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ABSTRACT 

The aim of this thesis is to find solutions that maximize the 

satisfaction of foreign tourists to service quality of Vietnamese 

tourism sector in the process of regional and international 

integration. Qualitative and quantitative research methods were 

combined to conduct 598 visitors with 48 observed variables to 

determine the factors affecting the satisfaction of foreign tourists 

to quality service of Vietnam tourism. The study results showed 
that 05 factor group is influenced (1) Responsiveness, (2) 

Competence, (3) Access, (4) Tangibles, and (5) Reliability. The 

results of this research are the basis of the recommendations 

proposed to increase the the satisfaction of foreign tourists to 

service quality of Vietnamese tourism sector in the near future. 

Keywodrs:Tourist satisfaction, service quality, travel services and 

Vietnam tourism. 

INTRODUCTION 

Nowadays, along with globalization, economic and 
social development, tourism industry is also increasingly getting 

the attention of many economic organizations, of society and of 

many countries over the world. Tourism is considered a key 

economic sector having strong developing policy developed in 

recent years. This has made the competitions among the economic 

organization in the countries in the region and around the world 

gender more drastic, especially in attracting international tourists 

because tourism brings tremendous income source for economy in 

particular and nations in general. However, the tourism industry is 

also influenced by micro and macro environmental factors: 

competitiveness, competitor, suppliers, degree of rivalry, buyer 
power, entry Barrier etc. In the last years, Vietnam tourism 

industry has encountered difficulties and challenges because the 

world situation has been more complicated, political tensions 

among some countries, ethnic conflicts, slowly recovered world 

economic after the global recession. Besides, aviation accidents 

have occured constantly along with the outbreak of the Ebola 

creating fearness to tourists. The political tensions in the South 

China Sea adversely affected Vietnamese tourism, causing a 

decline in Chinese tourists and the Chinese-speaking market to 

Vietnam. The continuous depreciation of the Russian currency  

 

also affected a lot in attracting Russian tourists - an 

important market of Vietnam tourism. 

 Although the last time Vietnam tourism has been trying 

to improve the quality of service to meet the increasing demand of 

foreign tourists, the actual results are still very limited. Vietnam 

tourism has not created any breakthrough and has not had any 

result of research to assess all the satisfaction of foreign tourists to 
the quality of service in Vietnam. Therefore, there should be 

measures to enhance tourists’satisfaction to service quality of  

Vietnamese tourism sector in the process of regional and 

international integration. 

LITERATURE REVIEW & RESEARCH MODEL 

Among many findings of quality of service is the most 

impact on customer satisfaction [1]. Thus, any service provider 

gives customers the best quality products and service, that 

enterprise satisfies their needs initially. Otherwise, in order to 
improve customer satisfaction, service provider must improve its 

quality of service. Service quality and customer satisfaction have 

closely correlated with each other [1-3]. Mackoy and Spreng 

(2005) also indicated that service quality is the premise of 

customer satisfaction. The causal relationship is a key issue in 

most of the research on customer satisfaction in the service sector. 

There are many models, scales and observed variables to 

measure service quality of. Service quality model of Cronin and 
Taylor’ Servperf (1992, 1995) is one of the models applied by 

many researchers because of its academic and practical values. 

This model inherits service quality of SERVQUAL model 

(Parasuraman et al., 1985). Many authors studied and tested 

Servqual scale with different theories that are evaluated Servqual 

scale reliability and high value [4]. Servqual scale measures 

service quality based on the perception by customers using its 

service. Parasuraman et al said that in any services the quality of 

service perceived by customers could apply to the scale of the 

model including the 10 components Reliable, Responsiveness, 

Competence, Access, Courtesy, Communication, Credibility, 
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Security, Empathy, Tangibles. Later, many authors studied and 

tested selected models 05 scale model as noticed some overlapping 

scales and close correlation. Cronin and Taylor (1992, 1995) 

systemarizedServqual model into Servperf model which had 05 

factors according to flexibility depending on the service sector. 

The model applied for this research includes 05 key factors 

determining the quality of the service including: reliability, 

responsiveness, competence, Access, and tangibles [3;5].  

Based on the theoretical framework of Servqual model of 

Parasuraman et al., (1985) and Servperf model of Cronin and 

Taylor (1992, 1995) and other authors, ideas from experts in the 

airlines sector are consulted and a formal model of study is 

proposed as following: (1) Responsiveness, (2) Competence, (3) 

Access, (4) Tangibles, (5) Reliability. Thus, the model study of 

factors affecting service quality of Vietnamese tourism sector in 

the process of regional and international integration includes 01 

dependent variables and 05 independent variables. 

Responsiveness (Availability of the company): the desire and 

willingness of staff to provide services to customers; the guarantee 

of the quality and quantity of sources; the on-time guarantee and 

delivery schedules; the assurance of processes and process test 

work shows class carriage of the service provider. 

Competence (Service capacity): Competence refers to 
qualifications to perform the service, the ability to manifest when 

serving staff with customer contact employees directly performing 

services, research capabilities to capture information related need 

for customer service. In other words, the assurance of 

qualifications, the attitudes of staff and their ability create trust 

and confidence in clients. The spirit and enthusiasm of the staff is 

always ready to serve will ensure rapid implementation and 

quality. 

Access implies the exposure and interaction with customers and 

business in introducing products and services. It is committed to 

the implementation of the service or in other words, the approach 

involves creating easy conditions for customers to access services 

such as shortening the waiting time of customers, serving 

locations and opening hours convenient for customers. 

Reliability (Trust, reputation of the company’s brand): the term 
refers to the ability to perform services on time and fix right the 

first time, the ability to ensure the services is performed as 

promised with certainty exactly. 

Tangibles is the set of elements as tangible evidence of physical 

material, equipment, people and information materials, service 

personnel costume, support equipment for the provision of 

services. 

 

 

HYPOTHESIS OF THE STUDY 

H1: There is relationship between reliability and service quality of 

Vietnamese tourism sector 

H2: There is relationship between responsiveness and service 

quality of Vietnamese tourism sector 

H3: There is relationship between competence and service quality 

of Vietnamese tourism sector 

H4: There is relationship between access and service quality of 

Vietnamese tourism sector 

H5: There is relationship between tangible and service quality of 

Vietnamese tourism sector 

RESEARCH METHODOLOGY 

The two major research methods, qualitative and 

quantitative research are focused, specifically; the research 
process has three stages: Stage 1: Based on theory and the related 

results mentioned the above, qualitative research method was used 

for group discussing and leading experts consultating to select the 

variables and observed variable groups.Stage 2: Based on the 

factor groups of foreign tourists’ satisfaction to the service quality 

of Vietnam tourism, a questionnaire survey is designed and 

conducted to collect the opinions of 598 foreign tourists in 

HoChiMinh city. The research model includes 5 scales, 48 

observed variables (questionnaires), using 5-point Likert scale 

(Likert scale with a 5-point), Distance value = (Maximum - 

Minimum) / n = (5 - 1) / 5 = 0.8: 1. Completely disagree; 2. 

Disagree; 3. No opinion / Normal; 4. Agree; 5. Totally agree. 
Survey results were entered SPSS 20.0 and Cronbach's Alpha 

coefficient was used to test reliability of the scale. In this study, 

sampling and random method were used. According to Hair et al., 

(2006), the formula for calculating sample size is n . In 

which m is the scale and Pj is the number of observed variables of 

the scale. The proportion of the sample compared to 1 

analysis variable (k) is 5/1 or 10/1. Thus, the number of samples is 

larger than "total observed variables" of scale times "5" and less 

than "total observed variables" of the scale times "10". However, 

according to Lee Nguyen (2011), depending on the object of study 

and research goals, increasing sample size will increase the 
reliability of data. Stage 3: After testing the reliability using 

Cronbach's alpha coefficient, Exploratory Factor Analysis - EFA 

was analyzed to shrink and summarize the data of the scale. This 

method is based on extraction ratio factor (Eigenvalue), under 

which only those factors having ration  (Eigenvalue) greater than 

1 will be kept, those smaller than one will not show information 

better than origin variable because after standardizing, each 

original variance is 1. The method of extracting the main 

components (Principal components) and original method of factor 

rotation (Varimax Procedure) were used to minimize the number 

of variables that have large coefficients for the same factor, which 
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increases explaining the factors. The above results is used to 

analyze multiple linear regression to test the assumptions of the 

model, which is considered the impact level of these factors to the 

satisfaction of foreign tourists to quality service of Vietnam 

tourism. 

RESEARCH RESULTS AND DISCUSSION 

Table 1: Testing the results of reliability 

Model Code Factors Cronbach’s Alpha 

 

IDV 

CO Competence 0.869 

RE Responsiveness 0.811 

AC Access 0.850 

RL Reliability 0.871 

 TA Tangibles 0.799 

DV ST Satisfaction  0,834 

 (Source: The researcher’s collecting data andSPSS) 

The test results scale shows that the scale has good 

accuracy with Cronbach's Alpha coefficient > 0.6 and the 

correlation coefficients of the total variables of measurement 

variables meet the allowed standard (> 0.3), the scale will be 

accepted. The observed variables are used for factor analysis to 

discover in the next step. 

Table 2: Exploratory Factor Analysis (EFA) 

Total Variance Explained 

 Initial Eigenvalues Extraction Sums of 

Squared Loadings 

Rotation Sums of 

Squared Loadings 

Tot

al 

% of 

Varia
nce 

Cumul

ative 
% 

Tot

al 

% of 

Varia
nce 

Cumul

ative 
% 

Tot

al 

% of 

Vari
ance 

Cumu

lative 
% 

1 
1.8

73 

12.60

5 
12.605 

3.8

73 

11.30

1 
11.301 

3.3

69 

19.0

08 

19.00

8 

2 
6.6

00 

17.04

7 
34.247 

3.6

61 

17.04

7 
34.247 

9.4

05 

11.4

33 

20.10

2 

3 
1.0

81 

16.01

4 
48.250 

2.4

50 

16.01

4 
48.250 

4.9

40 

23.0

84 

13.02

0 

4 
1.0

11 

16.01

4 
38.250 

1.4

00 

12.02

3 
33.250 

4.0

20 

32.0

84 

11.02

1 

5 
8.2
45 

7.010 68.054 
2.1
54 

6.791 68.054 
5.0
09 

23.9
21 

68.05
4 

Extraction Method: Principal Component Analysis. 

(Source: The researcher’s collecting data and SPSS) 

The results of EFA (Exploratory Factor Analysis) shows 

the total variance extracted is 68,054% greater than 50%. This 

means that with drawing factors would explain 68,054% for 

model, 31,946% is explained by other factors. Extraction ratio 

factor (Eigenvalue) is greater than 01 that is kept. 

Table 3. Analysis of multiple linear regressions 

Model Summaryb 

Mo

del 

R R 

Squ

are 

Adjus

ted R 

Squa

re 

Std. 

Error 

of the 

Estim

ate 

Change Statistics Durb

in-

Wats

on 

R 

Squa

re 

Cha

nge 

F 

Cha

nge 

d

f

1 

df

2 

Sig. 

F 

Cha

nge 

1 
.89

1a 
.758 .791 .288 .561 

62.1

09 
5 

7

9

3 

.000 
1.99

8 

a. Predictors: (Constant), x5, x4, x3, x1, x2 

b. Dependent Variable: GT 

(Source: The researcher’s collecting data and SPSS) 

The result shows the correlation coefficient adjustment: 
R2= 0,791 (verification F, sig. <0,05); which means 79.1 % of the 

variable Y shift is explained by the five independent variables 

(Xi). Coefficient Durbin - Watson (d) = 1.998; some observers n = 

598, parameter k = 5, the level of significance of 0.01 (99%), in 

the statistical tables Durbin - Watson, dL (less statistical value) = 

1.623 and dU (statistical value over) = 1.725. So (dL = 1.623) < (d 

= 1.998) < [4 - (dU = 1.725) = 2.275] proved that the model has no 

autocorrelation. 

Table 4. ANOVA  

Model Sum of 

Squares 

df Mean 

Square 

F Sig. 

1 
Regression 5.363 4 2.161 72.009 .000b 

Residual 8.329 593 1.002   
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Total 13.692 598    

a. Dependent Variable: GT 

b. Predictors: (Constant), x5, x4, x3, x1, x2 

(Source: The researcher’s collecting data and SPSS) 

Accreditation ANOVA is to assess the relevance of the 

theoretical regression model. The test results F = 72,009 value and 

Sig. = 0.000 <0.05 shows the building model is consistent with 

the data set and the variables included in the model are related to 

the dependent variable. Generally, regression analysis is 99% 

reliability, corresponding to the selected variables with 

statistically significant at the p <0.01; the results also show that all 
variables satisfy the demand. Verification of conformity of the 

model show that multicollinearity phenomenon does not violate 

(VIF <10). 

Table 5.  Factors affecting service quality of Vietnamese tourism 

sector 

Coefficientsa 

Mod
el 

Unstandardized 
Coefficients 

Standa

rdized 

Coeffi
cients 

t Sig. Confidence 

Interval for 

B 

Collinearity 
Statistics 

B Std. 
Error 

Beta Low

er 

Bou
nd 

Upper 
Bound 

Tole

ranc

e 

VIF 

1 

(Co

nsta

nt) 

.090 .121 

 

1.201 .001 
-

.019 
.002 

  

X1 .120 .073 .123 1.115 .000 .211 .173 .643 1.002 

X2 .225 .032 .309 1.011 .000 .113 .342 .600 1.001 

X3 .209 .012 .511 1.091 .000 .261 .134 .472 1.000 

X4 .177 .010 .228 2.207 .001 .310 .111 .574 1.000 

X5 .046 .045 .104 1.300 .000 .342 .321 .314 1.000 

a. Dependent Variable: GT 

(Source: The researcher’s collecting data and SPSS) 

The results of regression analysis showedthe factors 

affecting service quality of Vietnamese tourism sector in the 

process of regional and international integration and expressed the 

following priorities: (1) Responsiveness: β = 0,511; (2) 
Competence: β = 0,309; (3) Access: β = 0,228; (4)  Reliability: β 

= 0,123 and (5)Tangibles: β = 0,104. The regression equation is:Y 

= 0,123*X1 + 0,309*X2 + 0,511*X3 + 0,228*X4+ 0,104*X5. 

The study results also are true with development situation of 

Vietnamese tourism sector and the research results of many 

experts’ and leading specialist reviews and comments in Vietnam. 

The results of this research are the basis of the recommendations 

proposed to increase the the satisfaction of foreign tourists to 

service quality of Vietnamese tourism sector in the near future. 

Figure 01: Review Score on Competence of staff in the Asean 
Tourism 

 

 
(Source: The EU Project in Asean, 2014) 

The EU Project also made findings about the 

Competence of Vietnamese tourism is also low compared to 

Asean countries. Competence is knowledge, qualifications, 
professional skills and service attitude. Therefore, Vietnamese 

tourism in general need to improve the qualifications of the 

personnel in the tourism industry. 

Besides, several factors for Vietnam tourism sector are 

problems such as the average length of stay, average expenditure 

of foreign tourists for sightseeing, recreation, entertainment and 

other services. The indicators on Vietnam are lower than other 

countries in the region. According to the UNWTO, statistically 
only 06 months of 2016, Three countries in the top 10 countries 

with visitors spending on tourism increased the most in the world 

ranking in order are China, Russia and America. The above 

countries are one of the markets providing the most tourists in 

Vietnam. Many countries around the world, especially Europe 

have currently several strategies to attract Chinese tourists 

because they are travelers who have the highest spending rate in 

the world. According to research results by the Economic 

Development Institute of Tourism of Vietnam on ThoiBaoKinhTe 

Vietnam in 2011-2012, the average number of days of stay of 

Chinese tourists in Vietnam is 5.2 days. While the average 
number of days of stay of Chinese visitors in other countries 

higher, 6,5 days in Singapore and 7,0 days Malaysia. Due to 

length of stay, cost reduction decreased. Statistics in 12, 2014 

spending was similar to expenditure statistics in 2009, the hotel 

room occupancy rents account for 25% of total expenditure of 
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tourists, especially during the peak season, the cost was still high 

more. This is considered lease expenditure is very high compared 

Housekeeping countries in the region. When spending renting 

hotel suites more or spending less of entertainment that shows the 

competitiveness of the service sector in Vietnam was limited. 

According to the data of the General Statistics Office of 

Vietnam, the proportion of international visitors coming Vietnam 

for the first time and visitors returning twice or more times were 

statistically respectively: 72% and 28% (2003); 65.3% and 24.7% 

(in 2005), 56.3% and 43.7% (2006); 60.4% and 39.6% (2009); 

61.1% and 38.9% (2011); 66.1% and 33.9% (2013). It showed 
that this ratio does not change greatly over the years and remained 

at relatively high levels. However, in his opinion and 

professionals in the tourism sector, the results are much higher 

than the actual and do not reflect the true state of the satisfaction 

level of foreign tourists.  

The research results on 4 surveys of the author and his 

colleagues including students at 5 tourism universities in Ho Chi 

Minh City on 1597 visitors in 22 countries and regions, mainly 

European tourists from 2009 to 2014, the percentage of 

international visitors coming (Inbound Tourists) back is very low, 

respectively: 0.9% (2009), 3.5% (2011 ); 3.7% (2013) and 4.2% 

(2014).Take another evidence that the survey results of EU 
conducted in November 2014, notified on some mass media 

quoting on Traveller investigation of project " Tourism 

Development Programme is responsible for the environment and 

society" by European Union funding, in which showed the 

information "only 6% of international visitors coming back 

Vietnam again. The reason for the disparity is the GSO account on 

foreigners to Vietnam for other purposes besides traveling such as 

doing business. Therefore, the results of the GSO of Vietnam are 

not right. World Tourism Organization defines tourists as follow: 

"Tourists who come to a place different from their residence and 

stay in these places for more than 24 hours and not more than one 
year for their entertainment, resting, relaxation and other 

purposes, not for doing business.” Thus, the ones doing business 

are not counted as visitors. 

Together with relying on regression analysis results, the 

mean average value etc as presented in this chapter relative to 

proposed solutions, the author has also conducted "expert method" 

for more persuasive measures because there are "urgent" but not 

"feasible" solutions, whereas there are "feasible" but not "urgent" 

solutions. Therefore, the author has conducted the survey of 30 

expert opinions in Ho Chi Minh City tourism prior to the 

proposed solutions which are well- founded and quantifiable and 
more satisfactory. Divide the solutions of groups (Solution 1) 

Vietnamese tourism sector should organize training courses 

providing intensive professional knowledge; (Solution 2) 

Vietnamese tourism sector should build differentiated strategic 

products such as new attractive tours; (Solution 3) Vietnamese 

tourism sector should mobilize the cooperation, association and 

joint venture for investment in the construction of supply chain in 

tourism sector; (Solution 4) Vietnamese tourism sector should 

build distinct and impressive service style; (Solution 5) 

Vietnamese tourism sector should build consulting, customer 

support and online sales professional Departments; (Solution 6) 

Vietnamese tourism sector should apply diversified, flexible and 

more modern forms and modes of payment; (Solution 7) 

Vietnamese tourism sector should modernize its services 

provided; (Solution 8) Vietnamese tourism sector should 

strengthen links with overseas travel agencies.30 questionnaires 

should be sent to experts for 3 factors- solutions with the most 

effects on visitors from Vietnamese tourism services quality: 

"Competence", "Responsiveness" and "Access". The number of 
questionnaires received was 30 i.e 100% . In the referendum, each 

solution provided is about the necessity and feasibility, to 

construct a scale with four levels: 0, 1, 2 and 3, as follows. 

                    0                               1                               2                            

3 

                         0.5                          1.5                         

2.5 

Figure 02: Scale with the values and ranges 

Using the continuous borders the average of two adjacent 

points to create the continuity of scores so as to evaluate the 

survey criteria. According to the scale, we obtain values of 0.5; 

1.5; 2.5 displaying the continuity of the two scores, the new scale 

with ranges as follows: From 0 to 0.5 approximately: level 0 (Not 

necessary/ not feasible); From 0.5 to 1.5 approximately: level 1 

(less necessary / less feasible); From 1.5 to 2.5 approximately: 

Level 2 (necessary / feasible); From 2.5 to 3: Level 3 (very 

essential / very feasible). The (GPA) of the necessity and the 
feasibility of each evaluating criteria for solutions is determined 

by formula:  





4

1

1

i

iinx
N

x

 

Where: xi: the scores for each criterion xi {0, 1, 2, 3}; 
ni: number of people with xi corresponding to each criterion; N: 

total number of people with marks for each criterion. 

Survey results on the necessity and feasibility of the 

evaluating criteria of management solutions from expert opinions. 

After collecting raw data from the survey notes, the author has 

carried out data processing. Table 4.35 below summarizes the 

opinion of experts evaluating the necessity and feasibility of 

management solutions.  

Table 6: Summary of survey results on the feasibility and 

necessity of management solutions to improve customers’ 

satisfaction to services quality from experts 

 

N
o 

 

Recommen

dations 

Necessity Feasibility 

GPA Ranking GPA Ranking 
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1 Solution 1 

1,93 7 2,57 1 

2 Solution 2 2,60 1 2,23 2 

3 Solution 3 2,30 2 2,00 4 

4 Solution 4 2,03 5 1,90 6 

5 Solution 5 2,00 6 2,03 3 

6 Solution 6 2,07 4 1,83 7 

7 Solution 7 1,83 8 1,73 8 

8 Solution 8 2,10 3 1,93 5 

 General 2,11   2,00  

(Source: The researcher’s collecting data and SPSS) 

The data results showed that most of the criteria for 

evaluating management solutions and to improve customers’ 

satisfaction from services quality as proposed by the author have 

achieved the required necessity and the feasibility. About the 
necessity, experts assess the criteria "2- Vietnamese tourism 

sector should formulate strategic differentiated unique products 

such as new attractive tours" is the most necessary (an average of 

2.6 according to the scale at 3: the essential level). The remaining 

solutions are underestimated but also at the required levels (GPA 

1.83 to 2.3 according to the scale at level 2). About the feasibility, 

experts assess the criteria "1- Vietnamese tourism sector should 

organize professional intensive training courses” (GPA 2.57 

according to the scale at 3: Very feasible level). Other criteria 

according to the order are also evaluated to be feasible (grade 

point average from 1.73 to 2.23 according to the scale of 1.5 - 2.5 
approximately at 2: Feasibility- level). 

 = 1 - NN

d




3

26

  

The correlation of "necessity" and "feasibility" of 
solutions.According to the author as mentioned above, to test the 

correlation of feasibility and necessity of management solutions 

and to improve customer satisfaction from services quality, the 

author uses the Spearman correlation testing method. Spearman 

correlation testing coefficient by the formula: 

 = 1 - NN

d




3

26

  

Where N: number of pairs; d: ranking difference in a pair; Results 
from calculation of Spearman correlation coefficient are presented 

in the following table.  

Table 7: Calculate the correlation coefficient of the necessity and 

feasibility of management solutions and improving customer’ 

satisfaction to services quality 

 

N
o 

 

Recommen

dations 
Necessity Feasibility 

d=  

( R1-

R2) 

d2 

GPA 
Ranking 

(R1) 
GPA 

Rankin

g (R2) 
  

1 
Solution 1 

1,93 7 2,57 1 6 36 

2 
Solution 2 

2,6 1 2,23 2 -1 1 

3 
Solution 3 

2,3 2 2 4 -2 4 

4 

Solution 4 

2,03 5 1,9 6 -1 1 

5 
Solution 5 

2 6 2,03 3 3 9 

6 
Solution 6 

2,07 4 1,83 7 -3 9 

7 
Solution 7  

1,83 8 1,73 8 0 0 

8 
Solution 8 

2,1 3 1,93 5 -2 4 

 

N= 8 

pairs; N3 = 

512 

     d2 = 64 

 = 1- 
NN

d




3

26
= 1 -  

8512

646




 = 1- 

504

384
 ≈ 1 - 0,7619 

 ≈ 0,2381 

Survey of the significance of Spearman correlation coefficient: 

Hypothesis: 

H0:  = 0 (No correlation of the necessity and feasibility of 
solutions) 

H1:  ≠ 0  (Correlation of the necessity and feasibility of 
solutions) 

Select a probabilistic significance: α = 0.05 (5%). Using the table: 

0,05  = 0,620  (Table J, Critical values for the Spearman Rank – 

order correlation Coefficient, rS, , N=8). Since || = 0, 2381<0,05  
= 0,620, we reject H0 and accept H1. There is positive correlation 

(> 0) of significance at α = 5% of the necessity and feasibility of 
the solutions offered. Suggesting the proper assessment of the 

experts about the necessity and feasibility of the proposed 

solutions. 

CONCLUSION& RECOMMENDATIONS 
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The study results also are true with development 

situation of Vietnamese tourism sector and many experts’ and 

leading specialist reviews and comments in VN. This result is the 

basis for Vietnamese tourism to have strategies improving 

competitiveness for Vietnam destination in the process of regional 

and international integration. From the above analysis, the author 

proposes the following recommendations. 

Vietnam tourism needs to diversify products and services 

by more designing tour programs to bringbetter choices for 

customers in many different classes, different levels and different 

ages. Vietnam tourism need developing differentiated unique 

product strategies as attractive novelty program to serve the 

increasing needs of customers and his rebranding on the market as 

well. Quality management processes need constructing to ensure 

the quality and reputation of the tourism sector. 

Vietnamese tourism sector should have training courses 

and specialized professions need organizing. There are more 

training courses for staff on sales skills and professional customer 

care. Courses on foreign language skills to use in communicating 

with customers by hiring experts are controlled. Employees’ using 

a foreign language fluently; Using specialized words or 

expressions in communication skills and resolving common 

situations are encouraged. Vietnamese tourism sector should have 

setting up hotline 24/7 to receive feedback from customers since 

tourism is the general service sector. Its business operations 

involve many sectors and many other areas, hence, there are many 
problems arising from its processes that need "quickly reaction". 

Vietnamese tourism sector should review the policy of 

accessing customers; should have the development and 

diversification of the types of services for serving customers need 

planning such as promoting the online payment service, booking 

online, by phone, e-payment online, credit card payment, and 

others; should have forms and payment methods should be more 

diversified, flexible and modern in order to maximize the benefit 
to customers (online transactions, Visa Master Card, Visa Debit 

Cart, Facebook, Zing, Zalo… that must be done quickly, 

especially during holidays, when demands increase suddenly 

Travel companies needs to do is to raise awareness for 

the entire employees and executives in the company about the role 

and importance of the brand and Reliability. The brand building is 

a long- term process and a lot of effort which should be put into 

the long-term strategic objectives. Vietnam tourism sector should 

pay attention to customer service, especially to resolve complaints 

quickly and satisfactorily for customers. When solving the 

problem, it must comply the principles such as "mutual benefit", 

"Customer is king", "the customer is always right".  

Besides, Tangibles include accommodation facilities, 

transportation, documentation, publications introducing products 
and services, souvenir gifts, staff uniforms, other supports are 

factors directly involved in the process of providing quality service 

to tourists, thus offering solutions must focus on the 

factorsmentioned.  
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