg8uch staff will have a good
understanding of the distinction between both ecakand will be able to help guests
understand the staff point of view, if there is @twral misunderstanding. For
example, an Australian guest may feel annoyed wdtaff do something that the
guest does not want (especially if previously timelyjcated this). An Australian guest-
relations staff member may be able to explain éoghests that this is consistent with
the welcoming nature of Thai customs, rather thaind an indication that the staff

either have a poor command of English, or faiigteh to guests (see Chapter Three).

Reducing feelings of risk (Australian)

It is accepted that a customer is likely to pereehigher levels of risk when
purchasing a service than when purchasing a pro(kigtier & Langeard 1977,
Zeithaml 1981). This is due to the intangible nataf service delivery as well as the
fact that a service cannot be assessed prior whase. The current thesis has found
that it is important for Australian guests to fe®t they are in a situation where there
is little risk that something will go wrong wheneth are staying at a resort. A
common risk experienced by customers is when theghase an unfamiliar service
(Berry 1995). One way for managers to reduce thel lef perceived risk experienced
by Australian resort guests, is to offer an expbervice guarantee to the guests. This
strategy has been proven to minimise the levelseoteived risk for customers prior
to and during their consumption of services (BelB95; Kandampully & Butler
2001; Wirtz 1998). This is because it indicatesdgbality of service, which customers

can expect, and also guarantees compensationhfcgiadity is not achieved.
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Facilitating confidence in service provision (forustralian and Thai guests)

Having confidence that promised and advertisediceswvill be properly delivered is

another reason why guests decide to commit to @icplar resort. In general, such
confidence can be boosted by having guests experipasitive cues including the
design of the resort, the professional appearahseati, an efficient service system,
evidence of a good reputation, and how servicef diahave during a service

encounter. Australians will have more confidenceh# resort provides tangible
evidence to illustrate how respected they are; ¢lidence can include a high star
rating or winning a prestigious award. The levetohfidence that Thai guests have
towards resort operators can be boosted throughvtind-of-mouth communication

they receive from their friends and family (see (tba Three). To assist in this
regard, resort operators might establish a ref@gm@ayram for Thai guests where they
can earn a “spotter fee” or other types of benéfitsimply recommending the resort

to their friends and family.

Theme 3: Termination costs

The extensive review of literature on terminatiasts presented in Chapter Two
suggests that many highly competitive industrieshsas the telecommunication
industry have used economic termination costs e®ans to trap customers into an
unhealthy but binding relationship. Such terminatosts are neither appropriate nor
preferable for resort operations, especially sin@ed-of-mouth communication is

such an important marketing tool. In the presamdyspsychological termination costs
have been considered. The results show that bositra#lian and Thai resort guests
place great emphasis on the perception of a didtke'time wasting’ on their

vacation, and also any risk involved with switchifiggm the current resort.
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Consequently, any procedures that a resort cannpplace to save time, and fast-
track a guest’s arrangements will build psycholabreasons for the Australian and
Thai guests to continue the host-guest relationggwever, this study found that

only Thai resort guests feel that a need for adjast to a new resort is a strong
reason stopping them from switching to a new rem® Chapter Seven). From that
perspective, two strategies are proposed. Theidisttransfer service to and from the
airport offered by the resort for guests and ites that this will be especially well

received by Australian guests as it assists wittatran planning, reduces anxiety and
removes the need to look for this service at thpoai. The second strategy is to
spend some additional time with guests either @&ckhn or at a later stage, to
orientate them to the resort and to the local afédés should be accompanied by
printed maps and guides that will help guests tese all facilities within the resort

and locality. It should be of particular value ieling Thai guests to feel at home at
their current resort by reinforcing the issue ojuatment, if they were to switch to

another property. However, Australians are not elent on these psychological

termination costs.

These strategies are important because it seentsfdharesorts, most of the

termination costs perceived to be important by tpjesn be created by the level of
benefit that guests will receive when they stathatresort. Consequently, the level of
termination cost perceived by guests is, in a vpagitively related to the successful
application of other strategies presented in tbetisn. This means that the better the

services are at a particular resort, the highetethel of perceived termination costs.
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Theme 4: Special treatment and social benefits

Ensuring faster service (Australian, Thai)

Both Australians and Thais feel that getting fastervice than other guests is an
important acknowledgement of their relationshiphwat resort (see Chapter Seven).
However, the results of the current study show thadtralian guests appear to have
received these kinds of special treatment ben&fgs often than Thai guests (see
Chapter Six). There may be a cultural explanatmntlis, and one of the reasons
could be that Australian guests are either hesitarask for or receive this kind of
benefit, as they perceive that it may cause cdnflith other guests who are also
waiting for the same service (see Chapter Sevenhailand, it is normal practice for
a Thai host to provide a faster check in servica tegular guest by escorting them
from the check in queue to provide prompt and pwabkservice. Such an open
practice may lead Australian guests to feel uncotalide in front of other guests. In
order to make Australians feel more comfortable mwiheceiving such benefits, a
resort operator must provide this service discyediibnsequently, resort operators
might need to have a separate area where regudatgycan go in order to get a faster
service such as a special counter or a privat@sedthis service is not unusual in the
hospitality industry, for example it is normal teve a premier guest check in area at

most casino hotels which is accessed by “highngille

High priority (Australian)
Australian resort guests place emphasis on being qriority list (see Chapter
Seven). To facilitate this requirement, during pe&kiods, a resort operator might

offer a prioritised booking program that allows egular visitor to secure their
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booking. This could also be used throughout therteso that bookings for restaurants

or other resort facilities such as child minding && made available.

Customisation (Australian)

It is very common for resort operators to provigeextensive range of services to
guests. While some resorts offer a pillow menu whguwests can select the type of
pillow they want to use during their stay, otheigmh offer guests a bath menu where
guests can choose the scent of bath oil accordinigeir special preferences (Gelb &
Levine 2005). Australian resort guests are likelybe appreciative of this service,
particularly if a resort operator can remember ghest’s special preferences from
their previous stay (see Chapter Seven). Austaleiil appreciate some customised
benefits that show that the resort understandssapiepared to go out of their way to
ensure they are made to feel welcome. For exanipdeavailability of Australian
beer, vegemite and other familiar products wouldvsisome thought has been put
into making their stay a pleasant one. Moreovels hecessary to ensure that every
member of the contact staff knows the guest’s previpreferences and are able to
provide a customised service. This is most effitygedone through a guest history
database that contains information about the ga@sévious preferences, which are
easily accessed by the service staff who are #irecvolved with providing the
service to the guest (Vallen & Vallen 2005). Howe\e resort operator should also
make it clear to the staff that information abouésts is confidential, and that privacy

must be protected at all times.
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Discounts and special deals (Australian)

In this study, it was found that Australians plawere emphasis on getting discounts
and special deals than their Thai counterparts Cdepter Seven), yet they reported
that they received such benefits less often thaa fdsort guests (see Chapter Six).
One reason for this could be that the Australiaesr@luctant to ask for discounts and
special deals. This highlights the need for resmperators to find a way to
automatically provide discounts and special dealsegular Australian resort guests.
Another way of being discreet in the provision @acdunts and special deals is to
provide vouchers for food, drink or other serviees these could be delivered to the
guest’s room. As a means to reduce resentment iBr @uests special treatment
might include products or services that may notvhkied by the other cultural
groups. However, it should be noted that giving0&b5discount to every guest is
commonly perceived not to be a special offer, dn ts likely to be less appreciated
by special guests (Moseley 1979). Therefore, regspdrators must try to offer a
variety of discounts or special deals that are oty special for each guest, and staff
need to be observant of what offers particular uesght appreciate. This suggests
that discounts will be regarded as especially V& they are tailored to a guest’s
particular circumstances. For example, staff shadfdr a free room upgrade for a
honeymooner, while offering a late check-out foogle attending a conference. This
way the guests are likely to feel that the discewnt special deals given to them are

still special.

Treated as a friend (Thai)

The results of the analysis suggest that Thai$tauplace more emphasis on being

treated as a friend (see Chapter Seven). This ssude resolved through the act of
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genuine hospitality performed by service staff. dhecept of genuine hospitality is far
beyond a service skill as it commonly involves airga attitude and a sense of
generosity that a host has toward their guest ér&000). This means that staff can
be perceived as good hosts when they are ableforpeskilled service, but they will

only be perceived as being hospitable when thewghat genuinely care about their

guests.

When dealing with Thai guests, the staff shouldagi\wry to provide helpful services
and information that make the guests feel thatstiadf genuinely care about their
well-being. Resort staff should keep their eyesnofoe what guests might value or
need, and offer it before they ask for it. For egnstaff might decide to give an
elderly couple a room that is closer to the lifth& employing new staff, a resort
operator needs to look for people, who have a t@mattitude, rather than those who
have good service skills. Moreover, a resort operahould make it clear that staff
should do whatever it takes to satisfy guestsatt, fthey should launch a “can do”
policy where the staff are encouraged to go theaextle in order to fulfil guests’
special needs. To ensure these strategies arenmapled, resort operators need to
recruit employees, that have a positive “can dosgditable attitude, rather than those
that have good technical service skills. Technséélls are important but these can be

learned on the job, whereas attitude and behaitraits are inherent.

Developing a friendship with guests (Thai)
Although friendly service staff can create a merbt@aervice experience for Thai
guests, it is considered inappropriate to seelet@ldp a friendship with Thai guests,

due to the high power distance between guests emets staff (see Chapter Three).
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However, it is important that resort operators eeghat managers have a chance to
interact with Thai guests during their stay, in@rdo develop contact with them.
Managers should take the time to personally welcguests or meet with them
during their stay. One of the strategies in enhanthe development of contact with
guests that has been successfully used by thedrigrl hotel (Phuket, Thailand), is
to invite guests to a weekly executive party whesy have a chance to socialise with

the various managers of the resort.

However, in order for this strategy to be succdssfianagers need to ensure that it is
done in a friendly but polite and humble mannee (&dapter Three). For example,
sarcasm should be avoided as it is often perceagedrossing the line (Reisinger
1997). The art of gift giving during special ocaa®s or sending a courtesy reminder
for a regular guest if a room is booking out durthgir regular time of visit, should

also be exercised as a strategy to keep in touthguests.

Theme 5: Opportunistic behaviours

Alter the facts (Australian)

Results of the study indicate that Australians eeec the level of opportunistic
behaviour that staff engage in (in Thai resortd)dayuite low (see Chapter Six). This
could be because Australians are likely to intdérmech behaviour as a cultural
anomaly or a misunderstanding in communicationerathan an attempt by staff to
take advantage of them. However, they are likelybtrome doubtful of the
trustworthiness and integrity of staff if they expace the same behaviour over and
over again. Since this issue is thought to be wewmyortant for Australians, resort

operators need to avoid any practices, which ctedd guests to believe that their
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staff engage in opportunistic behaviours. There s&eeral practices that are more
likely to be perceived by guests as opportunigtar. example, if it appears that facts
have been altered in relation to the issues of tifyamuality, price, brand name,
product identification, point of origin, merchandg terms, means of preservation,
means of preparation, verbal and visual presemgtiand dietary or nutritional
claims (Perdue, Montgomery, Shock & Stefanelli 1998en guests will likely to

consider that they have been subjected to oppsttafiehaviour.

Break promises (Australian)

It is suggested that in a hospitality context cosrs pay for promises rather than an
actual service. This is due to the intangible rextof a service, where it cannot be
experienced in advance (Levitt 1981). Such promésesperceived from advertising
material, price, star ratings and other methodsooimunication such as discussions
with travel agents. The results of the presentystaibw that intentionally breaking a
promise made to a guest prior to their visit, cameha fatal impact on a relationship
because it reduces the level of trust that guests toward their resort operators. One
situation where guests feel that resort operatgakbpromises made to them is when
the condition of the actual guestroom experiengethb guest, is not as good as they
have seen on a website or brochure. Although a gebdf resort photos on the web
site can increase the chance of attracting nevomess to the resort, guests are likely
to feel that the resort operator engages in oppstia behaviour and ultimately have
less trust towards the resort operator, if thestgshare manipulated or enhanced to
project a distorted or untrue image. Resort opesateeed to ensure that all
promotional materials, whilst presenting the bdsients of the resort, are accurate

in their depiction.
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The section above summarises the important issurethé development of a strong
host-guest relationship (see Chapter Eight). Huo#éian also provides some example
of how resort operators can be more culturally iseas when dealing with tourists

from different cultural backgrounds.

9.6 Limitation and directions for futureresearch

The data used in the present investigation of gasst relationships was collected
from tourists who arrived at Samui Island betweanudry and February 2005.
Although the data collection was conducted acrosange of locations on Samui
Island, which allowed the researcher to cover werigroups of tourists who arrived at
the island during that time, one limitation is thia¢ data collection represents only a
single point in time. One of the problems assodiatéh single point of time data is
that the results of the analysis might not acclyatdlect the opinions of tourists who
arrive at the island during other periods. In gatr, it is noted that the respondents
in this thesis were on Samui during the peak peradl the tourists might have
different perspectives and expectations to those arhive on the island during off-
peak periods where the prices of accommodatiomaeh cheaper. The question is
whether critical attitudes vary significantly beemeguests with different economic
resources, and possibly different backgrounds. fuyre research examining host-
guest relationships might consider either condgctirparallel study in the off-peak
season as a comparison, or alternatively condudingew investigation using a
longitudinal data collection method with the datinlg collected during different
periods of time. This study attempted to contras iksue by using comparison of

sample data against population data (see Chapter Si
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Secondly, this thesis only identifies the differemcbetween tourists from two
nationalities in terms of what they feel is impaitéor the development of host-guest
relationships. This has led to the proposed mofiedlationship development for each
of these national groups. However, it is likelytthize model derived from the data
collected in this thesis may not be totally appiager when developing host-guest
relationships with other nationalities. Each grasigenerally representative of East
and West, however, in order to provide an apprognaarketing strategy for tourists
from other nationalities, future research may neeexplore the determinants of host-
guest relationships for other nationalities, sushNerth Americans or Continental

Europeans and North Asians as opposed to SouthAS&sts.

Thirdly, it is thought that host-guest relationslipvelopment in different types of
service encounters can be significantly differést.a result, the investigation of host-
guest relationship development in a resort conteght successfully explain the
development of host-guest relationships in othedenate-contact service encounters,
but might not be appropriate as a framework foatr@hship development in a high-
contact service encounter. Consequently, futurearet might be needed to explore
the determinants of host-guest relationship aceosmnge of high-contact hospitality
settings such as cafés and family restaurants,endmnvice staff and guests interact

with each other more often.

Nevertheless, a major contribution of this thesishat the proposed modified KMV

model in Chapter Four (Figure 4.9) has proven tarbappropriate framework for the

conduct of relationship marketing studies in a lta#ify resort context.
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Finally, the differences between Australian andiTaaort guests in the development
of host-guest relationships found in the preseatlysthighlight the need to explore
other areas of hospitality practice. Further reseanight need to explore whether or
not operational practices developed in a Westentexb are appropriate in an Eastern

context and vice versa.
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Developing host-guest relationshipsin Thai

tourist resorts

Dear Participant,

My name is Vanida Sophonsiri, | am a Ph.D studehtVatoria University,
Melbourne, Australia. 1 am inviting you to partieie in my research project that
explores the development of host-guest relatiorssimid hai tourist resorts.

Thailand’s economy relies on international touristseconomic growth and success.
The importance of developing the relationship betwéosts and guests within the
Thai tourism industry has been fore grounded bydtheastating Tsunami that recently
rocked the Asian region. | would like to help Thail to rebuild its tourism
destination following recent Tsunami and you calp iy participating in this survey.

The attached questionnaire is designed to studintheence of trust and commitment
in service encounters. The information that youvjg® will help to improve service
by understanding the differences between Thai atetnational resort guests. | seek
your help because you are the only evi® can give me the correct picture of your
holiday experience at this resort. | would be mgsiteful if you would agree to
answer our questions.

Your decision to participate is completely volugtand there will be no negative

consequences if you do not wish to participate. ryamonymous responses will be
kept strictly confidential and only members of tiesearch team will have access to
the information you provide. Thank you very much your time and cooperation, we

greatly appreciate your help in assisting us whik tesearch.

Yours sincerely,

Mrs. Vanida Sophonsiri (Researcher),
School of Hospitality, Tourism and Marketing,
Victoria University, Melbourne, Australia.

Any queries about your participation in this projecay be directed to the researcher (Mrs. Vanida
Sophonsiri: ph. 61-3-9919-5228) or her supervigmsfciate Prof. Barry O’'Mahony: ph. 61-3-9919-
5378). If you have any queries or complaints albioeitway you have been treated, you may contact the
Secretary, University Human Research Ethics Coremitt/ictoria University of Technology, PO Box
14428 MCMC, Melbourne, 8001 (telephone no: 03-94880).



VICTORIA ANEW
UNIVERSITY | Tiovenr

M5 04;

%4

fnﬁi;ﬁNﬂ’ﬂlla’llwuﬁf’)uﬂﬁ”ﬁ’ﬂQmﬁﬂﬁﬂ1§!!ﬁ°’wﬁﬂﬂ’§ﬂ1’§

m %’ae%nﬁaa‘luﬂﬁzmﬁ"lm

4 7
ﬁi’N ﬂl@ﬂ’ﬂlli’]iémiwﬁﬂluﬂﬁﬂii’]ﬂu‘]J‘]Jﬁi’J‘]Jﬂnl
~ 1 P
Feu muRiglmszau

v )

a 4 a aa av 3 o o a a v Aa
f u%@uN’Jiiﬂ!ﬂT Tanufs ﬂﬂulﬂuuﬂﬁﬂﬁ153@‘]J‘]J5fllflﬂli’]ﬂﬂl@ﬂﬁ??ﬂﬂ?ﬁﬂ?ﬂﬂ@ﬁﬂ

9
= o oJ s A

ad
o uaswadsu  Usumeeoainsiae ﬂlﬂl“’uﬂﬂimTﬁﬂVﬂ'mﬂli@ﬂﬂ?iﬁiﬁﬂ??ﬂﬁﬂwu‘ﬁ@u@]

sen g ldusmanaz mummimiﬁaiwaﬂ“lui RGENE qmmﬂ“luﬂ?qdﬁﬁmu‘wmmwmz
4

WSeudisuanunamiuveniniesiionyn Inenazsieeawsdendnin - & Saein v
[ [ 4 =\ Aav I 4 [ A @

Meays  @IIagaegInt)  leskavesnudvsaziiuise Textiegnagalumswaiins

vouneavessumalne i lduasgiuszauaina

anudalasvennueymszinaduiisveshuiisudaniteslunisnsenuuuaeuniy
ms3selunied wazAsuvesusesieyaveshmzgniituiuanuduedudiiqa uSen

A v ¢y 4 A
NTLW@T‘]J?@IWﬂ’JTN@HLﬂiwﬁﬂ’Jﬂﬁ]%LﬂuWi%ﬂ‘mfN

VOLAAIANNUUDND

wssalen Tanuds (§390)
MAI1N3 T35 Msveuied uaz N15aaa

a v Aa ad
UHINGBeIANBIGY uaATAIlSY Useimreodasiae

wmﬁ%mfc?an'i:ﬂ1'51ﬂ‘thﬁmﬁnﬁaumu"lﬂ"lﬁ’ﬁpﬁﬁﬂiﬂﬂma anssaia Tanuds Tn3: 61-3-0688-5249) Hipe 1136
Snuwesdsu (Associate Prof. Barry O'Mahorikns: 61-3-9688-4860) mnildedefeuilszmslaiifiasinidh
swlumiseluadaiiimannsaudd it the Secretary, University Human Research Ethics rGitee,
Victoria University of Technology, PO Box 14428 M@\IMelbourne, 80011¢s: 03-9688 4710).



The questionnaire is divided into two sections. Please read the instructions carefully
before making a response.

Section 1: How do you feel about thisresort? The following are statements about how you feel about
the holiday resort you are NOW staying at.

Section 1.1: From your personal experience of the service at this holiday resort, please tick the box that
most accurately reflects the way the resort staff/management communicate with you.

Options: 1 = Strongly Disagree, 7 = Strongly Agree 1 (2 [3 |4 |5 |6 |7

1. The holiday resort provides information that can be trusted.

2. The holiday resort provides information if service delivery problems occur.

3. The holiday resort fulfils promises to guests.

4. Service staff communicate the attitude that my problems are important to
them.

5. The stafffmanagement and | communicate and express our opinions to each
other frequently.

Section 1.2: From your personal experience of the service at this holiday resort, how do you feel about
the behaviours of the resort staff/manager? Please tick the box that most accurately reflects your opinion
for each statement.

Options: 1 = Strongly Disagree, 7 = Strongly Agree 1 (2 (3 |4 |5 |6 |7

1. The staff can be trusted at all time.

2. The staff have high integrity.

3. Sometimes, the service staff will have to alter the facts slightly in order to get
what they need from the guests.

4.The service staff has sometimes promised to do things without actually doing
them later.

Section 2.3: The following statements are about your feeling toward the holiday resort you are staying
at. Please tick the box that most accurately reflects your opinion for each statement.

Options: 1 = Strongly Disagree, 7 = Strongly Agree 1 (2 [3 |4 |5 |6 |7

1. | am committed to my relationship with this holiday resort.

2. The relationship is important for me to maintain.

3. I wish to retain my relationship with this holiday resort.

4.1 am proud to tell others that | am a regular guest of this holiday resort.

5. I am patient with the staff at this holiday resort if they make a mistake.

Section 1.4: From your personal experience with the current holiday resort, why would you stay at this
resort next time you visit Samui Island? Please tick the box that most accurately reflects your opinion for
each statement.

Options: 1 = Strongly Disagree, 7 = Strongly Agree 1 (2 [3 |4 |5 |6 |7

1. I will lose a friendly and comfortable relationship if | change holiday resorts.

2. In general, it would be a hassle changing holiday resorts.

3. I will waste a lot of time changing holiday resorts.

4. If | change holiday resorts, there is a risk that the new resort/staff won't be as
good.

5. It takes me a great deal of time and effort to get used to a new holiday resort.

6. If | change holiday resort, | will have to spend a lot of time explaining my
needs to the staff.




Section 1.5: The following statements indicate the level of relationship between you and the service
staff at this resort

Options: 1 = Strongly Disagree, 7 = Strongly Agree 1 (2 [3 |4 |5 |6 |7

1. I get the resort’s highest level of service.

2. | get discounts or special deals that most guests don't get.

3. I am placed higher on the priority list.

4. The resort uses information from my prior stay to customize services for me.

5. | get faster service than most guests.

6. The staff here are more likely to treat me as a personal friend.

7. The staff here will pay attention to my specific needs.

8. | have developed a friendship with service staff.

Section 1.6: From your personal experience, please assess the degree to which you believe you receive
the following benefits by ticking the number that most accurately reflects your opinion for each
Statement.

Options: 1 = Strongly Disagree, 7 = Strongly Agree 1 (2 [3 |4 |5 |6 |7

1. I believe there is less risk that something will go wrong.

2. | have more confidence the service will be performed correctly.

3. | have less anxiety when | stay here.

4. | know what to expect when | stay here.

5. The service quality always meets my expectations.

6. The service quality at this resort is worth the money.

Section 1.7: Please think about the sense of loyalty you have toward this holiday resort and the
possibility that you might take the following actions in the future. Please tick the box that most
accurately reflects your opinion for each statement.

Options: 1 = Strongly Disagree, 7 = Strongly Agree 1 (2 [3 |4 |5 |6 |7

1. I would recommend this holiday resort to someone who seeks my advice.

2. I would consider this holiday resort my first choice, if | were going back to
Samui Island.

3. I am a loyal patron of this holiday resort.

4. If | were going to Samui Island next time, | would definitely go back to this
holiday resort.




Section 2: The following questions relate to some demographic details that will greatly assist our
analysis and understanding and we would be grateful if you would also answer these. Once again
the data will be anonymous and confidential. Please tick the box that most accurately reflects your
opinion for each statement.

| Less than 20 years
20 - 25 years
26 - 30 years
31 - 40 years
- 41 - 60 years
-] More than 60 years

Less than $10,000 per yea
$10,000 -$20,000 per year
$20,001 - $30,000 per year :
$30,001 - $40,000 per year o conenf B if youi-are not ailand;
$40,001 - $50,000 per year ffyes! howmany. ... |IMES HaEVe you:been 1o, and
$50,001 - $60,000 per year ROGAgOTOEANs Il

More than $60,000 per year

Thank you very much for your time and your patience
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