SATISFACTION DRIVERS OF BROKERAGE SERVICES IN THAILAND

Dr. Rapeeporn Srijumpa, Ph.D.

Graduate School of Business, Sripatum University

ABSTRACT
Stock brokerage service firms in Thailand have been extensively offering interpersonal services in
efforts to increase efficiencies of customized services. It is important to understand howﬂthnese human

services have influenced customer satisfaction. This article reports results of exploratory research to identify

sources of customer satisfaction and dissatisfaction with interpersonal servroe encounte n "Thal stockbroker-
age firms. The in-depth interview findings support the literature that oustomcrs and sefvice providers deter-
mine sources of customer dis/satisfaction somewhat dlfferently The dnvers of customer satisfaction with
interpersonal service encounters include (1) response “to customer needs and requests, (2) response to

service delivery failures, and (3) employees spontaneously dehght customers. The results also confirmed the

the opposite side of those about satrst ctton

previous results that the drivers of customer dlssatlsfactron with interpersonal service encounters are [argely

CUSTOMER SAT[SFACTION WITH SERVICE
ENCOUNTERS )

(E_ elfes and Leavitt 1992). Customer satrsfactron model
that has been applied since the early 19805 is the
expectancy drsconflrmatron model (eg Oliver 1980).

The drsconftrmatlon"”"f expectatrons model has been

the domtnant one used\by bo6th researchers and practi-

troners‘ ’ﬂccordrng\,to Patterson (2000).

In \recent satisfaction literature, the customer
sattsfact\on concept still frequently follows the discon-
firmation of expectations paradigm (McCollough, Berty,
and Yadav 2000). Customers form expectations then
compare these to the perceived service performance.
Expectations are defined as predictions of future
performance (e.g. Oliver 1980). Thus, the outcome mea-
sured against expectations suggests that services ful-
filling high expectations are predicted to generate greater

satisfaction than services that meet low expectations.

C ;stomer\ satlsfactron has been conceptuahzed

. Ohver (1989) supports that customers compare

ifferentlynbased on a variety of service settlngs\\‘_“""'_performance with their standards, then form confirmation

or disconfirmation perceptions, and then form summary
satisfaction judgments. Thus, in the expectations-discon-
firmation paradigm, a comparison of expectations and
perceptions of performance will result in either confirma-
tion or disconfirmation. Some research, however, found
that only the perceived performance had direct impact.
or that it had a stronger direct affect on customer
satisfaction than the disconfirmation, particularly in the
high-involvement situation (Patterson 1993).

Giese and Cote (2000) reviewed the definitions
of customer satisfaction published during 1969 to 1997
and suggested that some of the definitions have over
lapping components. In particular, customer satisfaction
is the response to either emotional or cognitive cues. it
is the response to a particular focus such as expecta-

tions or perceived product/service performance, which
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occurs at a particular time. The particular time could
be after consumption, after choice, and based on either
accumulative experience or a singular time of interac-
tion between customer and service provider.

Oliver (1989) suggests that customer satisfac-
tion can be classified into five affective prototypes
(e.g.. contentment, pleasure, relief, novelty, and surprise).
Additionally, Stauss and Neuhaus (1997) propose the
qualitative satisfaction model, which takes the emotional.
cognitive, and intentional dimension of the satisfaction
into account. Thus. customer satisfaction includes both
affective (or emotional) and cognitive components and
is evaluated from a summary attribute phenomenon

coexisting with other consumption emotions {Liljander

and Strandvik 1997; Oliver 1993). For instance, Dube_m

and Menon (2000) suggested that emotions are one:cf"\_
" not limited to employee-customer mterac‘uons

the core components of post- purchase satrsfactron

especially with extended service trans‘ctrons’ o

Moreover, it has bee vgued tha’t the’ tradrtlonal
cognitive dlsconﬂrmatron of expectatlons model is in-

adequate m modehng satrsfactron especially in the

drsconﬁrmatron of expectations paradrgm has. lrkely‘\\

underrepresented the emotional aspects of sahsfac”

tion.

Though. previous st : :”on customer satlsfactron

measurement employed expectatlons as a comparison

performance recent hterature tends to downplay the
|mportance of expectation in forming satisfaction
judgment. Therefore, this exploratory research employed
the perceived performarice to evaluate customer
satisfaction. Therefore, this research defines customer
satisfaction as customers’ positive response to the
perceived service performances during the interaction
with service providers. The definition of customer satis-
faction is based on three components, 1) a positive

response pertaining to 2) a particular focus determined

at 3) a particular time, following guidelines of a context
-specific definition of customer satisfaction proposed
by Giese and Cote (2000). The particular responses
include both cognitive and affective components as
seen in service encounter satisfaction drivers.

As the discussion above suggests, the concept
of customer satisfaction needs to be further explored,
since the exact concept is still an issue under debate.

Besides debate about the concept of customer

satisfaction at the overall Ieve ) ustomer satrsfactron

with the service encounte} 0 under discussion.

However, thrs studyf‘\\e rncs service encounter satis-

r{"prov1ders The partlcular times that are of lnterest are

‘the imes of service encounter, but thrs nteraction rs

\«

Generally, service encounters often consrst of
€ bert “and Roslow 1998).

several attributes (Nrchoi
This study® ai\""“ ’

customer’ satr sfaction- and dissatisfaction at the service

. gain, ore understanding of

\encounter / rnteractron level, thus, the customer

’ satrsfactlon measurement is focused on service

encounter dis/satisfaction derived from customer

dis/satistaction drivers.

CUSTOMER SATISFACTION WITH
INTERPERSONAL SERVICE ENCOUNTERS
Previous research on services shows differences
in how consumers expetience satisfaction or dissatis-
faction depending on the service performances and the
nature of service encounters. The drivers of customer
dis/satisfaction with interpersonal service encounters
have been identified in detail through critical-incident
technique, CIT, (Bitner. Booms, and Tetreault 1990;
Bitner. Booms, and Mohr 1994). CIT is a qualitative
methodology which has proven useful in providing more
understanding of the nature of the dis/satisfaction

phenomenon. With CIT, respondents are not asked to
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identify the cause of their dis/satisfaction directly, but
rather to describe a specific incident in as much detail
as possible. Analysis of such responses allows the
researcher to develop a schema for categorizing the
elements of dis/satisfaction drivers (Bitner, Booms, and
Mohr 1994).

Interpersonal service encounters. the interaction
of customers and employees of service provider firms,
influence customer satisfaction substantially. Bitner,
Booms. and Tetreault (1990) found several key catego-
ries of customer satisfaction with interpersonal service
encounters: (1) employee response to service delivery

failures. (2) employee response to customer needs and

requests, and (3) unprompted and unsolicited employee",-;fdsf"“
actions. These service encounter satisfaction dnvers were e

originally uncovered from the customers’ vnewpomt in '

the western contexts of hotels, restaurant' y and alrllnes'

They are described as follows..

Employee response to servrce dellvery
system fallures ’

Cu‘ tf mer satlsfactlon with interpersonal servrce

.,\

ncOunter is driven by employee responsnveness tO\ h

$ ,rwce' failures. The examples of servnce fallures are

unavallable service, unreasonably slow seerce and other
core service failures (Smlth Bolton and Wagner 1999).
Thus, when serVIcef dellvery system failures occur,
contact employeesx should acknowledge the failures,
apologlze when apprOpnate explaln what happened,
sa’nslactlon (B\tner Booms, and Tetreault 1990). This is
called service recovery, which consists of actions that
service providers take in response to service failures
(Grénroos 1988). Both academics and practitioners have
come to the recognition that there is a need to respond

to service failure.

Employee response to customer needs and requests

The ability and willingness of a contact employee
to respond to special needs and special requests, 10
deal with admitted customer error, and to handle with
some customers who are potentially disruptive to
others, all affect customer satisfaction with interper-
sonal service encounters (Bitner, Booms, and Tetreault
1990; Bitner, Booms, and Mohr 1994) Examples of
special needs in the serwces they mvestrgated are

special language. specral«'chalrs,or chlldren and special

a y_:oystomers demand these

ut $ome customer preferences are

: beyond the scope of firm norms. However, the contact

employee must show an interest in helping the customer

'~~_ln order to keep customers satisfied.

elements of a servxce encounter if the service employee

» "pays spemal attentlon to the customer without having
"gbeen requested (Bitner, Booms, and Tetreault 1990:
'thner Booms, and Mohr 1994). One example of atten-

tlon paid to customers is provision of more intelligence

information to stock trader customers. Some truly out-
of-the-ordinary employee behavior. such as unrequested
acknowledgement of an occasion with a special gift.
also affects customer satisfaction. Other employee
behaviors in the context of cultural norms also influence
customer satisfaction.

Research has found similar views on causes
of customer satisfaction with interpersonal service
encounters even from the employees’ viewpoint (Bitner,
Booms, and Mohr 1994; Gremier, Bitner, and Evans 1994).
However, employees also identified the customer’s own
misbehavior (e.g.. drunkenness, verbal and physical
abuse, breaking laws or company policies, and unco-
operative customers) as a source of dissatisfaction.

Generally, though, service providers seem to agree with
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customers on the kinds of things, which satisfy cus-
tomers. )

Empirically, service encounter dis/satisfaction is
not exactly a bipolar concept, with positive and negative
sides of the scale. Customers perceive that interper-
sonal service encounter dissatisfaction drivers are
somewhat different from satisfaction drivers. particu-
larly indetails. Thus, even though the terminology for
dissatisfaction drivers often sounds like the opposite of
the satisfaction drivers, conceptually, customers seem
to perceive satisfaction and dissatisfaction separately.

Therefore, in the following sections, sources of
dissatisfaction with interpersonal service encounters are

discussed. Although from the employees viewpoint, the

customer's own misbehavior may sometimes cause_. §

customer dissatisfaction with mterpersonal servrce

encounters (Bltner Booms, and Mohr 1994).\customers

Smlth Bolton, and Wagner (1 999) suggeated\thatw

customers were even more dlssa’nsﬂed after mattentlve

service or unreasonably slow éer\uce than after unavai-

lable service: Tbue whe se' ‘_‘lce dehvery system failures

occur and employees o not respond immediately, this

lack of attenhon by contact employees causes greater
customer dlssatlsfactlon with interpersonal service
encounters, and finally can even result in customer
switching behaviors (Keaveney 1995). Even if employees
respond to service failures and made corrections, but
do so with obvious reluctance, customers are still
dissatisfied with interpersonal services. In other words,
reluctant responses, failure to respond, and patently
negative responses of contact employees drive customer

dissatisfaction with interpersonal service encounters.

Do Not Respond to Customer Needs and Requests

Some customer requests are in violation of firm
policies, thus some contact employees do not respond
in helping the customer. However, this non-response
causes strong dissatisfaction, since customers usually

made the request because they need something (Bitner.

Booms, and Tetreault 1990). Whatever the reason for

inadequate response of contact employees to special

eeds and requests is.a. (sugmﬁcant driver of customer

stomers often switched

employees were \Imp(DIITe

servnce prowders Sueh ‘extraordinary employee behavior

mlght étrongly dlssatlsfy the customer in interpersonal

eervrce encounters

RESEARCH METHODOLOGY

This research was designed to investigate sources
of customer satisfaction in a Asian context where res-
pondents have accessed service through interpersonal
service encounters for years. Retail stock trading firms
in Thailand were selected as the context for the research.

Most of the interpersonal service encounter drivers
were generated and have been applied, sometimes
extensively, in the Western context (e.g., the USA and
European countries). However, little research has been
conducted in an Asian context. Thus, this research con-
ducted in-depth interview to explore how the existing
drivers were the same as from the perspective of Thai
retail stock trading customers’ perceptions. The in-depth

interviews with both customers (retail stock traders)
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‘an area, which has not received extensive research,

‘ wrote up a complete interview report lmmedlately after

and service providers (marketing officers / brokers) was
conducted to understand and identify the service

encounter dis/satisfaction drivers.

Research Methodology

The qualitative research was conducted to
identify interpersonal service encounters of brokerage
services inThailand. Such qualitative approaches are
very appropriate, even necessary, in the beginning
stages of developing knowledge about unfamiliar
situations (Kirk and Miller 1986; Spiggle 1994). Certainly.

research on dis/satisfaction with service encounters is

and the concepts are not well developed or extensivel

tested in Thai context. Therefore, in-depth rntervrewrng__

seemed to be more appropriate in this case
Interviewing of the two respondent bases brokers

and customers - was parallel not onsecutlve The in-

depth interviews toe_"j\iabout fo"“r months from January

to February 200-1 The mtervrews ‘were conducted in the

Thai language Wlth only one Interviewer in order to.

“;the interview. The main reason. for not recordlng is that

most Thai are not comtortable glvmg their opinions if

their words will be e rded Analysrs was continuous

throughout the:ntemew process in order to follow up

on emergent ldeas and to organize insights and incorpo-
rate them rnto further interviews. The in-depth interviews
followed a guide covering the sources of customer dis/
satisfaction known from the literature. In most of the
interview, specific categories from the literature were not
mentioned, so that responses about dis/satisfaction came
from the respondent, not the interviewer. Through probing.
the categories, which had not been mentioned later in
the interview were brought in to see if respondents
recognized them as independent elements. Retail stock

traders were also interviewed following the aforemen-

tioned approach, with twenty interviews conducted
either face to face or by telephone as described in the

following sections.

In-depth interviews with service providers

The interviews were conducted with ten marketing
officers who have direct contact with customers in the
eight stock brokerage firms in Thailand, which concur-
rently provided both offline and o i‘ine trading at the

time the qualltatlve research was conducted After

initial rnformal c Versatron about general issues and

the respondents pr; ile and experience, the interview

rwew guide covering the sources of

followed

custorner dig/satisfaction when customer traded through

the marketlng officer. In the last part of each lnterwew

the respondents were asked to aclassfy eources of

customer dis/satisfaction wrth serv e‘\encounters into

rature The in- depth

the dimensions |dent|f1ed ln the

hours or lmmedlately after office hours in the late
afternoon The interviews with the ten marketing officers

took \,bOut two months and each in-depth interview

/,.»-lasted between two to three hours.

In-depth interviews with typical customers

Retail stock traders (the customers) were the main
target group of this research. The in-depth interviews
with retail stock traders were also conducted following
the aforementioned approach. However, ten of the
in-depth interviews were conducted face to face, and
another ten were telephone interviews. Although in-depth
interviews are best conducted face to face, in some
situations telephone interviewing can be successful
(Lofland and Lofland 1995). The main reasen to employ
telephone interviews \;vas that many typical retail stock
traders do not come in to trade on the trading floor or
directly with the broker, but rather conduct business
over the phone. Therefore, the face to face in-depth

interviews were conducted with retail stock traders who
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typically stay and trade in the trading rooms, whereas
telephone in-depth interviews were conducted with
retail stock traders who usually trade via telephone
from their remote locations.

The face to face interviews aimed at getting ten
customers. During the interviewing times stock traders
were interested in talking about trading since the stock
market was not busy. These face to face interviews
lasted one to two hours. While face to face interviews
were conducted with convenience samples at trading
floors without advance appointment, the telephone
in-depth interviews required introductions, sometimes
by brokers, sometimes by other retail traders. Appoint-
ments were made for the call, thus, most of those

approached were willing to be interviewed. Tne

interview length ranged from 45 to 90 minutes, slightiy:

shorter, on average, than the face to face ones 5

The respondents’ age: S ranged}from 30 to 58

years, and the gender sp!r ‘ ‘as approxrmately even.

Occupations were q ¢ “}from housewives to

professors from"“nvestors to speculators and even from

nonprofesstonal -aders to very sophisticated investors.

Howe\ve‘ mo
ddle class. The respondents; who trade

st respondents were members of the mrddle

to uppe
trading room usually execute orders every day however

the size of a trade is usuaHy less than 500 OOO Baht.

1'/

The respondents who trade remotely execute orders
less frequently but the trade size is usually 500,000 to
1 mllhon Baht fon p__hone trades

Prevrous research noted differences in how ser-
vice suppllers and customers viewed sources of customer
dis/satisfaction. The in-depth interviews with 10 service
providers and 10 customers in stock brokerage services
found that their views on the sources of customer dis/
satisfaction in interpersonal service encounters were

slightly different from the two perspectives.

it a

RESULTS OF IN-DEPTH INTERVIEWS
Results of in-depth interviews indicate that the
stockbrokers or marketing officers seem to understand
their customers fairly well, at least in terms of knowing
what makes them dis/satisfied, as can be seen in the
following discussion. The exploratory interview findings
support the literature that there are three main sources

of customer dis/satisfaction with interpersonal service

encounters as described below.

i . ; J,,.,v»".\ S b \,‘»::_\ .
Satisfaction with mqrgaeﬁng officer service

encounters ..

Although servrce prowders and customers

percelve ! specrfrcs ofthe drivers of customer dis/satis-

. factlon wsth an interpersonal service encounter shghtly

‘«drfferently. results showed three main sources ot customer

" satisfaction. consistent with the llterature

Response to custome‘ ,\needs and requests

be" satrsfred ,\w|th berng mstantly and continuously

| “lnformed of relevant and useful information (e.g., inside

‘“ or rntelhgent information). Traders, though, do not neces-

sarlly see provision of all information as an advantage:
they want screening. They want their marketing officers
to understand their needs and provide services on
request. Typical requests are specific stock quotations
and continuous reports only of requested information.
Traders also need reasonable comments and advice
for decision-making. They are highly satisfied with this
careful tailoring of information to fit their needs, and
with help in evaluating the information, not with simply
receiving masses of information.

Both sets of respondents perceived speed and
accuracy in providing the information and executing
trades as important to customer satisfaction. Marketing
officers had somewhat different ideas about speed, be-
lieving that traders would be satisfied with confirmation

at the end of day. Traders wanted instant confirmation
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at the requested price. Both felt that traders would be
satisfied when marketing officers took responsibility for

small customer mistakes.

Response to service delivery system failures
Service delivery system failures were not top of
mind issues, but came up with probing. Customers said
that they would be more satisfied if their marketing
officers apologized and compromised when the
company's back office provided slow or poor service.
Marketing officers also perceived that customers

preferred this.

Employees spontaneously delight customers

Although the marketing officers percelved that iy

heckmg and informing about inside mformatlon or:

service spontaneously dellghted them As in the literature,

customers would be. delrghted if contact employees

‘Marketing officers percelved that therr customers

would be satisfied when prov:ded wrth extra services.
This might molude vrs&mg a cempany that they had
teachmg Ihe customer how to trade via the internet,
and e\ien sendlng a birthday card. Traders did not
necessanly always want these things, but sometimes
would be delighted if their marketing officers showed
respect. One stock trader would remain satisfied with
his marketing officer’s service as long as the marketing
officer provides service with friendship.

But both agreed that spontaneous delight could
come from certain privileges such as a hot line number,

VIP room for trading, and extra discounts within market

rules.

Dissatisfaction with marketing officer service
encounters

The satisfaction literature does not provide a clear
conceptualization of dissatisfaction. However, customer
dissatisfaction with interpersonal service encounters is
often essentially the opposite side of satisfaction in the
literature. The interviews results generally supported
this, with sources of dissatisfaction _.falling into three

categories.

Lack of response 16~ ’ustomer needs and requests

Traders were

atlsfled if their marketing

not mrmedrately respond to requests, or

l’f‘put‘ vhemv on* Hold ‘o answer another line. Marketing
v'offlcers percewed things similarly, that traders would

-\_:“,;be drssatlsfred if telephone lines . were alway ; busy

Traders also disliked personal servroes A hlch~were ;not

appllcable to their needs. They§ lred thelr marketmg

that some marketmg offlcers dld not provide reason-

-able. advrse for good decisions since the marketing
":\off ers handle too many clients. Failure to provide

. relevant information quickly and continuously could be

a source of dissatisfaction, but. as noted, information

overload also caused dissatisfaction. Essentially, traders
expected brokers to respond to customer trading
interests and styles and screen information, and were
unhappy if information was not customized this way.
Low skills levels of marketing officers also caused
substantial dissatisfaction. such as when analysis was
careless. or lacked professionalism. such as enticing
customers to trade for no other purpose than to gain
commissions. Customers were dissatisfied if their
marketing officers did not pay attention closely enough
to prevent customer mistakes. Slow and / or inaccurate
execution of trades and dishonesty were critical drivers
of customer dissatisfaction. Both customers and
traders recognized failure to confirm an order or to

inform customers of the benefits of holding a particular
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stock as serious problems. Miscommunication and
human error could also cause customers to perceive
that marketing officers were not responding to their
needs and requests. Finally, simply the lack of direct

contact could cause dissatisfaction.

No response to service delivery system failures
Some respondents revealed that they were dis-
satisfied when their marketing officers did not report
company mistakes to them. This caused them to switch
to other brokerage firms. Furthermore. both traders and
brokers said that customers were dissatisfied when
marketing officers took no action to speed up slow

back office services.

Employees spontaneously disappoint customerévf

Some drsappomtung elements were the opposrte

certain privileges (hot hne’" umber ?VIP room for tradmg)
/

Unprofessional or unfrrendly manners or voice also

direct quarrels with customers

CONCLUSIONS AND FUTURE RESEARCH

The drivere of ,«customer satisfaction with inter-
personal servrce e'ncounters found in this study are
mostly consrstent with previous results. They include
(1) response to customer needs and requests, (2)
response to service delivery failures, and (3) employees
spontaneously delight customers. The qualitative
results also generally supported the previous results
that the topics of customer dissatisfaction with inter-
personal service encounters are largely the opposite
side of those about satisfaction. Thus, sources of dis-

satisfaction with interpersonal services fall into three

categories which are the failure of customer satisfac-
tion drivers with human interaction services.

Although, customers in western cultures expres-
sed their sources of interpersonal service encounter
satisfaction and dissatisfaction clearly, they might prefer
to serve themselves through technology. The main reason
is their cultures may not contain as much of human
orientation {Hofstede's feminine side of the masculine-

feminine cultural dimension), and may be more indivi-

dualistic, so that customers. a\r' : ore used to doing

things on their own. HG)WeV ‘tomers in developing
countries have been fam _ar with human services for a

Iong tlme Further the are not comfortable providing

: ervrces th \'rnselves smce they are used to a very high

{ .level of human services. For instance, Thar customers

\ar very human relationship oriented. ,T erefore many

companies in developing countrres 'partrcularl", in

Thaitand should still compete on the ba5|s of provrdlng

high human service Ievels since customers are human

oriented. Cusieme“ strll want employees to serve their
needs and requests even in the digital economy era.

werefore satlsfactlon drivers of human services

in stock brokerage services, particularly in Thailand,

prowde a valuable awereness to service firms. How-
ever, the nature of in-depth interviews had limited
generalizibility of the results. Hence, future research
gither qualitative or quantitative are needed.

Although customer satisfaction has been studied
under the auspices of service marketing, it is apparent
that customer satisfaction, particularly with service
encounters, means different things ta different peaple
across a variety of services. Further research on customer
satisfaction with service encounters should extend to
other financial services contexts such as insurance and

banking services, other high involvement services, and

_to other developing countries to assure the generaliza-

bility of the findings. Future research might focus on other
low involvement service also, the context of business-

to-business to investigate institutional customers.
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