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A summary of new contributions both in terms of academic and practical aspects of the
dissertation is as follows:
1. Academic contributions

Firstly, much of the previous research on loyalty in the tourism industry was limited
to the B2C environment and very little research on the travel industry. Therefore, this study
makes an important theoretical contribution to the study of loyalty in the B2B
environmental travel industry and is the study of loyalty in terms of both behavioral loyalty
and attitudinal loyalty. This is the basis for the next research on loyalty in the B2B
environmental travel industry.

Secondly, this study inherits the model of service quality - customer value -
satisfaction - loyalty with additional elements of trust and commitment to clarify
relationships in business B2B environment. Furthermore, this study sheds light on the

relationships of service quality in the B2B environmental travel industry that have an



impact on the satisfaction of travel agent; satisfaction includes process-oriented
satisfaction and result-oriented satisfaction; Commitment includes emotional
commitment and calculated commitment.

Thirdly, this study has a comparison between business characteristics of the firm in
order to clarify the different influencing factors between business characteristics of travel
firm sending domestic tourists, travel firm sending outbound tourists overseas and foreign
travel firm sending tourists to Vietnam.

2. Practical contributions

Firstly, Tour operators are aware of the importance of customers as travel agents,
as well as the factors to retain customers of this chanel.

Secondly, depending on the business characteristics, the travel agent has different
interests in maintaining a relationship with the tour operator. Thereby helping tour
operators to invest in the most effective areas of their business to enhance the loyalty of

the travel agents.
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