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Executive Summary

The main purpose of this paper is to study the management of enterprises. A business case leads to the thinking and analysis of modern enterprise business management and ethics. The paper is divided into four parts. The first part is the introduction, which analyzes the complaints in this case with dialectical thinking. The second part is based on the concept analysis and understanding of business management, and analyzes some marketing management theories.  The third part summarizes and analyzes the causes of the complaint and some problems within the company. The fourth part puts forward the author's suggestions for the case company.












Contents
1 Introduction	3
2 Main findings	5
2.1 The role of managers	5
2.1.1 The role orientation of managers	5
2.1.2 The rights of managers	6
2.2 Challenges to Ctrip	8
2.2.1 Failure to improve the development level in time	8
2.2.2 High level complaints	9
2.2.3 Uncertainty of external environment	9
2.3 Management theory adopted by Ctrip	10
2.3.1 Six sigma management	10
2.3.2 Business process reengineering	10
2.3.3 Core competitiveness theory	11
2.3.4 4I Theory	12
2.4 Mainstream management theory and critical theory	12
2.4.1 Mainstream management theory	12
2.4.2 Critical theory of management	13
3 Conclusion	16
4 Recommendations	18
Reference list	21

1 [bookmark: _Toc6047]Introduction
This report takes Ctrip Group as the research object for case analysis. Ctrip Group is an online ticketing company, mainly engaged in hotel, ticketing, scenic spot ticket booking and travel management business. Ctrip was listed on the NASDAQ Exchange in 2003, acquired the British travel search platform Skyscanner in November 2016, and was listed on the Stock Exchange of Hong Kong in 2021 (Ctrip 2022).
Ctrip Group is composed of five business divisions: hotel, air ticket, wireless, tourism and vacation, and business travel management (BYTS 2022). Each business division has its own office, operation management, human resources, planning and finance departments, and implements independent accounting and operation.
Ctrip online travel platform has become the main tool for Chinese consumers to travel. The author of this report purchased the international air ticket from China to London on October 1, 2022 through Ctrip. The refund of the air ticket has not yet arrived due to the cancellation of the flight. The author's family has complained many times on the platform and still hasn't solved the problem, which has aroused the author's concern about the management of Ctrip.
It is assumed in the report that Ctrip received complaints from the airline business department, and customers complained to the department about the difficulty in refunding fees and the failure to arrive at the account in time. This report will study this problem, investigate and analyze the role of Ctrip managers, business strategies, mainstream management theory and management critical theory, and provide corresponding action plans and strategies to solve the complaint.
2 [bookmark: _Toc29891]Main findings
2.1 [bookmark: _Toc28863]The role of managers
Managers are the key factors that determine the sustainable development of an enterprise. They need to screen employees with appropriate abilities and establish standard methods to train employees, and provide incentive wages to employees to increase output. The competent managers can make reasonable decisions, maximize the benefit output through small cost input, and finally realize the satisfaction of personal interests and the promotion of enterprise value, so as to maximize the enterprise benefits.
2.1.1 [bookmark: _Toc8515]The role orientation of managers
Managers play three roles in the enterprise: interpersonal, information and decision-making. Different roles play different roles in the organization (Mintzberg 1973). The interpersonal role requires managers not only to interact frequently with internal members of the organization, but also to keep in touch with customers and collect customer feedback in order to adjust strategies at any time. The role of information requires managers to keep an eye on changes in industry standards and the external environment. The international environment has become an increasingly important influencing factor in the external environment. Organizations in all fields should rearrange themselves around the goal of meeting cross-border needs and aspirations (Daft 2018). The decision-making role involves the decision-making process, the rational allocation of internal personnel, the search for future development strategies and the resolution of internal contradictions. Managers need to constantly change their role positioning, work content and focus to meet the development needs of the enterprise (Dong 2018).
Through the investigation of similar cases in the past, it was found that although Ctrip was able to pacify customers quickly, the managers did not fully communicate with the external public, did not pay attention to the changes in the external environment, and only took the handling of complaints as a part of daily public relations (He 2016), resulting in the solution did not achieve the expected effect.
2.1.2 [bookmark: _Toc17981]The rights of managers
The high-level echelon theory (Hambrick 1984) believes that different gender, age, functional experience and other internal factors will make managers make different business strategies and affect the performance of enterprises. The power of the management can suppress inconsistent opinions, which is a management behavior that the enterprise endows the management with the ability to make decisions based on personal will (Finkelstein 1992).
The power of management promotes and hinders the growth of the enterprise at the same time. Reviewing the decisions made by Ctrip's senior executives and the annual report of the enterprise in recent years, we can find that in the early stage of the development of the enterprise, Ctrip is faced with the problems reported by distributors and complained by customers at the same time. At this time, the management has the highest degree of decision-making freedom and power, and solves substantive problems through continuous improvement and guarantee of services; In the middle stage of development, it focuses on symbolic behavior, attracting consumers through public charity, product promotion and loss compensation; In the mature period of enterprise development, the decision-making freedom of managers is improved, and the sustainable development of the enterprise is achieved by stimulating enterprise creativity (Guo 2022). Therefore, when the enterprise is in different development periods, the power given to managers is different, and managers need to make differentiated management behavior under different power levels.
Therefore, managers need to constantly change their role orientation, keep communicating with members inside and outside the organization, and find out whether this complaint involves decision-making errors or chain reactions caused by internal conflicts. And keep an eye on the changes in the external market environment, whether it is necessary to change the strategy according to the external environment at that time. In addition, managers should also take full account of uncertain factors to formulate emergency plans, incorporate the problems occurred this time into the emergency plan library, and establish a prediction model to manage possible future events and formulate response plans.
2.2 [bookmark: _Toc2026]Challenges to Ctrip
2.2.1 [bookmark: _Toc29829]Failure to improve the development level in time
Up to now, more than half of the Online Travel Agency (OTA) and related upstream and downstream brands in the market are related to Ctrip in business. Through mergers and acquisitions, strategic cooperation and acquisitions, Ctrip has made its product line cover many fields such as hotels, air tickets, vacations, corporate business trips and scenic spot tickets. The market strategic share of the online industry has exceeded 60%, and it has the strength and confidence to monopolize the market. However, in the years after the rapid expansion, the potential problems gradually emerged. On the one hand, in order to eliminate a large number of mergers conducted by competitors, Ctrip has not had time to digest. Ctrip and its affiliated companies do not have much business collaboration and have not incubated very successful projects so far. Ctrip just integrates their supply chain into the unified management of Ctrip.
2.2.2 [bookmark: _Toc3966]High level complaints
Seeking profits in traffic ticketing, Ctrip has been involved in the complaint storm of bundle sales and abnormal fees for refunding and changing tickets for many times. Table 1 shows the list of the top 3 enterprises in terms of complaint rate in 2015 (People's Daily Online 2015).
Table 1  Complaints rate
	Online tourism enterprises
	Tuniu
	Ctrip
	Qunar

	Online complaints rate (%)
	42.13
	22.44
	12.99



Table 1 shows that Ctrip is in the forefront of complaints, nearly 20% higher than Qunar.com. The response rate of Ctrip after complaints ranked last among the five online tourism enterprises, as shown in Table 2 (People's Daily Online 2015).
Table 2  Response rate after complaints
	Online tourism enterprises
	LY.com
	eLong
	Qunar
	Tuniu
	Ctrip

	Response rate (%)
	100.00
	100.00
	96.49
	81.82
	79.82



2.2.3 [bookmark: _Toc31523]Uncertainty of external environment
While technology promotes social development, it also brings environmental uncertainty. The life cycle of products is shortened and the personalized demand of customers is increasing. This requires managers to always pay attention to market changes and implement dynamic management strategies to continuously improve product quality and consumer satisfaction (Wang 2013).
2.3 [bookmark: _Toc9656]Management theory adopted by Ctrip
2.3.1 [bookmark: _Toc13279]Six sigma management
Six sigma management is a management strategy, in which sigma represents the process of providing value to users. The smaller the value, the less the cost, and the stronger the ability to meet the demand. The idea of Six sigma is that enterprises should establish higher standards and find out as many defects as possible in the system. Its implementation steps should follow the five steps of define, measure, analyze, improve and control, and make cyclic improvement in order to pursue zero defect production, reduce defects in products and services, and make the project as perfect as possible (Tjahjono 2010 p.216). With the perfect commercial pursuit of "zero defect", Ctrip has promoted the substantial reduction of quality cost, and finally achieved the improvement of financial performance and breakthrough of enterprise competitiveness (He 2015).
2.3.2 [bookmark: _Toc7269]Business process reengineering
Business Process Reengineering (BPR) is a management idea, which aims to enable enterprises to carry out comprehensive transformation and fundamentally rethink and design the current management strategies, including business processes, management technologies, organizational structures (Guha 1993). BPR can effectively reduce the cost of enterprises and improve the quality of service.
The key to successful implementation of BPR needs to consider factors such as obstacles, risks and interference strategies in many aspects, and it will cost a lot to make a thorough change to the enterprise. BPR contains the methods and essence of many management theories, and has been thoroughly reformed for a long time, but there are still many cases of implementation failures. The reason for most failures is often due to the over extension of BPR ideas, the neglect of the problems of the executors and the defects in the implementation methods, but not to the BPR concept itself (Altinkemer 1998). Despite the high cost of implementing BPR, the survey shows that 88% of CIOs are satisfied with the business operation after implementing BPR, and most companies say they are willing to further increase the number of projects implementing BPR (Motwani 1998).
2.3.3 [bookmark: _Toc13270]Core competitiveness theory
The enterprise's ability to develop new products and invent unique marketing methods reflects the enterprise's innovation ability. Its essence is the embodiment of the enterprise's core competitiveness, which enables the enterprise to develop at a lower cost and faster speed than its competitors. The combination of insight, consistency and portfolio innovation management based on traditional innovation management is conducive to enhancing the core competitiveness of enterprises and obtaining sustainable advantages (Yang and Zheng et al 2003). Enterprise innovation mainly includes strategic innovation, market innovation, cultural innovation, organizational innovation, technological innovation, and management innovation (Hantif and Kamran et al 2017).
2.3.4 [bookmark: _Toc12897]4I Theory
The 4I (Interesting, Interests, Interaction, Individuality) theory refers to that enterprises design strategies according to the objectives of enterprises, form benign interactions with consumers through the network, meet customers' personalized needs, cultivate consumers' brand stickiness, and dominate various resources of enterprises to achieve strategic goals. Based on the 4I theory marketing strategy, Ctrip Travel Live is a beneficial practice that takes the customer's personalized needs as the strategic transfer (Lian 2022).
2.4 [bookmark: _Toc24137]Mainstream management theory and critical theory
2.4.1 [bookmark: _Toc636]Mainstream management theory
The mainstream management theory holds that the responsibility of managers lies in understanding and establishing the relationship between the enterprise and the external environment, predicting the changes of the external environment and formulating plans. The practice of managers mostly involves the formulation of rules, which may cause conflicts between internal interests and external interests. Therefore, negotiations and political compromise between internal and external members of the organization are required when formulating rules (Quinn 1978). In addition, Alvesson and Willmott believe that management privileges must be centralized among managers, because only management elites can promote organizational change. As a result, managers with all kinds of power control costs through measurement and analysis, achieve utilitarian purposes through calculation (Alvesson 1997), and cover up interests and value orientations as ethical and logical, which is the technologism in mainstream management theory.
2.4.2 [bookmark: _Toc19986]Critical theory of management
The critical theory of management first appeared in the 1980s, when a social constructionist methodology based on human cognitive development and learning process was formed to compete with the case or empirical methodology (Kim 2001). Its philosophy and epistemology were derived from Habermas' critical theory of Frankfurt School and Kant's criticism of empiricism respectively. According to the critical theory of management, it is the decision of every management scientist to understand and give meaning to organizations and their management world (McCarthy 1985). Kant believes that thought is the meaning we give to the world, and the so-called external world is a kind of ideological construction, which is the product of the processing or construction of our sensory input by thought. 
The critical theory of management has accepted the view that science always observes and explains through the existing paradigm or understanding framework, that is, it recognizes that the production of knowledge depends on the two-way interaction between theory and experience, and recognizes that the development of management is a two-way interaction process between empirical observation and transcendental paradigm (Lou 2013).
The core of critical management theory is a deep skepticism of mainstream concepts and forms of management and organization in terms of moral defensiveness and social and ecological sustainability (Adler 2008). The critical theory of management criticizes the mainstream management theory. For example, the critical theory of management believes that it is very unstable for managers and management practitioners to impose their own will on the spiritual authority of others in the management guidance. Because management knowledge is highly variable, the process of organization and its management world is dialectical or interactive, and management practitioners and management practitioners promote each other, It should not be completely subordinated to a management authority. The critical theory of management also criticizes the dualism of the dominant philosophical orthodox Descartes about the complete separation of epistemology and epistemology (Daniel 2000), that is, the theory of management scientists is objective and neutral. However, the analysis of the critical theory of management lacks certain authority. If the description and analysis must go through social construction and form specific values and interests, then the critical theory of management itself will also have problems.
The critical theory of management hopes that management experts can take into account the awareness of organizational members as natural persons when formulating strategies, so that members can spontaneously reform the existing management status quo. However, this idea is still too idealistic, so it is necessary to combine the existing management theory, incorporate the thought of management critical theory, appropriately change the strategy, establish the authority of consensus reached by the organization personnel, and try to avoid the recurrence of problems caused by internal conflict resolution.
In the face of the impact of the epidemic, the siege of Meituan, Ali and other competitors, and the changes in the industry environment, Ctrip strives to develop new businesses and find new traffic. For example, vigorously develop high-quality leisure products for peripheral tourism, and launch the "Revitalization V Plan" (Yu 2022) in 2020. In recent years, consumers' complaints and revelations about Ctrip's bundled sales, big data killing, and resale of orders have plunged it into a huge reputation crisis, and even affected users' overall impression of the OTA industry. In an open letter to shareholders, Ctrip said that it adheres to the core values of customer-centric and will take more social responsibilities to promote the industry progress (Bai 2018).
As a service industry, Ctrip should pay more attention to customer experience, handle the relationship with customers, and improve service quality, so that it may always be in the leading position in the industry, without worrying about the collapse of a thousand mile dike.
3 [bookmark: _Toc29429]Conclusion
This report investigates and analyzes the role of Ctrip managers, business strategies, mainstream management theory and management critical theory. Ctrip is an organizational enterprise of the business division. Each business department implements independent accounting and operation, but all of them are directly managed by the senior management. Therefore, the management philosophy will have similarities, and these management concepts are very mature. However, according to the 2015 report, Ctrip's complaint rate ranked among the top three among similar enterprises. The reasons for a large number of complaints include that Ctrip was making a large number of mergers and acquisitions of other enterprises at that time, trying to expand the market scale rapidly, but it was too late to digest, leading to internal business conflicts; Furthermore, because the information technology developed very fast in China after 2015, Ctrip failed to meet the growing demand of consumers, resulting in a high complaint rate at that time. Today, Ctrip is still facing a large number of consumer complaints, which reveals that Ctrip has problems in its management model. Although Ctrip can quickly pacify customers when facing complaints, the process of handling complaints is not perfect, and it only takes complaints as part of daily public relations, resulting in the formulated solutions not reaching the expected effect.
The survey of consumer complaint data in 2020 shows that the amount of complaints about traffic ticket issues is the highest, and the vast majority of complaints are about ticket refunds. Not only Ctrip, but also all online ticket service companies are faced with the problem of ticket refund. Most online ticketing service platforms, such as Ctrip, tend to get refunds from airlines by way of postponement and then return them to customers, while some companies charge service fees to speed up refunds (Xiao 2021). Although this approach is technically effective, the complaint rate is slowly declining. However, if the enterprise does not put the interests of consumers in the first place through a critical perspective, it will meet its own interests through self insurance.
In addition, the complexity and diversity of airline rules and changes in the external environment have also resulted in slow and difficult refunds for customers. Around because of the influence of the outbreak of the new champions league policy changes quickly, and ctrip product description is not enough careful, not update product description combined with local policy, and the online customer service training does not reach the designated position, leading to users to call to get the wrong answer, interfere with the customer's decision lead to refund ticket, plus the airlines for large order complex refund rules so as to cause the customer's complaints.
Through the analysis of the critical theory of management, it can be found that the managers of Ctrip impose their own will on all departments too much and fail to reach the unity of opinions among the members of the organization, which leads to the vagueness in the formulation of handling measures. Moreover, the reasons for the occurrence of complaints are not analyzed in detail, which leads to the frequent occurrence of complaints. Therefore, Ctrip needs to avoid the occurrence of complaints from the root and develop a set of standardized and clear processing procedures.
4 [bookmark: _Toc7372]Recommendations
Through the customer satisfaction survey, it can be found that the degree of contact between customers and Ctrip is in direct proportion to sales opportunities, and the deeper the contact with consumers, the greater the sales will be (Liu 2012). Compared with Ctrip, Tongcheng Yilong can become the only OTA (Deng 2021) that will make profits in four quarters in the world in 2020. Its way of handling customer complaints and differentiated management behavior are worth learning from Ctrip. According to the survey summary and the practices of other companies, the following plans and strategies are proposed to deal with the problems.
· Action Plan
For consumer complaints, the principle of "internal settlement first, then upgrading to external procedures" should be followed. First of all, after receiving a complaint from a consumer, a notice of acceptance shall be issued to the consumer via SMS or email to prove that Ctrip has attached importance to the complaint and is handling it. Then Ctrip should give a reply to the consumer within the specified time and feed back the processing progress in a timely manner. On the other hand, enterprises need to strengthen communication with airlines, shorten the refund review cycle, eliminate transferring losses to consumers, and handle refunds in a timely manner.
· Operational Plan
If the situation is complicated and can not be satisfactorily handled within the specified time, the notice must be issued again and the customer service staff must be arranged to pay a return visit, explaining the relevant situation and saying that the complaint is still being handled, so as to stabilize the customer's sentiment. By setting up offline service points, the interaction between enterprise managers and customers can be increased to meet the personalized needs of customers. If necessary, the company can launch the compensation system to demonstrate Ctrip's customer-oriented attitude in actively handling complaints.
· Strategy
(1) In view of the lack of customer service professionalism exposed in the complaint, it is necessary to understand whether it is caused by individual or enterprise factors. If the individual is in poor condition, a response team should be established to monitor the customer service handling complaints and establish a relevant punishment mechanism. If the enterprise training is not in place, it is necessary to strengthen the training of professional competence. The training program should include the enterprise's rules and regulations, language expression and communication skills, psychological knowledge, complaint handling processes and strategies. Through training enterprise rules and regulations, complaint handling processes and strategies, customer service personnel can fully understand business processes, and help customer service personnel better handle complaints through language expression and psychological knowledge. In the face of consumer complaints, we should first listen to consumer complaints patiently, wait for consumers to vent their emotions, understand the causes and problems of the complaints, then apologize, and finally take appropriate strategies.
(2) In view of the internal management problems exposed by complaints, a reward and punishment mechanism linked to complaints will be implemented. Establish a reward and punishment system linking consumer complaints with personnel system, performance bonus and department honor, promote the management method of positive incentive, and strengthen the psychological cognition of the integration of interests of each department. Inform the business departments with more complaints, incorporate customer complaints into the promotion and performance assessment indicators, and reward the staff in the departments with no complaints or small complaints.
(3) In view of the optimization of the refund process, Ctrip needs to strengthen the protection of consumers' rights and interests, speed up its response to complaints, and establish a ticket purchase insurance mechanism. In addition, it is also necessary to properly adopt the transformation strategy, make the most of the changes brought about by the external environment with the help of brand upgrading and internal personnel adjustment, and actively carry out activities with the online variety show based on the marketing model of Tongcheng Yilong, so as to improve the brand exposure.
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