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Service quality of inbound travel agents
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Introduction

The Tourism Commission has recently commissioned
a Service Quality Study with the objectives of (1)

identifying visitors' expectation and perception of the
service quality of Hong Kong's tourism industry and its
performance in meeting visitors' expectation, (2) com-
ing up with sector-specific improvement measures, and
thus (3) enhancing the overall quality of service in the
tourism industry. The study covers seven key sectors of the
tourism industry, including hotels, restaurants, retail shops, in-
bound travel agents, Hong Kong-based airl ines, public trans-
port (railways, franchised buses and taxis) and the relevant government
departments (Immigration, Customs and Excise, Leisure and
Cultural Services, and the Police).

Extensive visitor surveys and sector-specific interviews were
first conducted, which were followed by a gap analysis in order
to identify areas of attention and to come up with initial rec-
ommendations for improvement measures. A series of trade
consultations was then conducted to share the findings and
the initial recommendations with the various sectors and also
to seek their views in order that sector-specific recommenda-
tions can be finalised.

The following are the overall performance of the tourism
industry, and the performance of inbound travel agents and
the specific recommendations for them.

Overall industry performance

In the questionnaire survey, the respondents who had had
contact with or employed the services of the surveyed sec-
tors were asked to rate the importance (expectation) and sat-
isfaction levels of the service attributes of the corresponding
sectors on a 5-point scale, where 1 = not important at al l /
very dissatisfied; 3 = neutral / neither dissatisfied nor satisfied;
5 = very important / very satisfied.

The visitors were generally satisfied with the over-
all service quality of railways and franchised buses, Hong
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Kong-based airlines, government departments, hotels and
retail shops (having a score of 4 or above), while the
services provided by restaurants, inbound travel agents
and taxis just came close to the satisfaction level (having
a score between 3 and 4) (see Figure 1).
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Figure 1: Overall industry performance

Performance of inbound travel agents

Out of a total score of 5, inbound travel agents scored
3.9 in terms of visitors' overall satisfaction and 3.8 in
terms of value for money . It is worth mentioning that 68.5%
of the visitors indicated that they would use the same travel
agents again should they visit Hong Kong in the future.

Of al l the source markets surveyed (see Figure 2), the
mainland market was the least satisfied (3.6), whereas
the market of Europe / Africa / the Middle East was the
most satisfied (4.5).

According to the survey findings (see Table), the visitors
rated the following attributes most important: "feeling safe on
coaches" (4.7); "punctual pick-up service at airport / stations /
ferry terminals" (4.6); "proper attitude of tourist guides (polite,
patient and attentive)" (4.6); and "honesty of tourist guides"
(4.6). In general, the visitors were satisfied with these attributes
except the attribute of "honesty of tourist guides".
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The visitors, however, were less satisfied with the
following attributes: "clear explanation of the 14-day,
100% Refund Guarantee Scheme for shopping" (3.2);
"promptness and professionalism in handling complaints"
(3.6); "provision of balanced sightseeing and shop-
ping programmes" (3.6); and "honesty of tourist guides"
(3.8) .  Among these attr ibutes, the attr ibute of "honesty of
tourist guides" had a high importance score of 4.6, but only a
satisfaction rating of 3.8.

Recommendations

The following recommendations
for improvement measures are made
for inbound travel agents after taking
account of their views expressed
during previous interviews.

To motivate travel agents and tourist
guides to upgrade service quality

The TIC or industry as-
sociations may consider organising
award campaigns in order to
recognise the outstanding service
of inbound travel agents and
tourist guides on the one hand,
and to motivate them to up-
grade their service quality and
create more innovative tour
itineraries on the other.
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Figure 2: Overall satisfaction
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The industry may consider establishing a grading system
of tourist guides for visitors' or travel agents' reference, whereby
outstanding tourist guides wil l have a higher chance of being
hired by travel agents and wil l also be motivated to maintain
their service quality.

To promote professional ethics

The TIC or industry associations may conduct regular
seminars in cooperation with other parties on trade-re-
lated issues such as the code of practice for the industry and
tourist guides, the structure of the industry, the effectiveness
of the Tourist Guide Accreditation System, and the 14-day, 100%
Refund Guarantee Scheme. Organisations such as the Independent
Commission Against Corruption and the Consumer Council may
be invited to participate in the seminars and assist in promot-
ing professional ethics and honesty.

To promote balanced sightseeing and shopping programmes

The industry may consider exploring the possibil-
ity of establishing and promoting a system of categorisation
of tour programmes for visitors' easy reference. For example,
category A means 30% of the time for sightseeing and 70% for
shopping, category B means 50% of the time for sightseeing
and 50% for shopping, category C means 70% of the time for
sightseeing and 30% for shopping, etc.

The industry may also consider distributing detailed tour
itineraries so that visitors can better understand the level of
services they will receive, thus reducing their expectation gap.

To step up promotion and enforcement of the Refund
Guarantee Scheme

The industry may consider introducing a "Shoppers Care
Card" containing information of the 14-day, 100% Refund Guar-
antee Scheme and enquiry hotlines to be distributed to all in-
bound group visitors. It may also consider carrying out "mys-
tery visitors surveys" to evaluate travel agents and tourist guides.

To update travel agents on tourism trends

Industry associations may update their members
on the changing trends of the industry and visitor expectation,
and encourage them to reduce reliance on low-fare tours
and look for new opportunities in different segments so
as to increase revenue ,  by, for example, introducing more
innovative tour itineraries for high-end FIT visitors. 


