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DISATISFACTION OF SELF-SERVICE TECHNOLOGY AND
PERSONAL SERVICE IN THE SECURITY FIRMS IN THAILAND

Rapeeporn Srijumpa

Graduate School, Sripatum University

er\/\ce encounter is technology-based self- servnce or.f terpersonal Sources of dissatisfaction with SST

AN ara worse than the personal service alternaﬂve where Jack of human interaction is an important part of
v nd process fallure On the other hand, customer dissatisfaction

drivers with human servrce are mosty oonS|stent with previous results in the Western context including
(1) no response 1o. customer neéds and requests. (2) lack of response to service delivery failures, and

3 employee"‘7spéntaneously disappointing customers. Furthermore, the proposition of technology

prone and human ariented are discussed.
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INTRODUCTION

In recent years, many services have been
progressively moving toward technology-based self-
services, in which the service encounter takes place
mainly in the digital world.
implement technology to standardize services by
dropping the personal interaction between employees
and customers (Bitner, et al., 2000; Quinn, 1996). In
service industries, customer experience depends
strongly on the service encounter, which can
significantly affect the level of overall satisfaction.
Understanding customer perceptions of the service

interaction is critical to building customer satrsfactron

Dissatisfaction. on the other hand, can result in negatlve\
“:,,'servmes without having carefully stud'

word-of-mouth. or customer dleloyalty (Blodgett et

.. 1995). Caring a dlssatlsﬂed,.cus 1er P
e nega 8 feellng of the

is useful for resolvin

customer. Servrce f|rms are able to seek sources of

customer dlesaﬂsfactlon and learn from their

complamte to ]

herefore customer complaints are vrtal for

succe ful service recovery (Blodgett: etalk: 1995 ’Tax.,/,x

et al., 1998). However, only forty per cent of. drseatrsﬁed
customers in the western context exprees therr feelings
to the service provrq\er g(Heslge’g‘tﬂet\aiﬁ. 1997).

o
o

~ “Prior research has focused mainly on
interpereonal service encounters. although some
researchers are starting to investigate technology-based
self-service encounters, given that many service firms
are now implementing SST (Bitner, et al., 2000:
Dabholkar. 1996; Lee and Allaway, .2002: Meuter et
al., 2000).
more SST in the service interaction between the

The future trend is likely to be toward

Many service firms

"revent similar service failures in the
‘*ln the stockbrokenng service.

company and customers, thus. it is important to
understand customer perceptions of SST interactions.
SST options may lead to decline in perceptions of
service satisfaction and long-term loyalty among
customers (Ines and Hansen, 2001). Thus, service
providers should be able to identify dissatisfaction
drivers and to rectify their service delivery failures
occurring with SST encounters. Moreover Cisco

System'’s customers can even lndependent!y resolve

common networking prob!ems (Meuter ‘et al. 2000).

.:;-mobrie phones hopmg to gain competitive advantage

I\ronetheless these firms are offering technology baeed
i at /\the

true outcomes are when CLks’ron"

technology-based servroes (Parasuraman 2000:
Thornton and’ Whrte ’>OO1) Therefore it is critical to

know more about customer perceptions with such

“"'encounters rn the ﬂnancnal services industry. particularly

This study aims to
rnvestlgate the core determinants of service encounter
dissatisfaction, from both the customers’ perspective

and from the service providers' perspective.

Comparing how customers and service
suppliers view things can indicate how well the service
providers know their market or should be careful to
research it as they make decisions about structuring
the service encounter. This study also presents the
similarity and difference in sources of customer
dissatisfaction with the two modes of service
encounter, SST and full human services, called personal
service encounter. If they are somewhat different,
companies may not be able to manage customer

dissatisfaction exactly the same way in service
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encounters that use a technology interface.
context of this study is stockbrokerage services in
Thailand. Thailand is representative of developing
Asian countries where stock markets have been
developing rapidly since the financial crisis of 1997.
Stockbrokerage firms in Thailand have rapidly
employed technology-based services, but concurrently
still rely heavily on personal services to satisfy their

customers.

SERVICE ENCOUNTER
DIS/ SATISFACTION

Customer satisfaction is the“cuétc)mer‘s sense

that consumptlon provndes outcomee agamst a

Customer satlsldctlon evaluatlon processes are

- 5
O Y

sometl_mes more Complex than expectancy.‘,»-\
7 “Mlck 1999).

_percelved attributes from the prospects is to identify

satlsfactlon varies W|th serwoe ‘oomplexny

stakeholding, and experlence ln addmon some

observers pomt out that satlsfactlon is a dynamic

tlslactlon mlght be percelved as either an aggregated

lmpreSSIOn of a number of events (Oliver, 1997) or a

srngular occurrence during a service encounter (Ruyter
& Bloemer, 1999).

The exact definition of service encounter
satisfaction is still under discussion. This research
follows one common way, and defines service
encounter satisfaction as customers’ positive emotions

(e.g. pleasure, pleasantly surprised, delighted, and

The -

excited) resulting from their perceptions toward service
performances during their direct interaction with
service providers. Thus, customer satisfaction is a
response pertaining to a particular focus determined
at a particular time, following the guidelines of a
context-relevant definition proposed by Giese and
Cote (2000). The time we are particularly interested
in is the service encounter, Wthh lS not limited to

employee-customer mteractlons but can occur with

or without the elemerlt ol’h man lnteractlon (Shostack.
1985, Bitner et el '1'990)

> ‘.»

The ser\ilce literature has focused heavily on

'attnbutes with which customers have substantlal prior

\"experlence and therefore have well (ormed

expectations. However, prlor experlence and Well—

developed expectations; ale not always present

Moreover it is useful to explore sources of customer
tic (_ lssatlsfactlon (dis/satisfaction) from
new customers or even prospective ones (Fournier &

The main reascn for including the

" more broadly sources of customer dis/satisfaction with

service encounters.

Thus, service encounter dissatisfaction in this
study was defined as customers’ negative emotions
(e.g.. displeasure. unpleasantly surprised, unhappy.
and bored) resulting from their perceptions toward
service performances during their direct interaction
with service providers, with or without the element of

human interaction.
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SOURCES OF SERVICE
ENCOUNTERS DIS/SATISFACTION

Most service researchers believe there are
differences in how consumers experience dis/
satisfaction depending on the nature of the service
encounter. Specifically, technology-based service
encounters do not contain the element of human
interaction. so satisfaction is likely to form somewhat
differently than in an interpersonal service encounter.
Much researches use critical-incident technique (CIT),
in which respondents are not asked to identify the
causes of their dis/satisfaction, but rather to describe

a specific incident in as much detail as possible

(Chen, 2005). Analysis of responses allows the

researcher to develop a schema for categdri ing

elements of dis/satisfaction (Bitnér,
Bitner et al., 1994).

Sources
global busmess

S8T is technology |nterface; ’hat customers

can use to serve themselves |thout personal service

from serwoe prowders For examp'le in stockbrokermg
mdusiry many companres provide on-line services,
rncludlng stock tradmg Customers can buy or sell
stock via the company web site without any
interpersonal contact with employees. Bitner, et al.
(2000) recently explored examples of how technology
can effectively improve customer satisfaction through
satisfaction drivers (e.g.. customization and flexibility,
service recovery, and spontaneous delight). Recent
research using CIT has found that SST has both positive

and negative impacts on satisfaction. Sources of

\lf customers need access to basic serwoes outsrde

‘banklng hours.

satisfaction with SST include solved intensified need,
better than the alternative, and did its job. However,
SST may also cause dissatisfaction through technology
failure, process failure, poor design, and customer-
driven failure (Meuter. et al.. 2000).

Solve intensified need : Meuter. et al.
(2000) defines intensified need as “situaﬁons where
external environmental factors add a sense of urgency

to the transaction”. SSTf"'are able to solve the

immediate problem that ¢ stomers face and provide
servrce to satrsfy mtensf \‘d need For example. ATMs

provrde servrce for Ionger\ iours of operation and wider

avallabmty than traditional teller service. which is useful

Better than t’he \"‘a

technology- basod servrce encounter may be perceived

Iternatlve A

as a- better chorce than an interpersonal service

“easy to use”,

» "n, torms of “saved time”,

LIS

when l want saved money”, “where | want”, and

av01d service personnel” (Meuter. et al.. 2000). Some

customers are satisfied with a SST because it allows

the actual transaction to be performed more quickly,
more easily, or more cheaply than the interpersonal
alternative. However. only a few respondents
perceived not having to interact with service personnel
as an advantage, or that the SST could provide the
service more effectively than an employee could.
Thus, Bitner, et al. (2000) suggest that it is a dangerous
strategy to force customers to use technology in the

service encounter without other viable options.
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Did its job
customers simply by doing exactly what it is intended
to do.

capabilities of SST. For example, some on-line bank

: an SST can also satisfy

Some customers are fascinated with the

customers are satisfied when they can check their
bank account balance via the internet, simply because
the SST only did what it was supposed to do (Meuter.
et al. 2000). Bitner. et al. (2000) have noted that not
all customers would necessarily be enthused about
the increasing role of technology in service encounters,
so this fascination with technology is not likely to
satisfy all customers. Further, once the technology is
standard and everyone is used to it. the fact that’

works may no longer provide any special satlsfactlo

as, for example, with banking ATMs.

key drivers of

follows:

delivery when the Customer 1s mteractl 19 “With the
technology. For example an on lme customer may

not able to conduct a transactlon when the system

refuses.to, Iog on -

. Process failure : Failure in the process
aff'e;.r the customer — technology interaction was
occurred is defined as “process failure™. For example,
an on-line banking customer might pay his/her bill
on-line. However. process failure results in the
customer not being credited with payment. This
process failure causes substantial dissatisfacﬁon since

customers do not know about the failures until notified

well.

echnology failure : Contrary to “did its - "

otk as intended. This failure-is a. maﬁunctlon of

that they have not done something which they have

actually done.

Poor design : “Technology Design Problem”
and “Service Design Problem™ are two components
of "Poor Design”. Although the SST may function as
designed. it performs in such a way that customers
are dissatisfied with the serVIce encounter For

he amount which an

dlssatlsfacnon even though the ATM works perfectly

1 ““Customer-driven failure : Some
ustomers accept that the failure eometrmes\ occurs
because of their own actions.. For example\ ATM

users may realize that entermg the password mcorrectly

might have corltrlbutedf-t d

service ‘ericounter.

" We examine these sources of dis/satisfaction

1ob’ fallure occurs when the technology does not"-~--=“’v/vi§th""s'{ockbrokerage service encounters in Thailand.

’The implementation of Internet stock trading is taking

place in a somewhat different environment than in
the West.

interpersonal relationships in business. In Thailand,

Asian cultures place high value on

this Asian focus on human relationships is very
prominent; the country is very “femining” on Hofstede’

s masculine — feminine dimension

(Hofstede, 1997). indicating very strong
orientation toward relationships. Komin {1990) shows
that that interpersonal relationships are a fundamental
element of Thai society and culture. Even in the
West, some observers doubt that technology can fully
replace such relationships in some high level financial

services (Howcroft and Durkin. 2000).
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Sources of dis/ satisfaction ‘with
full human services

Bitner et al. (1990) found the following sources
of customer dis/satisfaction with human service
encounters: (1) employee response to customer needs
and requests, (2) employee response to service delivery
failures, and (3) unprompted and unsolicited employee
actions. These sources were originally uncovered
from the customers’ viewpoint in three contexts. hotels,
restaurants, and airlines. Later research found similar
views on causes of customer dis/satisfaction even
1994;

However, employees also

from the employees’ viewpoint (Bitner et al,

Gremler, et al., 1994).

identified the customer’s own misbehavior as a sour‘ce\ kY

of dissatisfaction (e.g.. drunkenness ve bal and
physical abuse, breakmg laws or company pollmes

and uncooperative custar

Emp‘l‘oy’ee response to customer

needs and requests The ability and willingness

conlact employee to respond to “spemal needs

customer error”, and how they handle potentlally

disruptive others™ all affect customer\satlsfdctlon with

™, }
o f o

interpersonal servnce enc untels (Bltner et al. 1990
Bitner., 1994) When\ B \,\h\lssues are handled well,

customers are satlsﬂed while they are dissatisfied if

the needs or requests are not dealt with. Smith, et

al. (1999) suggested that customers become even
more dissatisfied with inattentive or unreasonably slow
response than when the service element is simply

not available.

Employee response to service
delivery system failures : Customer satisfaction

is also driven by employee responsiveness to service

IS

failurés (e.g. unavailable service, unreasonably slow
service. and other core service failures). Of course,
customers are more satisfied with error-free service
than with recovery after error (McCollough et al., 2000),
but high performance recovery can still contribute
substantially to satisfaction. When problems occur,
contact employees should acknowledge the failures.
apologize when appropriate, explaln what happened

and offer to compensate in ord/ert crease customer

\

found that oustomers prefer to reoelve a service

recovery that malchei”f the type of failure they

qnltude of the failure (Smith, et al 1999

““serV|ce failures is one critical factor lnfluencmg;

customer satisfaction (Keave_nney l99o “Srnith &

Bohon,l998l

Employees spontaneously delight/

‘f{:dlsappomt ‘customers : Customers are greatly

satlsfled with unexpected elements of a service
enoounter if the service employee pays special
attention to them without having been requested
(Bitner et al., 1990; Bitner. et al.. 1994).

extraordinary employee behavior such as yelling might

In contrast,

dissatisfy the customer in a service encounter.

RESEARCH METHODS

There is disagreement about the best
research approach for identifying sources of customer
dis/satisfaction with service encounters. We noted
that the CIT approach has frequently been used, as
in Bitner, et al. (1990) and Bitner, et al.. (1994).
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However. Chandon, et al. (1997) argue that the
dimensions of service encounters should be measured
by questionnaires, because CIT uses data heavily based
on customers’ memories and judgment about critical
incidents. which are relatively scarce in most services.
Thus, they believe that CIT does not give cues to
assess ordinary encounters. We take their point, but

not their quantitative approach, in this research.

in our view. CIT is essentially a qualitative
exploratory approach (Marshall & Rossman, 1989).

Qualitative approaches are very appropriate, even

necessary. in the beginning stages of developing

knowledge about unfamiliar situations (Kirk & Miller,
1986: Spiggle, 1994). Certainly, study of dls/satlsfacuon

with service encounters is an area Wthh has not”'i)

received extensive research and the concepts are

partlcularlyxtrue In contexts such as use of the

lnteme\‘" or okerage services, the SST is so new

most no research is available on dls/satlsfactlon

Depth of understandlng @ espemally Crmcal
in looking at Concepts |n dn‘ferent cultures even if
there has already been some prehmlnary work about
an lssue Ueltech\' and Krampf (2001) demonstrate
that percept!ons of servnce quality and satisfaction
Wlth servrce dehvery may differ across cuftures. Many
Cross- cultural researchers recommend confirmation of
“universal” concepts (and measures) before using them
in new cultural contexts (Malhotra et al 1996). This
requires gaining an in-depth understanding of how
the specific cufture views such concepts. Such in-
depth understanding of a concept. according to
Malhotra et al (1996), must come from qualitative

research methods.

We chose in-depth interviews in looking at
dis/satisfaction with the service encounter in stock
trading. Thai culture is quite used to verbal expression.
but respondents would not be familiar with extensive
expression of their service experiences in critical
incidents, particularly by writing as is often used in
CIT. Further, it takes some skill at probing to explore
dissatisfaction, as Thais do not im(nedjaiely like to
express negative feehngs T"ﬁ‘erefor\ez»in-depth
interviewing seemed more appropnate 1o investigate

'dnls/satlsfacnon with service

sources of custom '_

encounters &t stockbrokefage firms in Thailand.

' We conducted in-depth interviews separately

(‘-wrt ‘marketing officers of stockbrokerage furms and

‘w1th customers (retail stock traderﬂs) The mterwews

were conducted in Thai, and»’th" tervtewer took

detailed notes dunng the’ mtorvnew and wrote up a

complete \l’n erv" vreporti lmmedlately after the

lntemew AnalySts was continuous throughout the

xnterwow pror:ess in order to follow up on emergent

~ideaxs and to organize |n5|ghts and lncorporate them

informants (and with the literature) was employed 10
elevate the trustworthiness of the findings (Fournier
and Mick 1999).

Respondent ages ranged from 25 to 62 years.
and the gender split was approximately even.
Occupations of customers were quite varted, from
housewives to professors, and from nonprofessional
traders to very sophisticated investors. Most
respondents were in the middle to upper-middle
income class. The respondents who trade at a trading
room usually execute orders everyday. however, the
size is usually less than 500,000 Baht (about US$

12,800 at a rate of Baht 39 per US$). The respondents
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who trade from their remote places usually execute
orders less frequently, but the trade size is usually
500,000 to 1 million Baht for phone trades.

RESULTS OF IN-DEPTH INTERVIEWS

Previous research noted some differences in
how service suppliers and customers viewed sources
of customer dis/satisfaction. However, our in-depth
interviews found that views were generally similar in
both .perspectives. The stockbrokers seem to
understand their customers fairly well, at least in terms

of knowing what makes them dis/satisfied. This

service. It is more likely that servuce sup ‘,\er and

customer views about A customers thmk would

diverge where the contact |s.> ot very extensive or

intimate. We focus the dxscussmn then on the elements

from the customer perspectlve Results showed that

there aré three main sources of customer
dissatisfaction with a technology-based service
encounter, which follow some of the prior literature

noted above.

Technology failure : Limitations of
accessibility, incompatibility in computers or software

could easily cause customer dissatisfaction. Some

ui‘\dlSSEl'[ISfaCthH because of the followmg

investors could not access the internet because of
old hardware or lack of correct software. The failure
to function as intended was a strong source of
dissatisfaction with a technology-based service

encounter.

Process failure : Retail investors expressed
mild dissatisfaction with loading tames of stock

quotations. Many customers complalned of the very

slow confirmation of orders. T ey ‘could execute

orders quickly, but conﬂrma’uoh took a very long time.

Worse than 1 he alternative : This is the

mvrror mage of “better than the alternative™. and lt "

3 ,\\came “out strongly as a source of ACLJstome“

mteractlon ith \th:‘marketmg officer. since there is

xa/\

<o mtelhgent mformatlon provided by a marketing

ofﬂoer Besudes many customers were unhappy that

they have to spend much time following market

" movements themselves when they trade on-line.

® [nsecnrity some respondents who do not
have on-line trading accounts are frightened by
perceived insecurity of trading via the internet.

® Customer-driven failure : Although some
respondents are satisfied when they can execute an
order independently, most were uneasy with having
to take responsibility for their errors. When dealing
with the stockbroker, he/she could catch most such
errors.

® Poor design : Contrary to the literature, no
respondent claimed that on-line trading is easier to
use than off-line interpersonal service. Some

respondents were dissatisfied with an unfamiliar web
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design. particularly the Stock Exchange of Thailand
web site and complex and confusing web designs of

some stockbrokerage firms.

Dissatisfaction with human service
encounters

Customer dissatisfaction with interpersonal
service encounters are essentially the opposite side
of satisfaction in the literature. Our interviews generally
supported this. with sources of dissatisfaction falling

into three categories.

Lack of response to customer needs
and requests :

marketing officers did not lmmedsat

requests or put them on hold"'o answe énother line.

ns o\ servnce delivery
system fatlures Some respondents revealed that
they were dlssatlsﬁed when their marketing officers
dtd not report company mistakes to them. This caused
them to switch to other brokerage firms. Furthermore.
both investors and brokers said that customers were
dissatisfied when marketing officers took no action

to speed up slow back office services.

Employees spontaneously disappoint
customers : Some disappointing elements were
the opposite of what delighted customers feit. such

‘satlsfactlon are also essential for reducmg the level of

I“ ‘respond> to'

ftrms S

as no provision of certain privileges (hot line number.
VIP room for trading). Unprofessional or unfriendly
manners cr voice also spontaneously drives customer
dissatisfaction. Many elements were regarded as
serious enough to switch stockbrokerage firms. such
as trades on the customer account without explicit
permission from the customer. failure to keep customer
information confidential. and ‘direot quarrels with

customers.

Although e maln objeotlve of this study is

Ix«'
i Fd

ther SST or qu human services. sources of service

investors were dlSSEtlSﬂed sf the!r}, '

SST satlsfactlon_tn Thal stockbrokerage

Respondents reported issues that roughly fall

within the categories found in the Western context.

Solved intensified need was especially
evident in busy markets. On-line trading could serve
clients if they urgently needed to execute an order
when the market was very active. Most customers
expressed more satisfaction if they are able to execute
an order independently when the marketing officer’s

phone lines are busy.

Better than the alternative fell into six
subcategories of detail about exactly how the

technology-based encounter is better:
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® Saved money: The majority of respondents
perceived that on-line trading could save money
compared to off-line, since the commission on-line is

usually lower.

@ Real-time: Marketing officers in some firms
providing real-time quotations claimed that some clients

switched from competitors for this advantage.

® When | want: Retail stock traders generally
worry about web page loading times, so that “when |
want” is hot guite as good as they would like. However,
most believe that it is more convenient to search for
stock quctations on-line than to contact a marketing

officer when the market is busy.

® Avoid personal service: Some respondents

are more satisfied by fading' ‘mdepeﬁ‘dently either

because they feel a hsense of ac‘comphshment or

because they »-beheve' :‘ey can reduce human error

be able to access information and. st ck: quo atuons""

from anywhere with whlch they ca“ co neot rather

than by travehng to the tmdn)g room

\0 Broader mformatlon coverage: Interestingly.
all customer mterwewees said that investors could
receive beﬂer coverage on-line than from marketing

officers.

Did its job

expressed any real fascination with the technological

. Very few respondents

capabilities, but some felt happy when they are able
to execute an order by themselves through the on-

line brokerage service.

top}of

Where | want; A few retalil lnvestors"bllke toﬁ

Satisfaction with marketing officer service
encounters

Results showed three main sources of

satisfaction, consistent with the literature.

Response to customer needs and
requests :

careful tailoring of information t0<~f_t\the1r needs and

Investors are espeolally satlsfled with

with help in evaluating the mformatxon not with simply

receiving masses of 1nf@r ‘ahon “

-fmnd issues. but came up w1th probmg

" Customers said that they would be more satisﬁed n‘ :

their marketing officers apologlzed.; a nd omp1 omlsed

POOr Service.

Employees spontaneously delight
customers Investors would be satisfied when the
include visiting a company that they had recommended
to verify and gain additional information. teaching the
customer how to trade via the internet. and even
sending a birthday card. The spontaneous delight
could come from certain privileges such as a hot line
number, VIP room for trading. and extra discounts.

CONCLUSIONS AND IMPLICATIONS

The trend toward technology-based service
encounters is accelerating, but the understanding of

dis/satisfaction drivers with SST is not very extensive.
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This problem is particularly acute in financial services,
which are among the most advanced in implementing
technology-based services. Some firms have rushed
to embrace SST, even to the extent of trying to force
customers into using them. However, it is clear that
technology alone cannot generate high levels of
satisfaction among most customers in this industry in
Thailand, at least with the current level of technology

employed in Thai brokerages.

Most respondents would not be satisfied with

purely SST. “Worse than the alternative” sources of

dissatisfaction were fairly common in discussion of . =

the technology—based service encounters, and the{.

some elements for satxslactron m such encounters A

few even prefer technology based services to

interpersona ones most of ‘the time. But most still

want e opt

Summarizing this, strong dlSllke of technology

does not necessarily rmply lrkrng of human service

encounters, and nelth, esgstrong preference for

mterpersonal ervrce always ‘rmply unwillingness to
ology readiness {Parasuraman, 2000)
and human orlentatron seem to be two distinct
dlmenSlOl’lS which must be accounted for in analyzing
responses to new SST. We conceptually show this

in Figure 1.

One general pattern was positive attitudes
toward one mode, and negative toward the other.
Respondents who generally like technology are much

more likely to have positive attitudes toward SST.

o] revert to the interpersonal encounter”

Sometimes they are also somewhat human relationship
or high touch averse, and they would fall into segment
1 of Figure 1. This sort of technology prone customer
shows more satisfaction with on-line trading, but more
dissatisfaction with interpersonal services. Therefore,
for example, technology-prone customers were more
likely to cite satisfaction with real-time and broader
information coverage. They talked more about on-
line trading solving their emergen’c' needs and doing a

good job in provrdrng lnform ) and were negative

about the marketmg 'fﬂcers ability to provide

mformatlon ®n the other hand respondents who are
more llkely lo always trade through a marketing officer
‘*human orlented as in segment 4. They would

only express more dlssatlsfact ny with. the

nfechnology based service but ane aso show

satisfaction with human serwces m :e frequently

Human onented customers were likely to cite

on wrth some aspects of information on-

hne eg hat the’lnformatlon was unscreened, difficult
\to sort through and not specific to their needs. They

‘Vlewed the way marketing officers provided customized

information as a source of satisfaction. Practically
the only frequent satisfaction driver with on-ling trading
among the strongly human oriented respondents was
“save money”, but this was not a sufficient benefit to

get them to use it frequently.
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Figure 1: Segmentation by technology and human orientation
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However, it is not quite this simple; some respondents who prefer technology have negative attitudes
toward on-fine trading. They complained that they have no time to follow up the stock market. that they
cannot connect to the internet during their working day. or that they lack skills to make trading decisions
alone. Although they like to use technology. they do not find this particular technology appropriate to their
needs. This is essentially an engineering problem — if customers fike the technology. it can eventually be built

so that it better does what customers want it to do.

However, much of making technology more attractive to customers is not about better englneerlng but

<
rather, about finding ways to integrate the technology into human relationships, more effectlvely Some

respondents would be categorized as belonging to segment 2. They are satrsﬁed ‘th"the technology. but do
not want to use it always. They also want interpersonal encounters for many thlngs and would be dissatisfied

if it is not easily available. Similarly, even a few who rather dlSllkf—“ teohnology in general want to trade on-line

sometimes, because are not sure that the marketing )'fflCG‘ can handleﬁsome specific trade, or because they

want to trade in very busy markets when it is hal"' (¢! get hrough to the marketing officer. They may have

positive attitudes toward on-line tradlng even though;ﬁ ey prefer human services to technology based sen/lces

Such customers do not like Current mplementatlons of on-line trading, which essentlally VleW lnterpersonal
and on-line as separate channels These customers want to be able 10 seamlessly ehlft betWeen the modes
without any loss: ’f,tlme» or mformatlon Thus. we summarize reactrons to SST in- brokerage services by

proposing someworkrnq proposrtrons

Technology—pronenees,and g rnén;orlentation are separate dimensions, not opposite ends of a
single d|menSIon“

P: Customers who are, mofte technology prone tend to have less dissatisfaction with SST.

P: i,,rCustomers Who dre more technology-prone tend to have higher satisfaction with SST.
\‘“‘Customere who are human-oriented tend to have less dissatisfaction with full human
““services.

VP Customers who are more human-oriented tend to have higher satisfaction with full human

services.
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For segment 2 in Figure 1, this is likely to be
the mass market of the future, as new generations of
consumers become more and more used to technology
in their lives. However, most of them are unlikely to
abandon fundamental aspects of their culture to use
the technology — the strong human relationship
orientation is not likely to disappear. Thus. these
hypotheses suggest a useful avenue for research on
SST. but this issue needs extensive further work.
Even if technology based services become more
widely accepted. it is not simply a matter of slight
adaptation in translating dis/satisfaction drivers from
interpersonal to technology-based context. particularly

in the Asian context. Customers may determine sources

of dis/satisfaction somewhat differently depending o‘n‘j .

whether the encounter is interpersonal or technology—
based. and they may also be mﬂuenced‘- by ho fwell

the two channels are lnte rated Often what is a

source of satlsfacnon for some oustomers causes

dissatisfaction among others espeolally in the on-line

mode. T___ iis i|3-:]1ke|y to be related to various

combmattons of technology and human orientation.

Servme prov;ders trylng to lntegrate SST and human‘\_
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