CHAPTER V
CONCLUSIONS

5.1. Introduction

This chapter provides the discussions on the topic as a result of the data analyses.
Furthermore, this chapter explains the limitations on this research paper, which can be
eliminated for future further research. Moreover, this section gives the view and
recommendations for service providers on how this study helps the service providers to
improve their consumer satisfaction by understanding the consumer emotions. Likewise,

this chapter also gives readers recommendations for further research in the future.

5.2. Conclusions

Customers are the most important people for any organization. Customer
satisfaction is at the heart of the selling process. One estimate is that it costs five times as
much to attract new customers as it does to keep an existing one. The relationship

between the customer and the organization, therefore, an important one.

Based on this study, it can be concluded that consumers’ emotions in services
context are affecting the sales income of the service providers. How is that? From the
analyzed data, it can be seen that when the customers are satisfied, they tend to become
loyal to that particular service provider, and sometimes also engage in a positive word of
mouth communication, which increases the chance for the service provider to have new
customers. In other words, there is a possibility that the service provider will have an

increase in its sales income with additional customers.
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Whereas when the consumers are dissatisfied with the services given by the
service providers, the customers might engage in a negative word of mouth
communication, resulting the a bad reputation for the company, and so, the service

providers may lose some of its potential customers.

And an important point to be note is that this study found the same result as
former researcher’s point made by Edwardson (1998), that is, the word satisfaction and
dissatisfaction are not enough to express customers’ emotions on experienced services.
Hence, there are many different emotions found in this study other than satisfaction and

dissatisfaction.

The key lesson here is: Do not mess with your customers. Once you break the
customer’s heart, you’ll get hatred in return and the name as well as the bad impression
you give to your customers will always remain in their memories. But even when you
satisfy them, they tend to get amnesia, they forgot what you have done for them, not that
they have less memory, but its just that they think they deserve the best because they

spend a sum of money to purchase those services.

Or even worse, customers always believe that they are the “King” and that they
are always right. Hence, no matter how good the services you provide, if your customers
do not feel satisfied, they always pin point the mistakes to the service providers. This is
also known as attribution theory. When we have erred, we will more likely use external
attribution, attributing causes to situational factors rather than blaming ourselves.
Therefore, always take a good care of customers. They are the one who makes the

business industry works.
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5.3. Research Limitations

A first problem comes from the type of the reported incidents. The Critical
Incident Technique will rely on events being remembered by participants and will also
require the accurate and truthful reporting of them. Since critical incidents often rely on

memory, incidents may be imprecise or may even go unreported.

The method has a built-in bias towards incidents that happened recently, since
these are easier to recall. CIT focuses on critical incidents therefore routine incidents will

not be reported. It is therefore poor as a tool for routine task analysis.

Participants may still reply with stereotypes, not actual events. Using more
structure in the form improves this but not always. Success of the participant reported
critical incident method depends on the ability of typical end participants to recognize
and report critical incidents effectively, but there is no reason to believe that all

participants have this ability naturally.

There are 40 participants who did not provide their experienced emotions while
answering the instructions given. How is that possible? Well, there are two possibilities,
either they (the participants) do not want to share their experienced emotions, or they did
not know how to share their experienced emotions into words. This shows that emotion is

not easy to be shared.

Furthermore, this research paper consist of participants who are still completing
their bachelors. Consequently, they cannot represent the population. As a result, the

outcome of this research are mostly within the areas of university students’ daily life
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activities, which might not be the same results if this questionnaires were delivered to

housewives or business executives.

The number of samples in this research paper is limited because it is said when
the incidents are already repeated, it is advised to stop the amount of sample and start to

analyze the results, as this means that the outcome is already numb.

5.4. Managerial Implications

This study reveals that customers play an important role in determining the
successes and failures of a company. Customers are the one who decide whether that
company is a good one or not, just based on their experiences. For that reason, this
research paper might be useful for service providers in understanding consumers’

emotions, for both positive and negative service experiences.

5.5. Recommendation for Future Research

This research paper is limited to the type of participants. The participants of this
research paper are undergraduate students of University of Atma Jaya Yogyakarta
(UAJY). For that reason, they cannot represent the whole population. As a result, the
outcome of this research are mostly within the areas of university students’ daily life
activities, which might not be the same results if this questionnaires were delivered to

housewives or business executives.

It is, therefore, recommended to have different type of samples for the next
research. It would also be useful if the next researcher would like to do another critical

incident technique research in different area other than in service context.

58



REFERENCE

Arnould, E. and L. Price (1993), "River Magic : Extraordinary Experience and the
Extended Service Encounter," Journal of Consumer Research, 20, 24-45.

Bitner, M. J., Booms, B. H., and Tetreault, M. S. "The service encounter: Diagnosing
favorable and unfavorable incidents," Journal of Marketing, Volume 54, Number
1, 1990, pp.7184.

Cannon, Walter Bradford. “Reflections on the man and his contributions”. International
Journal of Stress Management, Volume 1, Number 2, 145-158.

Darwin, Charles (1979), The Expression of Emotions in Man and Animals. New Y ork: Si.
Martin's, 1979.

Departemen Pendidikan, “Kamus Besar Bahasa Indonesia”, Pusat Bahasa, 4t Edition,
2008.

Edwardson, M. (1998). “Measuring emotions in service encounters: An exploratory
analysis”, Australasian Journal of Market Research ,6,2, 34-48.

Fitness, J. and G. Fletcher (1993), "Love, Hate, Anger, and Jealousy in Close
Relationships: A Prototype and Cognitive Appraisal Analysis," Journal of
Personality and Social Psychology, 65, 942-958.

Gilbert, D. C. and Morris, L. "The usefulness of critical incident technique in isolating
travel satisfactions," [International Journal of Contemporary Hospitality
Management, Volume 7, Number 4, 1995.

Goleman, D.P. “Emotional Intelligence: Why It Can Matter More Than IQ for
Character, Health and Lifelong Achievement”. Bantam Books, New York”,
(1995).

Gremler, D. D. "The Critical Incident Technique in service research," Journal of Service
Research, Volume 7, Number 1, 2004, pp.6589.

Hawkins, D.I., Best, R.J. and Coney, K.A. “Consumer Behavior” 10" Edition, 2007.
James, William, 1884. “What is an Emotion?” Mind, 9: 188-205.

Kimberly A. Neuendorf. "The content analysis guidebook". Thousand Oaks, CA: Sage,
2002

Klaus Krippendorffand Mary Angela Bock (editors), “The Content Analysis Reader”.
Thousand Oaks, CA: Sage Publications. 2008.

59



Leon G. Schiffman and Lustic Lazar Kanuk. “Consumer Behaviour”, London, Prentice
Hall, 10" Edition, 2010.

Mattsson, J. and Helmersson, H. "Internet banking: Modeling the e-competence of
customers with a text-analytic CIT approach," International Journal of Bank
Marketing, Volume 23, Number 6/7, 2005.

Myers, David G. (2004) "Theories of Emotion. Psychology: 7" Edition, New York, NY:
Worth Publishers, p. 500.

Oliver, Richard L. (1992). "An Investigation of the Attribute Basis of Emotion and
Related Affects in Consumption,"Journal of Advances in Consumer Research.
Vol. 19.

Oliver, R. (1993), " Cognitive, Affective, and Attribute Bases of the Satisfaction
Response," Journal of Consumer Research, 20, 418-430.

Plutchik, Robert (1980),“Emotion: A Psycho-evolutionary Synthesis”, New Y ork: Harper
& Row.

Richins, M (1997), "Measuring Emotions in the Consumption Experience," Journal of
Consumer Research, 24(2), 127-146.

Solomon, Michael R. “Consumer Behavior”, gt Edition, Prentice Hall, 2009.

United Nations Statistics Division (19 August 2005), “International Standard Industrial
Classification of All Economic Activities (ISIC)”, Revision 4.

Warden, C. A., Liu, T., Huang, C., and Lee, C. "Service failures away from home:
Benefits in intercultural service encounters," International Journal of Service
Industry Management, Volume 14, Number 4, 2003.

White, F. M. and Locke, E. A. "Perceived determinants of high and low productivity in
three occupational groups: A critical incident study," Journal of Management
Studies, Volume 18, Number 4, 1982.

Zeithaml, Valerie A.; Bitner, Mary Jo; Gremler, Dwayne D. “Services Marketing”, Tata
McGraw Hill, 4" Edition, 2006.

60



