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ABSTRACT

COVID-19 pandemic has severely affected global economy with the
recessions all over the world. Businesses in the tourism and hospitality industry were
directly impacted including the tour operator business that has been disrupted. In
addition, the travel behavior has changed with the increased awareness in safety and
security. Consequently, quick recovery and adaptability are necessary for tour
operators to adjust their business operations according to the New Business Norms by
prioritizing the service quality development and adding more value to the customer
experience. In this academic article, the relevant concepts, theories, and researches in
the following aspects are introduced: 1) service quality 2) expectations of the service
receivers towards the service quality of tour operators in the next normal era, and
3) guidelines for tour operators’ service quality improvement in the next normal era.
This study aims to create the service quality management guidelines for tour operator
entrepreneurs to restore the customer confidence and to enhance customer
satisfaction, repurchase intention, and word of mouth, in order for the business to

sustainably remain in the tourism and hospitality industry.
Keywords: Service quality, Tour operator, Next normal, COVID-19
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Travel Experience) fiounisunsszuiaiol¥alain-19 givuinsdnauladenldvins
infisrlaefiansanainiafediusandundn uindsainaaiunisallsassuininiy
ngfnssutnvionflsnudsunvasmnuidnsduiudinlugluvulnl 4 fedussinduies
msfinnsandadenisesnuuunasuenisiniisaluganisuunddaly (Next Normal)
Fosieluil

5.1 avewrdeuazanulaenniy (Safety and Hygiene) U§usunuiinvieuiien
soaugn1sAusiivuiadnas uiiinsiuauadsluinieafieuansianisldlaios
Amudasnfouazgueunsis dudufedie wainssuinvieaiisangy Baby-Boomers uay
Silver Hair fleun1suniszuIaTes COVID-19 finsmanisaiinguiifdnsnimlunisldane
Frumsiendien lififesitaiFessssznauindinaundssuin aunguiasdisudndina
Tunmsiiumanndufives Hesmnndoyadussinsdnggogiuunliuiiesdonisihafes
nnsindesuusanindlefioufudsrrinsndudu gsfadnfieasndudondon
nagnsnIuInsTiliauddyFesetavemnntwdudiu (3unges, 2564)

52 Usgauni1saltaunig (Personalized travel planning and designing)
msUdunagnsmsiiaueysraumsainaiunslaefulisnzauiungAnssunmsvieaden
FLudeuly na11@en1sHuINITHUL “1an1zias9e” (Targeted approach) Auguuuy
ANuABINITuATIgAnTINvesnviefieluldazdisis (Generation) moulandseyana
Lidnziduuvuununisiduns Aanssufiaula wazsuuszanafimnzay Jawanisdisa
sUuvumsieaisrisauiulmivazaseuailuaniunisallsaszuindiesnlusniian Ae
“Myvieailnssined” uagAnssuvisadfisiaugulmiaulasnniign fe nisluaiuay
pszuAuANiIUeIg drunseuaidiesnsinreuluiiin Fuduussenia wazivdou
fluguwihtiu Wedunsanamdes (quéiauiivinsiusaanisviesdien, 2564)

5.3 AaunLazAMAT (Quality and Valued) AN TNUBINEATIINITUSNIS AB
dsidnveaiisnagfiansandusudunsnuinniiFosesna qudinuiinnisiunais
mMseadien (2564) uandliifiunadisatinveadisaauiulviindt 75.2% wagnguasoun
70.2% BudfiazsAriinuazanfiumafiginiiung euanfuauauislalunisenidn
vi3eufuasugnidu Tnslamizlull 2565 Aanunisallsaszuindsliuvuey nsliuinig
TUHUNITLRUNINAINAINABINITRNIENGUNTBYUAAARTY (Personalization Needs)
fduuinntu wardaudfTuuinstuitvaldiefgaiuuddunanedsdusenaussfati
igndeansliflsseanieassorussunisliuinsedisgfssau (Fair Play) lilendligsdoides
wazaindetio (Reputation And Credibility) 9mng5utinssieluluszeren

5.4 n15U3NIsTALAINAIATLNY (Surprising Customer) N5ULAUENIDUBY
suinsTiiunueaninevilfssdunufelainntu enfegiatu gty
n15U3N15 safu-deauudu Tnonnsdanisiludiud ilidnveaiieaidnmiusiula
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Tianudfyfuszugiianiedany (Social Distancing) w3en1sideniinnldinalulad
Mnasnlnluiiiedrs81uIsANAEAINLALAIN1TABBNAAIAIUANNITINLAIS 4
Tueaindisannisduialnenss (Touchless Service) sewinan1siAumng Wusiu
6. {liuin135le01Tn (Professional Service provider) LilolsigUsENaUNTTLSS

Uuifielfamnsaduiiugshadeluldfesinananusiudienngliuinimndiu iy
gafatufisrsndufesdinisufunmeiheulidanuduiioodndunisuinisuniund
Aeuanumsaiszuavendelifalain-19 dieluil

6.1 USuniruafwaznginssun1shiuinis (Attitude and Behavior) n1ala
Farusssun151#uInng (Service Culture) v0303AnsuuULTuSuUNTaduien (Teamwork)
aslidenstiauonisuinses iU NIIATEINNTY L auseiruailadn
$uU3Ng (Service Mind) tteliAnnsusmsiduae

6.2 MIUiuUg (Recovery) Matiiumavissiioaluaniunisailsaszuinidang
Anfiuey Aliusnisdesdivinuenisuilelamn (Problem Solving) aeinsgniauazsInisy
uazuAlvanunsallindugnizund (Recovery) leshesmsfimngan samdansioasiv
Fruuinstagldinaluladludnuazing 9 Faduinvefisuiuluganisuinmdslain-19
(World Travel & Tourism Council, 2021) Lﬁaa%ﬁqszwmidmauﬂﬁu'%ﬂm?i”’uwiusﬂauﬁq
nanvelaegauysal

6.3 n15liausiulared3uu3nns (Assurance) MngUszneun1saInnsa
a¥uenuidesiuliandusugiuuinisiuinueg anud yadnnmiiuansoanogiagnim
goutien ATonsemMUInIsia wazlimadanisdearsed siluszansaimvesliuinng
ogsliUszAnsam iR uiulasionngsuuins

fmﬂLmeﬂm'iﬂ%’Uﬂ'gaﬂmmwm’:tu%miéuaaqiﬁaﬁwLﬁaﬂuqﬂmmﬂﬂaﬁmlﬂ

(Next Normal) ffUsgneunisgsnainiiedesinainuiunagnsnisuimsianisniely
vosnuosiensinuaiiminswazulsuisnisuimsianisdiunisuinsiiiugiios
JansaanInn1suInslugadudanisusniseng 9 detausssunisuinisuanatienanuduy
floo1dn Wawurdnenm FnuzuazauinaiisassdoenLuuuNLLAzUINTULTE)
pumgRnssunufesnsvesinvieadfienuuiiugiuiiasnisnnihse Tinsunsssuinves
doladalain-19 dunardagviliusznevssininiisausugnsudeduiauiunsdnnis
Fuarudssiazamnimmsuinisiulfedneisyansnmannd iy

unegl

asUlunmsnvesunAuMsUTUUTIRuAINANTUINNTYRsgTRat e luga
AuUn@daly (Next Normal) ?ﬁlmiﬁﬁqL“f’Jummﬁwmﬂﬁm%’wgﬂizﬂ@umiﬁéfaqLw%mﬁa
n15U5UFULUUNITANENEIAINITUIAISINY (New Business Norms) Ingin3euainunies
Tunssiiugsadiileslugaaudnfdnlyu (Next Normal) fesaluil
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1. gsfaduiisadesufuunummsliuinsdunisuiegnindudivinuinig
5LAUMNS (Travel Consultant) Tasn1sdnynuszaunsallysimsnisvieniienfiiendnwal
aulandaudesnisveatdnrieafisrdioiioulvanudungu szeziiainisiiunig
sulssinm AnuazenUaendouavauewde uagAnnmn1sUINS Wud Aty

2. jadunisldimalulad (Technology) NM5uNUsEENALNTEAUNITUTIITIANTS
MsUSMsuazAmNFBIsIAreman TTiTudeuestinvioadien Methatu szuudany
ooulat! (Online Tracking) telsifFutinsiinfsnisesuarluauesanlfedssinisuay
Toyagniosusiuduazdsddyiignde Tnvisuilsraansaaunuuuuiieals (Realtime)
fuusgneumsgsiatuiisriifiuueld uenanimeluladdudeusslovmiionisdafivdeya
(Date base) LilemsiiAszimgAnssuuaramLfesNsvess LIS A Tuseef

3. a$1auasifinstusiinggsie (Alliance) lugnamnssunisviesiisanaznisusnis
iiemnuudannsamnsgsfafivusaudunisuinisanudssuaniunisalilivuuey
wazanunsaniinidaimuindndasinisvieafieluazn1suinIsuuuysanNs (integration)

a

899U denaraiilosiinisadianagnsvniinainlaedisudunsaindnsussloriuasyanii

Qe

a

vagsiatfisanazgiuusnislunaieniu

a. Mszuunsdeansuuulisessio (Seamless Communication a¥19aandesiu
waztdoladionan1nnisuinisvesgsiaiien duteamnenseansifinnuianiiives
waluladuazdendstasris o msafreufdusiusaafugiuuinsuasdunssuiunisuing
ﬁawmmi’mmmgmu’%mﬂé’ww%@mﬁ’u (Ali, Saleh, Akoi, Abdulrahman, Muhamed, Noori
& Anwar, 2021) WU N1INSIVEU %Lﬂi’wﬁsﬁaﬂﬂa NUNIUAIMUANLIAY (Reviews) UsEENSA N
yaslUsunsunsAumaazkiyudy q viionmsnouteiesseulunaniidmun Hudu

5. U¥uussdneninyaansidanunieslunisuinis sensenseduiney
nslHuImain (Upskill) wunsiineusailiyaansideusinue mmsvisaamihfiaulg
widlal 1wy nsnskusensiiieadewnanresunietanssulvy 9 WJudu uay
danduinuelng (Reskil) ieliyaainsufuiisiudenisiudsundasisanida 1gu
nsfimduinuzduneluladfdtauaznisieadervulaneeulad Wudu Senseuiud
svtheifiuusagdle Adslalunisadennuimiluasednvesyrainslugsiviudionly
nioui

win1sszurnveslsa COVID-19 é’J’qmﬁuﬁuagiLwimiﬁmd YTuuseAnean
funsuInsiaglidsaaninnisuinisvesssfatiiendsasdedinisdiusolusgia
seriledlugannuunidaly (Next Normal) FaSenlsindutladuddnuaziilavesnisuinig
flazanansniFenanudesiutasmadefionduaulifugsiniuiivadely
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