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Abstract 
Today, hotels need to find ways to be different on the market where they operate. They compete for 

loyalty from guests’ side and strive to differentiate their brands. At the same time, guests can easily 

switch between service providers, once they are not happy with the quality of received service. The 

competitive environment puts pressure on hotel management to know their guests’ preferences and 

to deliver the best service possible according to the taste of their guests. When it comes to service 

failures, research has pinpointed the importance of recovering for them in order to keep the guests 

loyal, which contributes to brand value. On the other hand, brand evokes expectations from 

customers’ side, which then raises a question of how service recovery and brand can be connected 

in theoretical and practical ways. Current research lacks explanations of how to make service 

recovery more sophisticated and equivalent to the brand promise. The aim of this thesis is therefore 

to reach higher level of understanding of service recovery processes and to provide the tools for 

possible improvements for existing practices with regards to service recovery in the hotel industry. 

Three theoretical fields of service recovery, customer loyalty and branding are molded in one 

theoretical framework to make a more profound overview of service recovery. Such framework 

combined with two layers of empirical data from a multiple case study and a survey with potential 

hotel guests. Altogether, this data allowed us to provide an understanding of why service recovery 

matters from the viewpoint of branding and how to approach it strategically. This was done through 

uncovering insights from social actors who are involved in the service recovery process. The results 

of this thesis showed that currently service recovery is addressed through listening to customers’ 

evaluations, dealing with complaints and involving front-line employees.  Nonetheless, the results 

also imply room for improvement with regards to active implementation of instant service recovery 

inside the hotels and investment of more resources for front-line employees. Following this, it has 

been possible to outline theoretical contributions and managerial implications, such as meetings 

where managers and front-line employees discuss documented guest feedback. In conclusion, this 

study is valuable for theory, since it allowed to make contributions in the form of service recovery 

implementation. Thus, this thesis proposes a valuable tool for hotels for making service recovery a 

competitive advantage for their brands.   

 

Keywords: service failures, service recovery, customer loyalty, brand value 
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1.0 Introduction 
 

1.1 Introduction 
With a quick click for reviews about service on the Internet, anyone can read about customers´ 

reactions to disappointing incidents during service experiences. Oftentimes, the customer has 

discovered the incident and reported it without receiving a satisfactory response, as in this example 

about a visit in a five-star hotel in: 
 

“My very small room, facing the courtyard, had a lovely coffee machine. However, the cup was full of hairs. Turning to 
the bathroom, the light switches very ugly and dirty /…/ After having informed the reception, it took them 30' to take 

care of that ugly signature. Nobody excused, no sign of compensation. However, the hairs have not been removed, the 
lights switches have not been cleaned. /…/” (Philotzi 2016) 

 

Perhaps most interestingly, a mistake from a hotel such as this one followed by insufficient 

recovery causes a destructive tone from the customer. This is seen in words such as “ugly”, 

“nobody” and “no” (Philotzi 2016). Such exceptions of the rule as seen in the above citation are 

called service failures in theory and are described as incidents which disturb the harmony of the 

service system as flawless service is no longer delivered (Hart et al. 1990). Service failures and how 

to recover for them is a topic which has been the subject of ongoing discussion within the field of 

Service Management for numerous years. Hotels and other service providers usually perform their 

services in the presence of customers, yet theory argues that failures could always happen (Hart et 

al. 1990). Additionally, a service failure is a truthful instant which puts the relationships between 

the customer and the service provider at stake (Rashid & Ahmad 2014). This already points out that 

a service failure and the following recovery process of it is a part of the relationship-building with 

customers. 

 

Some would maybe claim that service failures always have a natural explanation or occur only as 

exceptions which underline the rule. However, service failures could carry potential wake-up calls 

for service providers, since complaints open an opportunity window to compensate for the failure 

(Hart et al. 1990; Rashid & Ahmad 2014; Magnini et al. 2007; Singh & Crisafulli 2015; Ok et al. 

2007). Thereby, the customer could become surprisingly satisfied and consequently loyal to the 

brand (Ibid.). Also, successful recovery can lead to significant chances for the customer to purchase 

from the same service provider again (Lu et al. 2015). Nonetheless, such positive outcomes still 

depend on the customer´s perception of the recovery process. Explicitly, it is known that the way 

customers are treated will determine their perception of the service provider (Brakus et al. 2009). 
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The treatment is linked to front-line employees, whom are considered to be the face of the brand 

(Gromark and Melin 2011). Their capability of living the brand will assure that the service provider 

builds strong and long-lasting relationships with customers (Ibid.). Therefore, they should be 

sufficiently knowledgeable and empowered to execute the needed actions in order to eliminate the 

customer´s dissatisfaction as well as not to violate the relationship with the customer (Wamuyu et 

al. 2015). This implies that front-line employees play a significant role for avoiding dissatisfaction 

and negative word-of-mouth from customers, as seen in the citation of the hotel review above. To 

add further to this, one study has led to more than 800 causes for customers to switch brands, all of 

them rooted in precarious behaviors of service providers and their employees (Keaveney 1995). 

Thus, to reach successful service recovery it would be necessary to realize that the front-line 

employees represent the brand and that their role will be evaluated by the customer in service 

recovery situations.  

 

It could therefore be summarized that service failures followed by recovery could leave customers 

feeling either satisfied or dissatisfied. This is because customers´ experiences with brands will lead 

to certain emotions, responses and evaluations (Brakus et al. 2009). More specifically, customers 

perform stronger connections with brands if they feel emotionally attached to the service provider 

(Bolton et al. 2014). Hence, if service recovery is performed in a way that is emotionally satisfying 

for the customers, the brand of the service provider will be strengthened. One could therefore 

conclude that proper service recovery will overall cause customers to attach to the brand. This could 

be done because every memory that the customer has of the service experience will affect the 

evaluation of it. As such, customers will answer to successful recovery with goodwill (Hart et al. 

1990).  

 

1.2 Problem formulation 
As the citation above pictured a hotel review, it should be emphasized that the dilemma of service 

failures and service recovery in the hotel industry is interesting to focus on. Hotels operate in a 

competitive environment where the need to stand out from other brands in the market is at high 

stake (Bolton et al. 2014). Moreover, a brand usually plays an important role for customers when it 

comes to the choice of hotels, since it gives certain promises that lead to formation of expectations 

(Cheng2012). Together with this, hotels strive to gain customer loyalty just like all other service 

providers. In today’s world, it may however seem that making customers loyal to certain brands is a 
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hard goal to accomplish. Customers nowadays have higher demands (Javornik & Mandelli 2012) 

and can easily switch to other service providers once they are not happy with the service (Bansal & 

Taylor 2015). It could be assumed that this dilemma is even more emphasized for hotels with high 

rankings. For example, customers tend to be more sensitive to mistakes when they feel that they 

have lost money or time (Keaveney 1995). Therefore, it could also be assumed that customers are 

more sensitive to flawless service when they pay a premium price, such as for example in 4/5-star 

hotels. Consequently, it would be reasonable to argue that such hotels need to know the guests´ 

views of service recovery to be able to approach such recovery for a failure in a strategic manner 

and to satisfy customers in a way that is consistent with expectations of the brand. Thus, it makes 

sense to argue that service recovery should be a part of brands for such hotels.  

 

After having researched extensive amount of theory on the given topic of service recovery in the 

hotel industry, it became clear that service recovery should be a way to make customers happier 

(Magnini et al. 2007; Singh & Crisafulli 2015; Ok et al. 2007). However, even the best service 

providers fail to offer service delivery based on their customers´ preferences and to address 

emotions from customers (Bolton et al. 2014). We asked ourselves how to recover in a way that is 

sufficiently sophisticated and how to provide service recovery in a brand-oriented way in order to 

turn recovery in to a competitive advantage for hotels. Such wondering was caused by previous 

considerations of the 4/5-star hotels and their specific clientele of customers. Theory however did 

not seem to provide an answer to such wondering and a gap in theory was therefore identified. 

Hence, this thesis proposes something that goes beyond pure compensations and standardized 

service.  

 

 It is important to mention that we are aware that the approach of service recovery in a more 

strategic way could be perceived as somewhat doubtful by hotels management. This could happen 

since emphasis should go to prevention rather than to service failures. On the other hand, theory has 

suggested that the topic of service recovery is of particular importance for customers. Since failures 

could always happen, we emphasize that special importance should be given to making service 

recovery more sophisticated and planned in 4/5-star hotels. As a theoretical gap was identified, we 

consider this study to be relevant.  
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1.3 The choice of studying hotels and potential customers  
The initial point of interest for this study was the Oresund region, since it is characterized for its 

tourism industry as the one that “… aims to be the leading metropolis in Northern Europe in terms 

of attracting and retaining international investments, companies, tourism and talent” (Greater 

Copenhagen 2016). It has been decided to study the hotels of Copenhagen, since this city is the 

capital of the region. Based on the aforementioned challenges within the hotel industry and for 

high-ranking hotels specifically, this thesis will only focus on 4/5-star hotels in Copenhagen. This 

choice was also based on the assumption that customers have higher expectations of such hotels, 

which puts more pressure on delivering even higher quality of service recovery.  

 

In order to keep this study intact, Copenhagen is also the city for the population of the target group 

of potential hotel guests. We have chosen to study potential hotel guests who belong to generation 

Y, aged 23-35. This choice is based on the characteristics that these people are educated and travel 

more than ever to various destinations (Kuusela 2011). We therefore assume that they tend to be 

more knowledgeable about their expectations with regards to hotel visits. Accordingly, this study 

will be delimited to only 4/5-star hotels in Copenhagen and potential hotel guests living in the same 

city. To unfold the topic of service failures and recovery, a management perspective has been 

chosen in order to understand and possibly improve current practices of service recovery.  

 

1.3.2 Research Questions 
The purpose of this thesis is to reach a higher level of understanding through explanation of service 

recovery processes. Based on this understanding, we also intend to provide a normative perspective 

in this thesis by presenting tools for possible improvements for existing service recovery practices. 

This thesis is grounded in a management perspective and has one theoretical and one practical aim. 

The theoretical aim is to formulate an interdisciplinary direction of separated theoretical fields and 

to pinpoint a specific combination of theoretical components for better explanation of service 

recovery processes. The practical aim is to explain and highlight why and how hotels could deal 

with service recovery in reality and to gain competitive advantage. To cover these aims, the 

following research questions have been formulated:  

 

Why does service recovery matter from the viewpoint of branding for 4/5-star hotels in 

Copenhagen? 
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How could hotel management utilize strategic tools for handling service recovery in a brand-

oriented manner? 

 

1.4 Definitions of theoretical terms 
At this early stage, it is relevant to provide definitions for the recurring theoretical terms service 

failure, service recovery, and brand.  To begin with service failure, one definition of this term is 

“any service-related mishaps or problems (real and/or perceived) that occur during a consumer’s 

experience with the firm” (Maxham 2001 in Singh & Crisafulli 2015:119). A service failure is an 

exception of the rule or an obstacle which breaks the flawlessness of the streamlined coordinated 

service system. Yet, some factors are uncontrollable to this service system, such as a customer´s 

taste or bad weather (Hart et al. 1990). The customer´s response to a failure tends to be one of 

dissatisfaction, based on the premises that the customer´s expectations were not fulfilled by the 

service performance. The dissatisfaction is in itself a state of negativity, alongside certain negative 

emotions such as frustration and powerlessness (Singh & Crisafulli 2015). Lastly, failures are 

divided in theory in to internal and external failures. External failures are discovered by the 

customer and may bring costs to the service provider, such as refunds or extra service provided to 

the customer for free (Mudie & Pirrie 2006). This thesis will focus solely on external failures, as 

these might influence the customer-hotel relationship and may require extra efforts from the service 

provider to recover for the mistake. 

 

Moving on, the definitions for service recovery and brand will now be outlined. Service recovery is 

defined as “…a subsystem of the more comprehensive service delivery system” (Duffy 2000:279). 

Recovering for service failures can boost customer satisfaction and increase customer loyalty. This 

is why a service recovery system is necessary to include in the service delivery system, 

Consequently, a service recovery system can become “a source of competitive advantage” for 

service providers (Duffy 2000:277). Lastly, a brand is defined by the American Market Association 

as a “name, term, sign, symbol, or design, or a combination of them, intended to identify the goods 

and services of one seller or group of sellers and to differentiate them from those of competitors” 

(Keller 2013:30). A brand is also given a meaning for the relationship between the brand and he 

customer. Customers are faithful and loyal to the comprehension that the brand will perform in 

specific ways and offer them value (Keller 2013). The brand acts as a “relationship builder”, and 

constitutes a process which begins with the relationship between the service provider and the 



9 
 

employees (Brodie et al. 2009:345).  This relationship is then further translated in to the relationship 

between the service provider and the customers (Brodie et al. 2009). These definitions of service 

failure, service recovery and brand constitute the understanding of these theoretical terms for this 

thesis. 

 

1.5 Delimitations of the thesis 
As a last note for the chosen topic, the delimitations will be outlined, followed by limitations. As 

previously mentioned, this thesis has been delimited to 4/5-star hotels in Copenhagen and potential 

hotel guests living in the same city. The results can therefore not be generalized neither to hotels of 

lower ranking nor to hotels outside of Copenhagen or Denmark. A management perspective has 

been chosen as a further delimitation has been chosen as a further delimitation, because 

management is in charge of hotel policies and overall practices of services. Insights from other 

employees were therefore excluded from the thesis. Another delimitation is that this thesis covers 

only potential hotel guests from a specific age-range within generation Y, thereby not younger or 

older age. This group of potential hotel guests was asked questions related to leisure visits only. 

Business guests were thereby excluded from this study, based on the assumption that their 

perceptions of hotel visits and service recovery would be incomparable to leisure. Accordingly, the 

results cannot be generalized to customers overall. Lastly, we have chosen to focus only on external 

service failures, which cover incidents which happen in the presence of customers. This means that 

the results from this thesis cannot be compared with any service failures happening outside of the 

presence of customers. 

 

Following these delimitations, there are also some limitations of this thesis worth explaining. The 

first one is the inconsideration of possible cultural differences in customer perceptions, with respect 

to service failures and service recovery. This means that the influence that culture could have on 

service recovery is not covered in this thesis. Secondly, the study is mainly qualitative, which 

means that statistics has been provided only as a supplementary method to present a snapshot of 

potential hotel guests’ perceptions of service recovery. The third limitation concerns the validity of 

results. Since this is a contemporary study, its results are only going to be valid for the time when 

the hotel industry and customer perceptions of service recovery remain the same. Therefore, 

strategic changes within the hotel industry as well as changes of customers´ expectations could lead 

to other findings than the ones in this study. A fourth limitation is that type of hotel, ownership and 
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size of the respective hotels in the study have not been taken into consideration. The hotels have 

rather been categorized on the basis of their branding perspective and approach to service. Such 

categorization is seen as more relevant by us from the viewpoint of service delivery. Nonetheless, if 

the categorization would have been made differently, other conclusions could have been drawn. As 

a fifth limitation, the conclusions could also have been different if the guest perspective would have 

included the actual guests of the studied hotels. This has been decided to exclude for the purpose of 

avoiding possible bias from the actual guests´ previous hotel experiences and to provide an outside 

view of service recovery. Finally, the sixth limitation is the risk of unconscious subjective bias from 

us as authors. This is mentioned because we have used the adductive approach to interpret meanings 

from insights provided by hotel managers and potential hotels guests in this study. 

 

1.6 Disposition of the thesis  
As the problem and choice of topic have now been described, the overview of the thesis shall be 

presented. The following model visually represents the disposition of the thesis (see Figure 1): 

 

 

 
 

 

 

 

 

Figure 1: Disposition of the thesis, created by the authors 
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 2.0 Methodology  
 

This chapter is going to review and discuss the methodology behind this thesis. It presents a range 

of choices for the research design of this study, from philosophies all the way to techniques and 

procedures. The structure of the chapter goes back to the six layers of “the research ‘onion’” (see 

Figure 2), which has been followed from the outside and in for all methodological practices. In 

summary, our research design has taken the following form: 

 

 

 
 

 

 

 

 

 

 

 

 

 

 

     Figure 2: Adaptation from “The research ‘onion’” (Saunders et al. 2009:138) 

 
2.1 The philosophies behind the thesis 
Starting with the philosophies behind our research design (see Figure 2), the chosen paradigm and 

its assumptions will now be described. It begins with the interpretivist paradigm, followed by the 

idealist ontology and the constructionist epistemology. 

 

2.1.1 The interpretivist paradigm 
The underlying paradigm for the thesis is the interpretivist paradigm. Following the interpretivist 

paradigm, social reality is seen as a creation of the people who are living in it (Blaikie 2009). This 

means that people form the meanings and interpretations of such reality (Ibid.). More specifically, 
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the answers to the research questions of this thesis have been developed through matching 

theoretical fields to meanings and interpretations of hotel managers and potential hotel guests. 

Service recovery in hotels is fairly dependent on their beliefs and subsequent practices and 

behavior. Therefore, the social meanings and interpretations of them have dictated the choice of the 

paradigm and its assumptions. Subsequently, hotel managers and potential hotel guests are regarded 

as the two units of analysis in this study. Hotel managers have been chosen since they set the 

policies of service recovery handling. Hotel guests have been chosen since they are the receivers of 

such service recovery.  

 

2.1.2 Ontology and epistemology 
In alignment with the interpretivist paradigm, the ontology and epistemology for this study are 

idealist and constructionist respectively. These two underlying assumptions describe how the nature 

of social reality is built and what kind of knowledge is conceivable (Blaikie 2009). To begin with, 

the idealist ontology implies that social reality constitutes shared interpretations formed by social 

actors (Ibid.). Therefore, the choice of the idealist ontology goes back to the topic of service 

recovery as a matter which requires uncovering of the views of the people who are affected by it. In 

the context of service, service delivery is a process which involves people and is based on their 

perceptions and actions (Saunders et al. 2009). This implies that service recovery, as a part of 

service delivery, is driven by humans´ interpretations and actions. This is what we attempt to gather 

and analyze, by looking deeper in to how hotel managers and potential guests as social actors 

interpret service recovery. 

 

Following this, the constructionist epistemology is concerned with everyday knowledge as a result 

of people making sense of their interactions with the world around them (Blaikie 2009). This has 

dictated the way empirical data has been gathered from hotel managers and potential hotel guests in 

this study, as a way of understanding their knowledge. Furthermore, one characteristic of this 

epistemology is that the observation of the social world is colored by background information, the 

viewpoints of the researchers and theory (Blaikie 2009). Similarly, the collection and processing of 

empirical data for the study has been influenced by our background knowledge within the field of 

Service Management and a strong interest in the topic. To add to this, an extensive pre-collection of 

theoretical literature on the topic was made before gathering and analyzing the empirical data. 
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2.2 The approach behind the thesis 
Moving on to the next layer of the methodology choices for this thesis, we will now review the 

approach for our research design (see Figure 2). The abductive approach has been chosen for this 

study, since this approach often combines the aforementioned idealist ontology and constructionist 

epistemology (Blaikie 2009). The strength of this approach is that it highlights the reasons and 

interpretations which affect people´s behaviors in everyday situations (Ibid.). This is relevant for 

this study, because any possible explanations and improvements of service recovery would go back 

to how the hotel managers and potential hotel guests experience it. Hence, the research questions 

will be answered by providing both an understanding and possible improvements to existent service 

recovery practices. 

 

Thus, one reason for choosing the abductive approach is its suitability for providing understanding 

and ability to answer a why-question (Blaikie 2009). This has been applied in our study as the level 

of knowledge, because one of the aims was to explain why service recovery matters. Hence, the 

first research question for this thesis is a why-question: Why does service recovery matter from the 

viewpoint of branding for 4/5-star hotels in Copenhagen? Furthermore, this thesis also has a how-

question, which offers a normative level of knowledge: How could hotel management utilize 

strategic tools for handling service recovery in a brand-oriented manner? As such, a how-question 

has its separate purpose of bringing about change to existing practices (Blaikie 2009). Answering a 

how-question requires a deep understanding of a phenomenon and could be viewed upon as an 

additional stage in research (Ibid.). Therefore, this second research question was also answered by 

utilization of the abductive approach after a thorough understanding of why service recovery 

matters. This describes that we, as authors, needed a deeper comprehension of service recovery as a 

phenomenon through “why” before moving into “how”. 

 

Nevertheless, there are also weaknesses to the abductive approach. One of them is that the 

communication from participants is restricted to their communication limitations and own ideas of 

the topic, to name a few examples (Chamberlain 2006). In this study, this means that the collection 

of empirical data from hotel managers and potential hotel guests may have been limited to their 

communication skills and ideas. Furthermore, another weakness of the abductive approach is the 

ongoing risk that subjectivity from the researchers´ side will color the collected empirical data 

(Chamberlain 2006). This weakness has been formulated as a limitation for this thesis in the form of 
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possible unconscious subjective bias from us as authors, as was mentioned in the introduction 

chapter. Moreover, the researchers´ limited abilities will affect which aspects that are relevant to 

bring up and draw parallels from (Chamberlain 2006). This can be handled by using a standardized, 

see-through outside framework to make methodological decisions from (Ibid.). Therefore, we have 

used pattern-matching as a method for analyzing empirical data. Furthermore, the onion model (see 

Figure 2) has also been followed in order to increase structure in the process of methodological 

procedures. 

Lastly, the abductive approach has also been utilized for the way theory has been read and 

approached in this thesis. In the theoretical framework, three fields of theory have been integrated 

in order to create a deeper understanding of why service recovery matters and how service recovery 

could be handled strategically. The three fields of theory are service recovery, customer loyalty and 

branding. The integration of several theoretical fields has made it possible to angle service recovery 

holistically. Such integration has furthermore been converted in to a gradually built theoretical 

model, which will be presented throughout the theoretical framework. Thereafter, empirical data 

will be applied to the model throughout the analysis, before presenting the results from the analysis 

and giving suggestions for how the model could be further developed in the last chapter.  

 

The understanding and approach of theory has therefore been done in an abductive manner, because 

a theoretical model has been built and developed by us out of our interpretations of interdisciplinary 

theories. This has been done in order to uncover the meanings behind various forms of theory 

related to service recovery, customer loyalty and branding. As such, this thesis is primarily 

theoretical as the analysis and discussions have been dependent upon the creation and developments 

of this theoretical model. Nonetheless, the thesis is also empirical as it researches service recovery 

as a real-life phenomenon within the hotel industry through empirical data from two units of 

analysis.  

 

2.3 Research strategies   
The following section will provide a description of the chosen strategies for answering the research 

questions. The chosen strategies are a multiple case study of hotels and a survey for potential hotel 

guests (see Figure 2). It was decided to apply a mixed-methods study stemming from two research 

strategies to access information from hotel managers and potential hotel guests. The study has been 

predominantly qualitative, since we assume that an understanding of social actors’ meanings 
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requires a qualitative approach. Therefore, the chosen strategies include mainly qualitative data 

from interviews, supplemented with quantitative data from survey responses.  

 

The strength of combining these two strategies is that survey research is strengthened when used in 

concurrence with a qualitative case study (Gable 1994). This is because a survey has the nature of 

giving a snapshot and generalizable results, which can be combined with in-depth data from a case 

study (Ibid.). Furthermore, the inclusion of a case study as one method alongside complementary 

data can lead to a more comprehensive and robust range of evidence than a single method would 

(Yin 2009). Such combination offers an offsetting of the weaknesses of methods by mixing them 

(Gable 1994). Due to these strengths and the aim of combining insights from both hotel managers 

and potential hotel guests, a mixed-methods study has been the natural choice. Nonetheless, it 

should also be mentioned that mixed-methods studies have weaknesses. One of the mentioned ones 

is the risk of confusion stemming from the combination of the opposing paradigms, to which 

qualitative and quantitative data belong (Johnson & Onwuegbuzie 2004). To minimize such 

confusion, the quantitative data from the survey has been included only for the purpose of retrieving 

a snapshot of the most standout meanings held by potential hotel guests when faced with service 

recovery.  

 

2.3.1 A multiple case study  
As one of the two chosen strategies, it is relevant to describe the choice of a multiple case study of 

hotels and the process behind its development. Six hotels have been studied as a group of cases and 

a further description of them can be read in the next section (see 2.3.1.1). Since service recovery is a 

current phenomenon in need of improvements, a case study was a natural choice for this study. 

According to research, case studies shall be used for studying contemporary real-life phenomena 

(Farquhar 2012). Another reason for conducting a multiple case study was that they stand out for 

stronger validity than single case studies (Ibid.). The choice of making a multiple case study as 

opposed to a single case study was based on the possibility of claiming replication when two or 

more cases would support the same theory (Yin 2009). Thus, this multiple case study of six hotels 

was chosen as a strategy in order to retrieve similarities between the cases, as the six hotels have 

been treated as a category of cases.  

 

It is also worth mentioning that a holistic multiple-case design was chosen with one level of 

analysis, which is hotel management. The collected data from these six hotels consist of interviews 
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with managers. Information from the hotels´ websites has also been used for providing further 

description of the hotels and their branding perspectives. A method of pattern-matching has been 

used throughout the analysis for the purpose of connecting the data to the initial study propositions 

(Yin 2009). The data from the case study has also been analyzed alongside the remaining empirical 

data from a potential hotel guest survey, which will also be described in this chapter as the second 

choice of strategy for this thesis (see 2.3.2). 

 

As a last note, a pilot study is recommended to conduct before performing a case study. The 

purposes of a pilot study are to identify difficulties for further investigation (Gable 1994) and to test 

the research mechanisms (Farquhar 2012). Therefore, a pilot study was made as a pre-step to the 

case study. Here, the topic of service recovery was discussed with a representative from a Ritz-

Carlton hotel in order to reach further understanding about the relevance of the topic from a hotel 

manager´s perspective.  

 

2.3.1.1. Case-study description 
The following section will provide a description and reasoning behind the choice of the six hotels 

which constitute the multiple case study. First of all, the hotels include Nimb Hotel, Hotel Scandic 

Front and Tivoli Hotel & Congress Centre. The study also includes three hotels managed by BC 

Hospitality Group, namely Hotel Crowne Plaza Copenhagen Towers, Copenhagen Marriott Hotel 

and AC Hotel Bella Sky Copenhagen (Bchospitalitygroup.dk 2016a).  

 

To begin with, Nimb Hotel is a small luxury hotel situated in central Copenhagen (Nimb.dk 2016a). 

The hotel focuses on great attention to guests and details, as well as it provides an outstanding 

culinary experience (Nimb.dk 2016b). Hotel Scandic Front is another modern city hotel, which 

focuses on “combining luxury with comfort” (Scandichotels.com 2016). It offers a proper dining 

experience and aims to provide a personal approach to guests (Scandichotels.com 2016). Tivoli 

Hotel is also a luxury hotel with a unique personality, where guests can enjoy their stay and special 

dining in the hotel’s multiple restaurants (Tivolihotel.com 2016). Furthermore, AC Hotel Bella Sky 

Copenhagen is described as a designer- and “most aesthetic” hotel in Copenhagen 

(Bchospitalitygroup.dk 2016a). This hotel focuses on providing quality service and “memorable 

experiences” for guests during their stay, including an exceptional dining experience 

(Bchospitalitygroup.dk 2016b). The next hotel is Crowne Plaza Copenhagen Towers, which is 

portrayed to be “ideal for /…/ weekend stays” (Bchospitalitygroup.dk 2016a). This hotel invites 

http://www.bchospitalitygroup.dk/en-GB/About-BC-Hospitality-Group/Facts.aspx
http://www.nimb.dk/en/om+nimb
http://www.nimb.dk/en/om+nimb
http://scandichotels.com/
http://www.scandichotels.com/Hotels/Denmark/Copenhagen/Front/%25252523.Vv0xS2NCKRs
http://www.tivolihotel.com/family-leisure/the-hotel/
http://bchospitalitygroup.dk/
http://www.bchospitalitygroup.dk/en-GB/Brands-Business-areas/AC-Hotel-Bella-Sky-Copenhagen.aspx
http://www.bchospitalitygroup.dk/en-GB/Brands-Business-areas/Crowne-Plaza-Copenhagen-Towers.aspx
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guests to stay in its “elegant rooms” and also offers a special dining experience to guests (Ihg.com 

2016; Bchospitalitygroup.dk 2016a). The last hotel is Marriott Copenhagen, an “exclusive hotel” 

which boasts “five-star surroundings” as well as “five-star service” (Bchospitalitygroup.dk 

2016c). It is important to mention that during the interview with managers from BC Hospitality 

Group, it was pointed out that Hotel Crowne Plaza Copenhagen Towers, Copenhagen Marriott 

Hotel and AC Hotel Bella Sky Copenhagen “technically /…/ are all the same”, and that they have 

the same service strategy (BC Hospitality Group 2016). 

 

These hotels have been categorized in to a multiple case study based on a variety of features which 

they share. For example, all of them boast 4- or 5-stars ratings (Booking.com 2016), and have the 

same geographical location, which is Copenhagen. The hotels have common features of the 

branding direction for their services, as they point out their attractiveness for leisure guests during 

weekend stays. For example, all the hotels stress the culinary experience in the hotels’ dining 

facilities as well as some sort of exclusivity (Scandichotels.com 2016; Nimb.dk 2016b; 

Tivolihotel.com 2016; Bchospitalitygroup.dk 2016a/b/c; Ihg.com 2016). The hotels stand out for 

branding themselves as sophisticated city-hotels suitable for guests who look for something extra. 

This can be seen in the way their websites emphasize design, elegance, and overall experience for 

leisure guests (Scandichotels.com 2016; Nimb.dk 2016a; Tivolihotel.com, 2016; 

Bchospitalitygroup.dk 2016a/b/c; Ihg.com 2016). Altogether, this implies that the hotels´ brand 

concepts have sophistication as a common denominator. 

 

It is also worth mentioning that consideration was not given to differences between hotels with 

respect to type of ownership. The sizes of the hotels were also not taken into consideration. We are 

aware that such considerations could have been done and that this might have caused differences in 

answers and perceptions. However, we have focused on their similarities as we assume that the 

potential guests from the studied target group would not choose a hotel according to its size or type 

of ownership, but rather due to location, type of the stay and level of expected service.  

 

2.3.2 A potential hotel guest survey 
As the second strategy in this study, the potential guest survey will now be outlined and explained. 

For the purpose of combining in-depth qualitative data with generalizable results (Gable 1994), the 

multiple case study was complemented with a survey. The survey contains quantitative data from 

384 respondents, complemented with interviews with sixteen of them as qualitative data. Overall 

http://www.ihg.com/crowneplaza/hotels/us/en/copenhagen/rkecp/hoteldetail
http://www.bchospitalitygroup.dk/en-GB/Brands-Business-areas/Crowne-Plaza-Copenhagen-Towers.aspx
http://www.bchospitalitygroup.dk/en-GB/Brands-Business-areas/Copenhagen-Marriott.aspx
http://booking.com/
http://scandichotels.com/
http://nimb.dk/
http://tivolihotel.com/
http://bchospitalitygroup.dk/
http://ihg.com/
http://scandichotels.com/
http://nimb.dk/
http://tivolihotel.com/
http://bchospitalitygroup.dk/
http://ihg.com/
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such combination would be reasonable since the quantitative evidence can offer descriptions and 

together with qualitative data lead to a stronger explanation of a phenomenon (Spillman 2014).  

 

For conduction of surveys, it is important to know the census of the population in order to create a 

representative sample (Fowler 2014). The population of this study includes participants between the 

ages of 23-35 living in Copenhagen. This population has been chosen partly because they live in 

close proximity to the studied hotels. Thus, it is assumed by us that they have a more realistic 

conception of what to expect when going to a city hotel, in comparison to people living outside of 

Copenhagen. Moreover, people of this age were chosen because of their belonging to Generation Y. 

Generation Y consists of people who were born in the 1980’s and 1990’s (Kuusela 2011). This 

generation is reported to be education-minded and prone to travel frequently to a broad number of 

destinations (Ibid.). Additionally, this generation has the strong tendency to use reviews from their 

peers online as a valuable source of information before purchase (Lee 2013). Considering the topic 

of service recovery in 4/5-star hotels, it seemed reasonable to turn to this population as they would 

be likely to have valuable opinions about the topic. Nevertheless, we are aware that a broader target 

group could have been studied. However, it was decided to delimit the target group to people not 

older than 35 years old. This was based on our assumption that people tend to start families around 

this age. This in turn might affect the expectations of service, since the type of travelling could 

change. People below the age of 23 were also omitted, based on the assumption that there might be 

a lack of education and/or travel experience to 4/5-star hotels before this age. 

  

To move over to sampling, it should first be mentioned that simple random sampling dictates that 

all population members should be recognized in the process of giving every member an equal 

chance to be selected (Blaikie 2009). Thus, it was found out that the number of 23-35 years olds´ 

living in Copenhagen is 184.858 people (Statbank 2016). From there, a standard diagram for 

surveys was used to discover that the appropriate sample size should be 383 people, based on a 5% 

margin of error (Survey Monkey 2016; Check Market 2016). This marginal of error is connected to 

the level of risk that we were prepared to take in this study, which is recommended to be at this 

level in social research (Bartlett et al. 2001). Also, the central limit theorem points out that a sample 

should be at least bigger than 30 and that the larger the sample is, the closer the sampling 

distribution mean will reach the population mean (Field 2013). The number of collected answers 
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from 384 respondents in this study shall so forth fairly represent the meanings held by the 

population of 23-35 year olds´ living in Copenhagen, with an error estimation of 5%. 

 

As a first step in the survey process, the survey was sent out online through Facebook in order to 

attract people to come to interviews. Furthermore, the interviews were conducted based on the 

statements in the survey (see Appendix 1). In this introductory stage, the demographics of the 

respondents were established followed by a thorough discussion around the nine statements of the 

survey.  

 

As a second step in the survey process, the survey was further upgraded after these interviews, in 

order to make the demographical introduction and the formulations of the statements clearer (see 

Appendix 2). Here, the survey questions were formulated in a more casual language. Still, the 

essence of the statements remained the same, since the survey as research was supposed to stay 

intact. Following this, more responses were collected before reaching the number of 384 responses. 

As population members need to have an equal chance of being selected (Fowler 2014), the principle 

was to reach respondents through as many channels as possible. Consequently, both social media 

and personal approach were chosen for the collection of responses. Through social media, various 

Facebook-groups were used. Through a personal approach, respondents were reached through 

numerous physical points in Copenhagen such as Kongens Nytorv, Norreport station and cafes as 

well as various buildings belonging to Copenhagen Business School. To assure that the respondents 

would match the census, the survey was introduced with three demographic questions about age, 

city of residence and previous experience with a 4/5-star hotel in any country (see Appendix 2). To 

overcome misunderstandings, the respondents will be referred to as “potential hotel guests” in this 

thesis. However, we refer to “customers” when theories are discussed since theories often concern 

other service providers than only hotels. 

 

2.4 The chosen methods for the thesis 
In the following section, the choices of methods behind the mixed-methods study are going to be 

elaborated. This is where we move on to the layer of the onion model called choices (see Figure 2). 

 

2.4.1 Semi-structured interviews with hotel managers 
For communicating with the six hotels included in our case study, semi-structured interviews with 

hotel managers were chosen as the method. This choice was made for the purpose of listening and 
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uncovering the meanings and beliefs held by the representatives of the industry, as guided by the 

interpretivist paradigm (Wahyuni 2012). The questions for the hotel managers’ interviews were 

constructed on the basis of the theoretical framework. The scheme below illustrates the three 

theoretical themes which were used as a framework for the interview questions (see Figure 3). As a 

comment to the scheme, some extra questions were asked during the interviews to encourage the 

interviewees to share their beliefs even more about the studied field (Wahyuni 2012). Still, the 

choice of holding semi-structured interviews based on this scheme was made in order to make it 

possible to hold on to theory and to enable a comparison between answers from all manager 

interviews in accordance to pattern matching. To see the fully written interview questions for hotel 

managers, please read Appendix 3.  
 

 

Figure 3: Construction of interviews, created by the authors 

 

Lastly, ethical considerations and confidentiality are frequently mentioned as relevant factors when 

conducting interviews (Wahyuni 2012). Hence, each interviewee was introduced to the purpose, 

time-line and content of the interviews. Additionally, each participant was offered the possibility of 

complete confidentiality in the form of a closed non-published thesis, which was declined by all of 

the interviewees. 

 

Theme 1: Customers´ evaluations of 
service and processing feedback and 
failures 

Theme 2: Customers´ 
assessments of brands and 
handling customer complaints 

Theme 3: Customers´ views 
of employees and 
approaching employee 
involvement 

 

▪ The Cognitive Appraisal 
Theory 

▪ Word-of-Mouth 

▪ Locus of Causality, Stability and 
Controllability 

▪ The Service Recovery Paradox 

▪ Documentation of customer 
data 

▪ Cost/Benefit-Analysis 
▪ Clustering of Customers 

 

▪ Brand Value 

▪ Brand equity 

▪ Distributive Justice 

▪ Value 

▪ Switching Behavior 

▪ The Effort Model 

▪ The Peak-End Rule 

▪ Opportunistic 
Customers 

 
▪ Service Branding 
▪ Brand Value Co-

Creation 
▪ Living the Brand 
▪ Internal Brand 

Management: 
o Training 
o Communication 

▪ Service-Oriented 
Atmosphere 

▪ Empowerment 
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2.4.2 The survey design and survey interviews with potential hotel guests 
For communicating with the potential hotel guests, statistics and interviews were applied as two 

methods. To review these two methods, let us start with the statistics. The statistics were retrieved 

from a survey including nine statements, seen from a hotel guest perspective of service recovery 

(see Appendix 1 and Appendix 2). The construction of the statements started with a flashback of the 

three aforementioned themes for the manager interview questions (see Figure 3). From the basis of 

the three themes, the theoretical terms within each theme were reflected upon from a hotel guest 

perspective. From there, three statements under each theme were formulated. Since the 

questionnaire was thoroughly inspired by the hotel manager interviews as have already been 

presented, the construction of it only requires a brief illustration (see Figure 4).  

 

As was mentioned earlier, the statements for this survey interviews were formulated in a casual 

language, to allow the respondents full comprehension and thereby to prevent sampling error 

(Fowler 2014). Lastly, a Likert-scale with five options was implemented as a standard (Tidy Forms 

2016). The survey statements were read by a number of classmates before publication to prevent 

errors, since survey errors could arise if the questions are open for misunderstandings or are too 

difficult for respondents to answer (Fowler 2014). 

 

 
 
Figure 4: Construction of survey, created by the authors 

 

With regards to interviews as the second method, sixteen potential hotel guests were interviewed on 

the basis of the survey. These interviews were semi-structured and based on the theoretical 

framework, which enabled comparisons between answers to allow pattern-matching between the 

interviewees. For the sake of fulfilling ethical considerations and confidentiality for these interview 

participants (Wahyuni 2012), a thorough introduction was held in the beginning of each interview 
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and their names were changed to pseudonym names for this thesis. The introduction of the 

interviews included a description of the context to which their expectations were to be applied, 

namely the hotels of the multiple case study or hotels in central Copenhagen on a similar level and 

weekend-stays.  

 

In total, mixed methods – interviews and survey – and a combination of qualitative and quantitative 

data have been utilized. The material collected from hotel managers and potential hotel guests 

constitutes primary data. The choice of reaching out to both units of analysis serves the purpose of 

gaining rich empirical data from both viewpoints in order to reach the aptitude needed for 

suggesting relevant improvements and generating new knowledge, in line with the aforementioned 

philosophies and approach. Other mentioned advantages with the mix of qualitative and quantitative 

methods are confirmation and complementarity (Spillman 2014). The combination of interviews 

and statistics has been in place to find replication of answers and thereby use the method of pattern-

matching, and to allow the methods to complement each other.  

 

2.5 Time horizons, techniques and procedures  
The last two layers of the onion model for the research design are called time horizons and 

techniques and procedures (see Figure 2). With respect to time horizons, this study has current time 

as the point of reference. Current time is based on the fact that all empirical data is retrieved from 

contemporary sources, both in the form of present-day interview answers and survey responses. 

This choice has been made in order to study service recovery as a current real-life topic. With 

regards to the techniques and procedures around the topic, the first step of this study was to collect 

an extensive amount of theory about service recovery by reading literature from the three 

aforementioned theoretical fields service recovery, customer loyalty and branding. From there, 

theory was integrated in order to create and develop a theoretical model out of interdisciplinary 

theoretical terms. As such, this was done before formulating the statements for the survey- and 

interview questions. The next step was to contact hotels and to conduct a case study. Thereafter, the 

survey was conducted in order to attract potential hotel guests’ insights and from there pinpoint a 

relevant target group of potential hotel guests via social media. The survey was used as relevant 

documentation during interviews, before it was upgraded and distributed again for the purpose of 

collecting more quantitative data from responses. 
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All the collected empirical data has been analyzed against the theoretical model, which will be 

presented in the upcoming chapter. In order to organize the vast amount of empirical data within 

two chosen strategies and thereby construct a more comprehensible analysis, the order of the 

analysis chapter will follow the same structure as the theoretical framework. The main focus of the 

analysis has been to keep an interpretivist philosophy by understanding and combining the insights 

from potential hotel guests and managers from a critical viewpoint. As an outcome, the last chapter 

of this thesis will offer contributions to theory and managerial implications, based on theory and 

new insights from the empirical results.  

 

2.6.1 Validity and reliability of this study 
As the layers of the onion model have now been reviewed, it should be relevant to discuss the 

validity and reliability of this study. Validity has been considered in relation to the choice of a 

mixed-methods study. A case study assimilated with a survey in a larger and more compound 

research design can be of use as a source of rich detail to support the interpretation of survey 

findings (Gable 1994). Therefore, the choice of conducting a mixed-methods study might have 

increased the validity of this study as such. Nevertheless, there are also limitations for internal 

validity in this study. According to the constructionist epistemology, there are no enduring, constant 

criteria for determining whether knowledge can be considered to be factual since the research is 

colored by background theory and the viewpoint of the researchers (Blaikie 2009). As was pointed 

out in the introduction chapter, one of the limitations of this thesis is the risk of unconscious 

subjective bias from us as authors. This means that there has been a risk of misunderstandings and 

subjective interpretations of what the hotel managers and potential hotel guests have responded and 

explained. Additionally, internal validity is a concern since the analysis and specific results depend 

upon the researchers´ ability to meet all possible rival explanations (Yin 2009). We have attempted 

to tackle this issue by including rival explanations and a critical mind-set throughout the analysis.  

 

To continue with external validity, the criteria are different for case study research and survey 

research in the form of analytical generalizations versus statistical generalizations (Yin 2009). Thus, 

both directions of validity had to be considered in this study. With respect to analytical 

generalizations for case studies, this is described in research as generalizing various sets of findings 

against the theoretical framework (Yin 2009). The aim has been to fulfill this requirement by 

identifying tendencies from the answers from hotel managers of the case study and matching those 

against the theoretical model. Nevertheless, the chosen categorization of the six hotels in the case 
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study could be discussed since similarities of their branding concepts as seen from their websites 

have been the foundation of this categorization. Differences between the hotels exist and could be 

pointed out as a source of flaw for the chosen categorization.  

 

With regards to external validity for the survey, it should be pointed out that survey research is 

typically concerned with studying a representative sample and from there detect statistical 

relationships (Gable 1994). Therefore, we were careful to collect a recommended number of 

responses in relation to the size of the population. This was done in order to generalize the answers 

from potential hotel guests to the population of 23-35 year olds´ living in Copenhagen. In sum, 

external validity for both case study- and survey research has been considered in this thesis. 

However, since these forms of validity differ, it would be reasonable to claim that the results of the 

thesis as a whole can only be generalized to the participants within this study. 

 

It should also be mentioned that efforts have been made to add reliability to this study. Reliability is 

about documenting the procedure for the sake of replication and having the same outcomes, if the 

same study would be repeated (Delice 2010). To fulfill this requirement and thereby offer 

intersubjectivity, the research design of this study has followed the framework of the onion model 

(see Figure 2). By following the same steps of this model as outlined in this chapter, it would be 

possible to repeat this research by others. Furthermore, additional documentation of procedures can 

be demonstrated upon request, such as a project plan and brainstorming notes. Besides, the list of 

appendices offers further detailed information, such as transcriptions of all interviews with hotel 

managers and potential hotel guests respectively (see Appendix 4 and Appendix 5). Lastly, the full 

collection of statistics from the survey can also be found in the list of appendices (see Appendix 6). 

 

To conclude, this chapter has reviewed the choice and reasoning behind the research design of this 

study. The interpretivist philosophy is found most relevant for this type of study, where perceptions 

of hotel managers and potential hotel guests need to be uncovered. The abductive approach, 

together with the two chosen strategies for answering the research questions, enabled the choice of 

methods in the form of interviews and statistics (see Figure 2). The study was conducted in current 

time and the chronological order started with theory collection and ended with theory developments 

and managerial implications. All of the choices have been made in order to give a thorough answer 

to the research questions. As has been mentioned earlier, the process of handling theory and 
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analyzing empirical data has been connected to the establishment and development of a theoretical 

model, based on the three theoretical fields of service recovery, customer loyalty and branding. In 

the next chapter, this model will be presented and further explained.  
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3.0 Theoretical framework 

3.1 Introduction to the chapter 
To begin with, it is necessary to present the underlying argument for this chapter to provide an 

understanding of the interrelatedness between the three theoretical fields service recovery, customer 

loyalty and branding. To start with service recovery, the hotel industry nowadays operates in a 

competitive environment (Bolton et al. 2014). Due to this, there is a need to differentiate hotels’ 

services from competitors’ as a valuable tool in order to stand out in the market (Ibid.). Service 

failures are believed to happen and successful service recovery is an opportunity to turn aggravated 

customers into loyal ones (Hart et al. 1990; Rashid & Ahmad 2014). To continue with customer 

loyalty, it is important to know that several scholars indirectly state that loyalty from customers is a 

high goal for service providers (Berry & Parasuraman 1991; Singh & Crisafulli 2015; Javornik & 

Mandelli 2012; Keller 2013). Connected to this, loyalty from customers will determine how 

successful a brand is, since the perceptions from customers make up the actual value of the brand 

(Brakus et al. 2009; O´Neill & Mattila 2010). According to various scholars, branding is supposed 

to be a platform for all marketing strategies (Cheng 2012; Brakus et al. 2009). This indicates that 

service recovery, like any other marketing strategy, shall be connected back to the brand. 

 

Due to the links between theoretical terms as described above, it would be reasonable to use them 

for considerations around service recovery and possible approaches to it for hotels. Excellent 

service recovery could generate more loyalty from customers and higher brand value, if used 

appropriately. As the hotel industry is characterized by high pressure from competition (Bolton et 

al. 2014), service recovery could as well be utilized as a competitive advantage for hotels. 

Therefore, theoretical terms from the three aforementioned fields will be reviewed and explained in 

this chapter. This will be done step-by-step in accordance to a model constructed by us as authors. 

 

The model will build up gradually throughout this chapter in connection to three themes. Each 

theme includes theoretical terms which need to be considered in developing service recovery. The 

themes concern customer evaluations of service failures, complaints from customers and the 

involvement of front-line employees. Based on our reflection on theory, these are the three areas 

which stand out the most within the topic of service recovery. Within each theme, the presentation 

of theory will relate back to the chosen research questions. 
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3.2 Customers´ evaluations of service and related strategic tools  
This first theme will review and explain theoretical terms related to the evaluation process of 

service recovery from a customer perspective, which includes dilemmas such as word-of-mouth. 

Subsequently, the theme will continue with a review and explanation of how to process these 

evaluations through strategic tools in the form of documentation and analysis of customer feedback 

and service failures.  

 

3.2.1 The evaluation process of service recovery from a customer perspective  
Several scholars emphasize that customers have a tendency of evaluating their service experiences, 

which in turn leads to certain feelings (Singh & Crisafulli 2015; Brakus et al. 2009; O´Neill & 

Mattila 2010). In connection to how customers go through a service experience from a cognitive 

perspective, the cognitive appraisal theory gives a fair explanation. This theory explains that 

customers are involved in a cognitive process of assessing experiences which provoke emotions 

(Singh & Crisafulli 2015). In the situation of a service failure followed by recovery, customers go 

through a process of cognitive appraisal of the fairness being offered in the form of recovery from 

the service provider. In order to understand how customer loyalty becomes established, we 

therefore need to understand that loyalty is grounded in customers´ emotions (Singh & Crisafulli 

2015). These emotions are connected to whether the recovery is perceived as fair by the customers. 

This means that if customers perceive compensations from the service provider to be justified, they 

turn to positive emotions and this is what connects to loyalty. Reversely, perceptions of slow 

recovery may create negative emotions and raise thoughts about leaving the service provider (Ibid.).  

 

The point of why it matters to pay attention to emotions from customers during service recovery 

situations can be explained by the link between their emotions during service experiences and the 

way they perceive brands. Within this context, several scholars state that the evaluation of service 

experiences is directly linked to how customers perceive brands (O´Neill & Mattila 2010; Brodie et 

al. 2009; Brakus et al. 2009). Thus, customers´ liking or disliking during service recovery all falls 

back to management. That is because the value of their brand relies upon guest satisfaction and 

loyalty, among other factors (O´Neill & Mattila 2010). More specifically, the theoretical term called 

brand value means that the value of a brand comes from the customer´s awareness and opinions of 

quality about the brand, as well as satisfaction in general (O´Neill & Mattila 2010). This implies 

that the awareness, opinions and satisfaction around service experiences will make customers 
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evaluate how much a brand is worth. This occurs in multiple ways during a service experience since 

customers get in touch with brands through sensations, feelings, cognitions and behavioral 

responses (Brakus et al. 2009). Moreover, all of this happens when a customer gets in touch with 

employees, policies and procedures (Ibid.). In other words, the brand is viewed upon as a 

relationship-builder between the service provider and the customer (Brodie et al. 2009). 

 

Having said this, it should again be emphasized that service recovery situations would naturally be 

one of the occurrences which makes customers evaluate how much a brand is worth. As follows, the 

way a customer is treated is essential for consequent customer satisfaction and loyalty (Brakus et al. 

2009). Theory shows that service recovery is a part of a service experience and thereby, it will 

provoke certain emotions from customers. These emotions will in turn affect their perceptions of 

the brand. This starts up an evaluation process, which is relevant for the service provider since their 

brand values are sensitive to how satisfied and loyal the customers are (O´Neill & Mattila 2010). 

 

3.2.1.1 Outcomes of the evaluation process in the form of word-of-mouth and speculations 
To endure the discussion of evaluation from customers after a service recovery situation, it should 

be relevant to emphasize concrete outcomes of this evaluation process as such. The first outcome 

that is going to be reviewed is word-of-mouth in the form of online reviews, since these are 

frequently written and read by hotel customers nowadays (Mauri & Minazzi 2013). In connection to 

the evaluation of a hotel service experience, it can therefore be understood that the evaluation easily 

turns in to written word-of-mouth, which will be read by others. Generally, people have a strong 

tendency to seek advice from others in the form of trusting other customers´ online reviews before 

they decide what to consume (Sparks & Browning 2011; Mauri & Minazzi 2013). Besides, 

customers believe in comments from other customers as they sense that this information is unbiased 

and free of marketing purposes (Sparks & Browning 2011). This implies that hotels need to 

understand the evaluation process from customers further by acknowledging that both positive and 

negative online reviews may be written and read by customers after service recovery, just like after 

any other service experience.  

 

With respect to negative online reviews, theory indicates that there are good reasons for hotels to 

avoid them. For instance, research from Sparks & Browning (2011) shows that people react more 

strongly to negative reviews than positive ones when the reviews are recent. Moreover, such 

reactions also happen when a number of contents create an exaggerated negative effect. However, 
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the incidence of recent positive reviews about a hotel can overcome or restrain the negative effect of 

negative reviews, and thereby lead customers to the intention of booking a hotel room. To reach 

those positive reviews, one important factor is the attempt of refining the service delivered by 

employees. This could have a considerable effect on how much faith customers will have in the 

hotel (Ibid.). Similarly, results from a study made by Boshoff & Leong (1998) demonstrate that 

there is a higher chance for satisfying a customer when the employee in front of the customer takes 

full responsibility for a service failure. This means that the employee does not blame anyone else 

for the service failure, shows empowerment and makes sure to apologize to the customer in a 

personal manner (Ibid.). Implicitly, this means that avoiding negative word-of-mouth from 

customers connects back to the service experience and treatment during the hotel visit.   

 

To extend this discussion, another outcome of the evaluation process that customers go through is 

what happens behind the scenes of negative word-of-mouth. This relates to what dissatisfied 

customers are speculating and whom or what they blame their dissatisfaction on. Here, it should be 

emphasized that service recovery situations are complex and not perceived in the same way every 

time by every customer. Weiner´s (1986) multidimensional framework locus of causality, stability 

and controllability offers an explanation for this as it reveals that the attributes of the service failure 

makes a difference for how the customer interprets the situation (Iglesias et al. 2015). The point of 

this framework is that the customer wants to comprehend why failures happen and apply their 

reasoning to this in order to grasp the causes (Ibid.). In this thesis, the first and the third attribute of 

this theory will be analyzed as these explain how customers may judge a hotel as responsible and in 

control of service failures. The first attribute is the locus of causality, which refers to whom or what 

should be held responsible for the failure, such as the customer himself, the service provider or 

external factors around the situation (Iglesias et al. 2015; Oliver 1993). The third attribute is the 

locus of controllability, which is about the customer´s interpretation of whether the service provider 

controls the service failure or not (Iglesias et al. 2015). A controllable reason behind the failure will 

make the customer think that the service provider could have prevented the service failure from 

happening (Ibid.).  

 

In sum, this framework demonstrates that customers go through a speculation process when service 

failures occur, which potentially could lead them to direct their dissatisfaction to the service 

provider as a cause of the failure. As Singh & Crisafulli (2015) explain, customers attribute the 
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causes of their negative emotions back to the service provider in a way that usually aggravates the 

anger and frustrations they felt in the first place. This is a process of blaming the service provider 

for the failure. The order of negative emotions is not crystal clear, but it has been found out in 

current research that one negative emotion easily leads to more negative emotions (Singh & 

Crisafulli 2015). From this, it can be understood that one possible outcome of the evaluation 

process that customers go through is to blame the hotel for what happened. As such, this could also 

be linked back to the risk of writing negative online reviews.    

 

3.2.2 The chance of reaching customer satisfaction after service recovery  
The discussion has so far reviewed the critical dilemma of customers´ evaluations and possible 

outcomes from such. Reversely, it should be relevant to also review service recovery as a chance for 

reaching customer satisfaction after service recovery. According to the service recovery paradox, 

successful service recovery might lead to higher satisfaction from the customer´s side than if the 

service failure would not have taken place (Magnini et al. 2007; Singh & Crisafulli 2015; Ok et al. 

2007). This theory takes off from the notion that customers hold a specific level of expectation on 

the provision of the service, affected by earlier experiences, contacts and sources of information. 

When a service failure happens, the provision of suitable service recovery leads to a higher level of 

satisfaction than the customer felt before the service failure happened (Ok et al. 2007). As implied 

by this theory, the recovery process as such could be seen as a chance for turning the customer 

around in to a more positive mood than before. Moreover, research has stressed that customers who 

are considerably satisfied have a tendency of behaving much better than other customers (Liu & 

Keh 2015). In connection to the previous discussion about word-of-mouth, it could be understood 

that more satisfaction after service recovery might lead to less challenges for hotels in the form of 

negative online reviews. 

 

Nonetheless, several studies have failed to find evidence for the positive effects associated to the 

service recovery paradox (Magnini et al. 2007; Ok et al. 2007). For instance, Ok et al. (2007) 

highlight that higher customer satisfaction after a service failure is met only by customers who are 

considerably satisfied with the service recovery they received. Subsequently, customers who 

experience a service failure and receive somewhat or completely insufficient service recovery 

would undeniably still end up feeling displeased (Ok et al. 2007). In another study made by 

Magnini et al. (2007), it was concluded that even though the service recovery paradox is valid as a 
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theory, the higher satisfaction as such still depends on various contextual factors. For instance, a 

customer who believes that the failure was of such a nature that the hotel could not have foreseen or 

controlled is more likely to feel satisfied afterwards than other customers (Magnini et al. 2007). 

These examples of criticism against this theory infer that service recovery is more complex than the 

theory suggests. Hence, it could be unrealistic to provide extra efforts to any customer any time a 

service failure occurs for the chance of possibly reaching higher customer satisfaction. Besides, it 

should be noted that the theory does not include any indications of how a hotel would know that a 

customer has reached the higher level of satisfaction. 

 

3.2.3 Documentation and analysis of feedback and service failures 
As the theoretical framework has so far reviewed customers´ evaluation process and its outcomes, 

we will now proceed with a more strategic input on how hotels can take charge of service failures 

by documenting and analyzing them. As explained by scholars, it is all about setting a structure in 

order to work with ongoing quality improvements of service (Bolton et al. 2014; Berry & 

Parasuraman 1991; Mount 2013; Mudie & Pirrie 2006; Zhu et al. 2004). This structure could be 

achieved through documentation of feedback from customers. To explain this, it is important to 

firstly highlight that one risk for service providers is the deadlock of offering similar services as 

everyone else in the industry and thereby risking that customers easily turn around for other service 

providers (Bolton et al. 2014). To avoid this from happening, Bolton et al. (2014) suggest that 

hotels shall focus on adding small details to the service experience, functioning through emotions or 

other concepts. This can be done by documenting and interpreting data that provides each single 

customer´s experience with the service procedure over time (Ibid.).  

 

One way of reaching the small details is to make the service experience more personal in order to 

get down to customers´ underlying requests. This could be done by monitoring how customers 

behave and what they prefer through a CRM-system. From this information, the customers can get 

acknowledged and treated individually (Ibid.). This approach implies that hotels need to work 

actively on documenting feedback from their customers, including complaints, and from there 

deliver personalized and consistent service. Some of the benefits coming out of offering 

consistently reliable service are higher customer retention levels, higher levels of positive word-of-

mouth and higher chances for setting premium prices (Berry & Parasuraman 1991). 
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Continuing with the strategic input of how hotels can take charge of service failures, another way of 

doing so could be to analyze service failures through measures such as categorizing problem areas 

and other conditions (Mount 2013; Mudie & Pirrie 2006) or customer profiles (Zhu et al. 2004). 

Starting with problem areas and other conditions, a cost/benefit-analysis can work out the tradeoff 

between wins and losses of service failures (Mount 2013). Similar to Mount´s (2013) theory about 

cost/benefit-analysis, Mudie & Pirrie (2006) also discuss the cost of service failures. As they 

explain, any time a service failure occurs, the service provider faces the cost of quality since a 

certain piece of quality has been questioned by the customer (Ibid.). More specifically, hotels could 

focus more on how improvement of service failures could be implemented to specific levels and 

types of problems and how such improvements could offset the calculated losses. As such, the 

analysis of service failures would then probably require attention to documentation of customer 

feedback for the sake of acknowledging service failures in the first place, as previously mentioned 

(cpr with Bolton et al. 2014). Mount (2013) also points out the importance of documenting 

information about experienced service failures, for instance by asking hotel guests how the stay was 

during the check-out. As Hart et al. (1990) also explain, it is important that attention is given to 

complaints from customers, which also means that the front-line employees should be sufficiently 

empowered and educated to handle this.  

 

To take the analysis of service failures one step further and to provide another way of analyzing 

them, Zhu et al. (2004) propose customer profiles as a point of departure for such analysis. They 

introduce a mathematical model which has the purpose of figuring out cost-efficient recoveries for 

service failures (Ibid.). This model points out that recoveries should be customized and point at both 

profitability for the service provider and the value for the customer. Here, recoveries can be 

allocated in accordance to clusters of customers, based on their sensitivity to monetary loss for 

instance (Zhu et al. 2004). It becomes clear that such analysis also requires previous documentation 

of customer information. Namely, it proposes to allocate resources in a way that takes customer risk 

profiles and the cost structure of the organization into consideration at the same time. The purpose 

of the model is to help making service marketing decisions from a financial perspective and to keep 

the costs of the service recovery expenses at a minimum level (Ibid). As implied by this theory, it is 

more about working out which type of recovery each segment of customers would expect to receive 

rather than focusing on which problem area each service failure belongs to. Again, a parallel can be 
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drawn back to the importance of gathering customer feedback throughout hotel visits (cpr with 

Bolton et al. 2014) in order to make it possible to follow this model. 

 

To round off, this theme can be summarized 

in the first part of the theoretical model for 

this chapter (see Figure 5). The theme has 

reviewed and explained the evaluation 

process that customers go through within 

the context of a service recovery situation. 

This relates to why service recovery matters 

from the viewpoint of branding. Following 

this, documentation and additional analysis 

of service failures were presented and 

explained from the view of how strategic 

tools could be utilized for handling service 

recovery in a brand-oriented manner.  

 

In total, these theoretical terms provide an overview of what hotels could consider with regards to 

customers´ evaluation of service. This theme has also provided tools to use for hotels to document 

and analyze feedback from customers as well as failures, in order to take care of these evaluations 

(see Figure 5). The next theme will take customer evaluations one step further by focusing on how 

customers assess brands and how hotels can deal with critical assessments by handling complaints 

from customers.  

 

3.3 Customers´ assessments of brands and related strategic tools 
To begin with, this theme will review and explain customers´ assessment of brands, as in 

connection to brand-related advantages and retention of customers. The theme will then proceed 

with a review and explanation of theoretical terms connected to handling and acting upon 

complaints.  

 

 

 

Figure 5: Theoretical model – step 1, created by the authors 

 

Customers´ evaluations of
service and processing
feedback and failures

Customerś evaluations of service:
 The Cognitive Appraisal Theory
 Word-of-Mouth     
 Attributes of the Service Failure
 The Service Recovery Paradox

Documentation & analysis of feedback/failures:
 Storage of Customer Preferences
 Cost/Benefit - Analysis
 Clustering of Customers
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3.3.1 Service recovery as a part of the brand value 
As discussed in the previous theme, the value of the brand stems from customers’ perceptions and 

evaluations, including service recovery situations. Research has clarified that well-managed hotel 

brands have a tendency of contributing to growing market share (O’Neill and Mattila 2010). This is 

because it is evident that customers are prepared to purchase a higher price when they recognize 

that the brand is of good quality (Ibid.). Theory about the financial-based approach to brand equity 

depicts that brand equity is related to the willingness to buy, among other benefits for the brand 

(Kapferer 2008). Furthermore, the character of a brand could be the outmost motive for customers 

to choose one brand over another (O´Neill and Mattila 2010). Therefore, it is important to 

understand how customers experience the brand in order to develop a successful marketing and 

brand strategy, because over time brand experiences influence customer satisfaction and loyalty 

(Brakus et al. 2009). Brands need to produce value and constitute a source of satisfaction (Kapferer 

2008), since these influence service experiences for customers (Brodie et al. 2009). In total, a brand 

is a differentiating factor connected especially to financial benefits (O´Neill and Mattila 2010; 

Kapferer 2008; Madden et al. 2006). This research implies that branding should be a strategic 

instrument which has the potential of contributing with a competitive edge.  

 

Due to competitive edge and financial advantages as two possible outcomes thanks to a strong 

brand, the theories above indicate that brands have the potential of creating long-lasting benefits for 

hotels. Thus, it should be relevant to go back to how customers perceive brands within the context 

of service recovery, to see why service recovery has a connection to the value of brands. This 

relates to service recovery as situations which could potentially strengthen the relationship between 

the hotel and the customer, leading to positive word-of-mouth. For example, Choi & Choi (2014) 

argue for the importance of strengthening the emotional bond between the customer and the service 

provider after the occurrence of service failure and service recovery. The definition goes that the 

emotional tie between the two is equivalent to customer affection, which might be generated after a 

range of several pleasant service interactions and experiences (Ibid.). Consequently, a service 

failure can be a chance for service providers to gain a customer for life (Hart et al. 2009). Thus, the 

treatment and the effort to nurse the emotional bond with the customer matter every time and also 

will affect what the customer will say to others afterwards, in the form of positive or negative word-

of-mouth (Choi & Choi 2014). 
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In order to understand how treatment leads to such affection from the customer´s side, the 

theoretical term distributive justice (Choi & Choi 2014; Rashid & Ahmad 2014) gives a clear 

explanation. Distributive justice answers to both the physical compensation given to a customer 

during the service recovery procedure and the response to the customer´s emotions (Rashid & 

Ahmad 2014). Distributive justice belongs to justice theory, which has been used as one of the most 

recognized points of reference within the field of service recovery. This theory comprises three 

components (Ibid.), of which distributive justice is especially relevant for this study. This is because 

research has pinpointed that there is a significant correlation between distributive justice and how 

much affection customers will show during the time of a service failure (Choi & Choi 2014). For 

situations where the service failure is perceived by the customer to be severe, some type of 

compensation is necessary for the customer to show such affection (Ibid.). In sum, compensations 

and other forms of treatment during the time of a service failure may make customers answer back 

with positive word-of-mouth (Choi & Choi 2014; Hart et al. 1990). This would ultimately effect the 

brand positively, since we have earlier mentioned that brand value stems from customers´ 

awareness, opinions of quality and satisfaction (O´Neill & Mattila 2010).  

 
3.3.2 The intentions from customers to go back to the same hotel again 
As the previous section has highlighted, the treatment of customers is closely connected to how 

those customers will perceive brands and talk about them with others. Again, scholars highlight that 

the brand should be a representation of meaning (Keller 2013) and a platform for all marketing 

strategies (Cheng 2012). This implies that hotels ought to know what customers give meaning to in 

order to come back to the same hotel. This is needed in order to retain the customers and reach the 

aforementioned brand-related financial benefits (cpr with O´Neill and Mattila 2010; Kapferer 2008; 

Madden et al. 2006). So, customers often base their consumption choices on brands because the 

brand brings a certain promise and leads to certain expectations (Cheng 2012). By signaling specific 

cues about the quality and creating “lasting impressions in the minds of consumers”, a brand can 

help a service provider to gain loyal customers (Keller 2013:35). This in turn means stable demand 

for the service provider and a sense of having a secure position on the market (Keller 2013). This 

implies that the brand itself could be a reason for customers to come back to a hotel again in the 

future. 

 

On the other hand, other scholars point out the risk of losing customers (Javornik & Mandelli 2012; 

Bansal & Taylor 2015; Keveaney 1995). Losing a customer is more likely nowadays since 
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customers have reached a higher status than before and therefore expect to be heard (Javornik & 

Mandelli 2012). A specific reason for this is the escalation of social media and other digital 

communications (Ibid.). For instance, one study of 191 customers of three various types of services 

investigated variables behind customers´ decisions to switch service providers (Bansal & Taylor 

2015). The variables were directly connected to service failures. According to the results, value 

stood out as a particularly important variable for switching from one service provider to another 

(Ibid.). Value is closely connected to service quality and satisfaction. It is also a tradeoff and might 

have more of a direct effect on leaving since “… value assessments encompass both what the 

consumer gets from the service and what s/he put into receiving the service” (Bansal & Taylor 

2015:78). These results show that customers could easily consider leaving after a poor service 

experience, if they perceive that they have given up more than they received and potentially could 

receive better service elsewhere (Ibid.). The reason for mentioning this, is to point out the relevance 

of retaining customers since losing them could be costly. Introducing a new customer is five times 

costlier than to retain an existing customer (Hart et al. 1990; Keveaney 1995). This research 

explains that service recovery matters to secure that customers do not choose to leave the hotel after 

an experience of a service failure. 

 

A relevant repercussion of customers who choose to switch service providers is how their 

dissatisfaction tends to spread through communication. According to Javornik & Mandelli (2012), 

customer complaints spread fast between customers. In their study of customers´ loyalty to three 

Swizz premium food brands, the results demonstrated that up to 50.8 percent of the customers chose 

to complain to their friends in the case of dissatisfaction with the brand (Javornik & Mandelli 

2012). Although this study comes from the food industry as opposed to the hotel industry, it 

indicates the difficulty of detecting complaints directly from customers since even premium brands 

face the challenge of doing so. So, customers have a general reluctance to complain directly to the 

service provider in the case of dissatisfaction with a brand (Javornik & Mandelli 2012). This 

suggests that there is a high chance that customers will vent their complaints to others instead. 

Therefore, service providers should try to reach the customers in order to collect and process 

customer complaints and suggestions for improvements (Bijmolt et al. 2010). This theory has given 

a further explanation of the difficulty of retaining customers, since customers tend to communicate 

their dissatisfaction to others. 
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3.3.3 The essence of handling and acting upon complaints from customers 
This theme of the theoretical framework has up until here reviewed brand-related advantages within 

service recovery and possible difficulties of retaining customers. We will now continue with how 

hotels can assure that complaints are handled and acted upon in order to retain customers and 

thereby nurture the brand. Detecting and dealing with customer complaints are mentioned by a 

number of scholars as crucial aspects within service recovery. For instance, studies have settled 

upon the fact that higher customer satisfaction and loyalty will happen when managing customer 

complaints in an efficient and effective way (Lu et al. 2015; Spreng et al. 1995). According to these 

studies, satisfaction and loyalty from customers will then be higher than if the service had been 

flawless in the first place (Ibid.).  

 

One theoretical model to follow here is Huppertz et al´s effort model, which points out the 

important role of effort from customers as they turn to the behavior of complaining (Lu et al. 2015). 

Since effort influences customers´ further attitudes and behaviors, the model suggests that managers 

need to assess effort dimensions such as time for customers who take the step of filing a complaint. 

The purpose of this is to turn complaining in to an easier procedure and thus to prevent negative 

word-of-mouth. The less effort individuals invest in a complaining and resolution process, the more 

they consider this process as equitable. In turn, this may result in positive future behavioral 

intentions (Ibid.). However, an easy complaint system and less effort for the customer must also be 

combined with quick problem-solving from the service provider´s side, in order to make customers 

more loyal (Dixon et al. 2010).  

 

In alignment with the theory about the effort model, other scholars highlight that personal complaint 

handling is appreciated by customers. For example, Mauri & Minazzi (2013) state that complaint-

handling inside of hotels leads to more qualified outcomes than online service recovery policies, 

such as answering to negative customer reviews on websites. Similarly, Boshoff and Leong (1998) 

also suggest that a personal approach to recover for failures is more preferred and appreciated by 

customers. The reason for this could be that the response to online customer reviews is steered by 

hotel standards and not a result of the spur-of-the-moment (Mauri & Minazzi 2013). Therefore, 

hotels should improve their ability to manage service failures as they arise inside the hotels and 

make sure to personalize their recovery efforts in order to prevent the aftermath of negative word-

of-mouth. Examples of improving the service experience for the customer could be to encourage 

direct complaints and to initiate customer satisfaction surveys (Lu et al. 2015). Again, it is all about 
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minimizing the costs from complaining for customers. This is done by making it easier for them to 

complain and also by rewarding customers who dare to speak up about their dissatisfaction (Ibid.). 

 

To further deepen the understanding of complaint-handling, it should be relevant to review how 

such a situation might be perceived by the customer as a memory of the hotel experience. As has 

been mentioned earlier in the theoretical framework, customers tend to evaluate their service 

experiences and in turn feel certain emotions (Singh & Crisafulli 2015; Brakus et al. 2009; O´Neill 

& Mattila 2010). One theory which explains this evaluation process further is the peak-end rule. 

This has been a widespread theory within research to test how people evaluate experiences 

(Trougakos et al. 2008; Miron-Shatz 2009). The evaluation goes back to the emotional episodes that 

they have been through and the end of the experience. According to this theory, the evaluations and 

remembrances of an experience from the past come down to feelings connected to intensive stages 

of the experience and how the experience ended (Ibid.). These intensive stages could be either low 

or high, as in either associated to a positive or a negative emotion (Miron-Shatz 2009). The 

intensive stages and the end of the experience will persist as the moments which will remain the 

characteristics for the evaluation of the experience as a whole (Miron-Shatz 2009; Trougakos et al. 

2008). The reason for including this theory is to highlight that every instance of a service 

experience, including complaint-handling, might contribute to the way the customer remembers and 

consequently evaluates the experience. As such, it could be understood that complaint-handling as a 

memory for the customer could be seen as an opportunity for hotels to trigger customers´ positive 

emotions.   

 

3.3.3.1 A reservation of certain risks associated to customer complaints 
To introduce a reverse angle to the aforementioned theories on complaint-handling and triggering of 

customers´ emotions, it should be mentioned that other scholars have indicated that openness to 

complaints from customers might also be risky depending on who the customer is. Wirtz & 

McColl-Kennedy (2010) present a theory about opportunistic customers where they describe 

customers who act out in an irrational way to turn a situation around to their own advantage. 

Definitions of opportunistic customers are plentiful, but one of them is that a customer  is “…giving 

preference to what can rather than what should be done in a context, that is, being able to ‘get 

away’ with it” (Concise Oxford Dictionary in Wirtz & McColl-Kennedy 2010: 655). As such, 
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service recovery situations are open to misuse by these customers, because the interpretation of 

damages comes down to how they subjectively interpret the situation (Ibid.). 

 

This theory points out that hotels also should be aware of irrational complaints and therefore be 

prepared for situations where the employees might have to set the tone rather than encouraging 

more complaints. The service provider thus needs to be in charge of service recovery to assure that 

these processes are under control, otherwise customers might take advantage of recovery efforts 

(Ibid.). Therefore, making sure to offer reasonable apologies and compensation in accordance to the 

type of failure and situation are appropriate methods for avoiding customers who could misuse the 

service recovery situation for their own benefits (Ibid.). In short, this theory implies that the 

encouragement of complaints should probably not be taken literally as for all customers and all 

situations. 

 

To shortly sum up, the second 

theme of the theoretical 

framework can be illustrated as an 

add-on to the first theme. This is 

illustrated in the developed model 

to the left (see Figure 6). This 

theme has taken a step further 

from customer evaluations and 

feedback by emphasizing the 

relevance of acknowledging how 

customers assess brands, 

connected to brand advantages 

and retention of customers. In 

relation to the research questions, 

this connects to why service 

recovery matters from the 

viewpoint of branding.  

 
 

Figure 6: Theoretical model – step 2, created by the authors 
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Thereafter, strategic complaint-handling, including compensations, has been reviewed and 

complemented with certain risks. As such, this strategic input relates to how strategic tools could be 

utilized for handling service recovery in a brand-oriented manner. In total, these theoretical terms 

have expanded the theoretical model (see figure 6) by explaining what hotels could consider with 

regards to brand assessments and how to deal with complaints from customers. As both customer 

evaluations of service and assessments of brands are connected to how they are treated by front-line 

employees, the third and final theme will round off with customers´ views of them and how they 

can be involved in service recovery.  

 

3.4 Customers´ view of front-line employees and related strategic tools   
To start with, this theme will review and explain theoretical terms associated with front-line 

employees´ contribution to brands based on how customers view them. Next, the theme will review 

and explain theoretical terms related to involvement of front-line employees in service recovery. 

 

3.4.1 Front-line employees as internal stakeholders of brands 
As has been inclined throughout the previous two themes of the theoretical framework, customers 

base their evaluation and satisfaction of a hotel experience on how they were treated. This is where 

the employees come in to the picture. In this thesis, we are concerned only with front-line 

employees as they are the people that hotel guests primarily would see and interact with about 

service failures. As is underlined in theory, front-line employees have been emphasized as 

specifically important for brand-oriented service providers since they provide the image of the 

service provider to the customers (Morhart et al. 2009). The theoretical term service branding gives 

an explanation of how front-line employees take part in the equation of providing this image to 

customers (Schlager et al. 2011). In turn, this also links back to how they are treated by their 

employers. Service branding is described by Schlager et al. (2011) as per how a service brand is 

created through internal, interactive and external marketing. This is a three-way relationship 

between the service provider, the employees and the customers. It all starts with the internal 

marketing, which is the link between the employer and the employee. This is about the 

identification process and attraction between the employees and the workplace. The representation 

of a brand from front-line employees goes back to how they feel about their workplace (Ibid.). 

 

Internal marketing further affects employees to perform interactive marketing as they show a 

certain attitude to the customers, which is affected by what kind of attitude the employer encourages 
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the employees to have during interactions with customers (Ibid.). This is all further connected to 

external marketing, which is described as all forms of direct communication from the service 

provider to the customers. To have these links in place and thereby present a reliable service brand 

to the customers, management has the responsibility of establishing the workplace as a strong and 

attractive brand for employees to work for (Ibid.). Again, his theory pinpoints that employees need 

quality treatment from their employers in order to offer quality treatment to the customers.  

So, theory on service branding indicates that employees themselves can contribute to a brand if they 

identify with and are attracted by their workplace. Similarly, theory about brand value co-creation 

states that brands are co-created partly by employees, as internal customers (Merz et al. 2009). As 

such, employees are regarded as internal stakeholders who need to be treated with respect (Hatch 

and Schultz 2009). They also need to be aware that they constitute “part of the conversation that 

decides what the brand means” (Hatch and Schultz 2009:123). Employees who are encultured in 

the organization and in the brand and who are given the authority to express the brand in their own 

way, can produce creative results and meaningful work (Hatch and Schultz 2009). Similarly, theory 

on service branding goes by the mantra that employees who are happy and who are able to identify 

themselves with their workplace will affect customer experiences in a positive way. This will in 

turn contribute to the brand (Schlager et al. 2011). So, the two theoretical terms service branding 

and brand value co-creation both suggest that front-line employees should be aware of and inspired 

by the brand that they represent. Moreover, this is relevant because the brand stands for the identity 

of the service provider as such and becomes a symbol that unites interests and values of all 

stakeholders (Hatch and Schultz 2009). As such, brands could therefore be seen as a link between 

the service provider and all stakeholders (Merz et al. 2009).    

 

Within the context of a successful approach to service recovery, theory therefore suggests that 

employees should be taught about representing the brand. To involve service recovery as a 

component of operations from everyone within an organization, some of the crucial elements are 

employees´ skills, motivation and authority (Hart et al. 1990). This is relevant to clarify, because 

lack of such behavior from employees may be harmful for the reputation of the service provider. A 

study about how customers perceive front-line employees in department stores demonstrated that 

the impression that customers had of them led to consequences (Patterson & Baron 2010). Overall, 

this study showed that the customers pictured the front-line employees to be inefficient and 

unhelpful when service failures happened. As such, Patterson & Baron (2010) concluded that front-
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line employees who lack skills for dealing with service recovery efficiently will be regarded by 

customers as dysfunctional, regardless of whether the service failure was intentional or not. 

Although this example derives from the retail industry, it shows that customers quickly notice and 

react to the way front-line employees act. In turn, this might worsen the reputation of the service 

provider. This example also indicates that customers perceive that something is wrong when front-

line employees fail to handle service recovery in a professional way. 

 

So, this example from the retail industry indicates that front-line employees shall act convincingly 

and be responsible in front of customers when service failures arise. As such, existing employees 

are emphasized in research as valuable internal stakeholders because of the “rise of the service era” 

(Foster et al. 2010:401). As implied by this, we live in a time when front-line employees should be 

service-minded. To understand this better, theory on living the brand explains that employees 

should live the brand through identification with the organization´s values, goals and norms and that 

they should be allowed to be empowered (Karmark 2005). Employees who are living the brand play 

a crucial role when it comes to customers’ perception of the brand (Ibid.). Gromark & Melin (2011) 

also emphasize that employees should be living the brand to ensure that the service provider is 

capable of building strong and long-lasting relationships with various stakeholders. The concept of 

living the brand presupposes that employees should entail the service provider’s values (Karmark 

2005). This will enable them to deliver the service in a way that is consistent with the brand’s 

identity (Ibid.). So, theory on living the brand explains one way of having the front-line employees 

onboard as representatives of the brand, to avoid that customers perceive them as unhelpful or 

detached when service failures occur. This is especially important for brand-oriented service 

providers since they consider the front-line employees to be the ones who deliver the brand and 

form the image of the service provider in front of the customers (Morhart et al. 2009). As the 

analysis will apply research to empirics from hotels with seemingly service-minded brands, this 

theory is considered suitable. 

 

However, there is a problem in the empirical world, where the concept of living the brand is 

perceived to be difficult to implement on employees (Karmark 2005). For example, there is a lack 

of explanations for how the values of an organization could be translated in to experiences that the 

employees can be living. One approach to solve this could be to educate and train the employees in 
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accordance with the brand (Ibid.). This is going to be reviewed in the next section as one of the 

methods for encouraging employees to take pride as internal stakeholders and to live the brand. 

 

3.4.2 Internal brand management within the context of service recovery 
This theme of the theoretical framework has so far reviewed employees as the ones who co-create 

and live the brand. The theme will now continue with a more strategic tone to see how hotels can 

make employees act in this way. Internal brand management is highlighted by scholars as one 

approach to assure that all employees comprehend the meaning of the brand in order to follow the 

brand promise during service delivery (So & King 2010; Punjaisri et al. 2009). Service providers 

are suggested to use internal brand management to promote the brand inside and to influence 

employees’ attitudes and behaviors to deliver the brand promise (Punjaisri et al. 2009). Employees 

need to know what the brand message encompasses in order to know how to provide the brand 

promise during encounters with customers (So & King 2010). For this thesis, internal brand 

management has been chosen as a theory because it expands the horizons of involving employees in 

service recovery. It emphasizes the importance of various methods for employees to understand the 

brand in order to deliver successful service, including successful service recovery. 

 

One method within internal brand management is training (Punjaisri et al. 2009). As employees´ 

skills, motivation and authority are marked out as essentially important in theory (Hart et al. 1990), 

this implies that they deserve training to know how to fulfill their roles. One type of training is to 

educate employees about the brand (Punjaisri et al. 2009). Another type of training is 

interconnectedness between departments in the workplace (Hart et al. 1990). These forms of 

training will be further analyzed in the light of the hotels of this study in the analysis chapter. 

Furthermore, training programs shall be regularly invested in to assure that the brand promise is 

delivered by employees over time (Punjaisri et al. 2009). According to So & King (2010), the 

relevance of training and other methods within internal brand management goes back to brand 

equity. To reach brand equity, service providers need to make sure that the brand goes beyond the 

level of customers´ awareness of the brand name, since knowing the name is insufficient for 

intentions to purchase the brand. To reach beyond this level, service providers need to assure that 

the brand message is a mantra for the whole organization as such, which includes that all employees 

have a thorough comprehension of the brand (So & King 2010).  
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Another method within internal brand management is communication between management and 

employees (Punjaisri et al. 2009). According to Wilder et al. (2014), communication is one tool for 

management to utilize in order to make front-line employees more adaptable to their jobs.  

Management shall communicate to the front-line employees which role they have in the service 

process and enlighten them about expectations to fulfill customers´ various needs (Wilder et al. 

2014; Zoghbi-Manrique-de-Lara et al. 2014). For instance, managers should clarify to the 

employees that any occurrence of unrecovered service failure will have an effect on the 

performance of the service provider as such (Zoghbi-Manrique-de-Lara et al. 2014). Employees 

need to know that loyalty from a customer after the occurrence of a service failure is connected to 

both the chance of retaining the customer and retuning the relationship with the customer (Zoghbi-

Manrique-de-Lara et al. 2014; Knox & van Oest 2014).  

 

So, theory about communication indicates that it is directly related to how much front-line 

employees adjust to their roles. This theory is also related to how much they reflect upon the 

consequences based on their behavior in front of customers. This awareness can be further 

established if employees are given a chance to understand the processes inside of the workplace, 

which requires communication between departments (Hart et al. 1990). Moreover, Xiong et al. 

(2013) emphasize that communication of the brand is linked to commitment from the employees´ 

side. There is a stronger likelihood for employees to become committed if they think of the brand as 

significant and necessary for the success of the workplace. Consequently, communication with 

employees needs to be attentive and “tailored to the audience” (Xiong et al. 2013:356). This needs 

to be done to assure that the brand becomes so significant and important for the employees that they 

are willing to act as ambassadors for the brand (Xiong et al. 2013). Taken together, the arguments 

for implementing communication suggest that the service delivery, including service recovery, will 

reach a higher level of quality thanks to communication with the front-line employees (Wilder et al. 

2014; Zoghbi-Manrique-de-Lara et al. 2014; Knox & van Oest 2014; Xiong et al. 2013).  

 

3.4.3 Atmosphere and empowerment within the context of service recovery 
Despite of numerous arguments for implementing communication as a method, scholars also 

emphasize a service-oriented atmosphere around the employees (Wilder et al. 2014) and 

empowerment (Wilder et al. 2014; Wamuyu et al. 2015). These are described as essential factors for 

enabling employees to perform service recovery. As Wilder et al. (2014) explains, communication 
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is insufficient for employees on its own without an inspiring work-atmosphere alongside 

empowerment. 

 

To further clarify what a service-oriented atmosphere entails, Wilder et al. (2014) portrays it as a 

service-colored environment that offers the necessary sustenance for service-minded behavior to 

happen naturally. Employees will perceive what service climate a workplace has based on a shared 

comprehension of all the policies, activities and measures in connection to how customer service is 

rewarded, encouraged and expected (Ibid.). This can also be compared to service branding, which 

can be implemented efficiently through building a strong employer brand and being an attractive 

workplace for employees (Schlager et al. 2011). The result of a study made by Schlager et al. 

(2011) showed that social value in the workplace has a large effect on both employee satisfaction 

and the extent to which employees identify themselves with the workplace. Social value 

encompasses the whole work environment as such, from the spirit and skills of the work team to the 

overall feeling of the atmosphere. This includes both the relationships between colleagues and the 

relationships with the managers, which altogether form the employees´ attitudes and in turn their 

identification with the workplace (Ibid.). In sum, these explanations from scholars imply that 

employees have a need to be inspired by the work atmosphere to find the energy to deliver high-

quality service. In turn, the impression given by employees to customers during service recovery 

will determine whether the hotel as such is worth being loyal to for customers (Zoghbi-Manrique-

de-Lara et al. 2014). 

 

To also clarify what empowerment means, this is a theoretical term that is concerned with the 

employees´ authority to give a solution that answers to the needs and expectations of customers 

(Wamuyu et al. 2015). In other words, empowerment refers to the aspirations, tools and decision-

making rights that are needed to provide service to customers (Ibid.). Alongside the service-oriented 

atmosphere, the employees also need to be allowed to have empowerment over their actions 

(Wilder et al. 2014). As such, empowerment is about clarifying to the employees that they are 

allowed to judge situations and to take direct actions from there (Hart et al. 1990). The purpose of 

this is to be able to live up to individual customer needs, as opposed to following scripts without 

thinking for themselves (Wilder et al. 2014). It is therefore important that management attempts to 

nourish employees to feel empathy for customers and that they raise employees who are creative 

when it comes to problem-solving (Ibid.). As Bolton et al. (2014) states, employees should be 
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empowered with more flexibility to adjust the way that they perfect the approach to each individual 

customer. At the same time, the judgement from employees in each individual situation with 

customers also needs to be connected to the service strategy of the organization as such (Ibid.). As 

such, this implies that although each situation with a customer is different, a consistent approach 

from employees is necessary. 

 

So far, these definitions of empowerment imply that employees need to know that they are trusted 

in order to solve problems efficiently. Linking back to theory on training, Wamuyu et al. (2015) 

argue that training and empowerment shall be carefully combined as a part of developing successful 

service recovery strategies. Doing so will also give room for employee satisfaction. This happens 

because the employee is allowed to make decisions independently to correct the service failure and 

to compensate the customer instantaneously, if needed. This way, the pressure of working with 

service recovery can be eased (Ibid.). Furthermore, empowerment can also be linked to how the 

employees feel about their development in the workplace. Working in an empowering setting where 

decent training and mentoring are offered will make employees feel that they develop themselves 

(Schlager et al. 2011). According to the results from Schlager et al.´s (2011) study, development is 

an attribute which has considerable impact on employee satisfaction. As these various examples 

have shown, empowerment is fairly linked to training and development and could thereby be 

utilized as more of an overall approach to front-line employees. 

 

To sum up, this third theme of the theoretical framework can be seen as an additional add-on on top 

of the two aforementioned ones, which is illustrated in the figure on the next page (see Figure 7). As 

front-line employees are present during service recovery as a first point of contact for customers, 

they have been integrated to become a part of the model as a whole. This theme began with 

customers´ views of front-line employees and their influence in co-creating and living brands, 

which relates to why service recovery matters from the viewpoint of branding. Following this, the 

theme continued with strategic means of involving the employees in service recovery. This connects 

back to how strategic tools could be utilized for handling service recovery in a brand-oriented 

manner. In total, this theme has developed the model by presenting what hotels could consider 

when it comes to the significance that customers give to front-line employees and subsequently how 

to involve the employees more in service recovery (see Figure 7). 
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As front-line employees are present during service recovery as a first point of contact for customers, 

they have been integrated to become a part of the model as a whole. This theme began with 

customers´ views of front-line employees and their influence in co-creating and living brands, 

which relates to why service recovery matters from the viewpoint of branding. Following this, the 

theme continued with strategic means of involving the employees in service recovery. This connects 

back to how strategic tools could be utilized for handling service recovery in a brand-oriented 

manner. In total, this theme has developed the model by presenting what hotels could consider 

when it comes to the significance that customers give to front-line employees and subsequently how 

to involve the employees more in service recovery (see Figure 7). 

 

 

 Figure 7: Theoretical model – step 3, created by the authors 
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3.5 A short summary of the theoretical framework 
The three themes of the theoretical framework have now been reviewed and illustrated. By 

combining theoretical terms from the theoretical fields of service recovery, customer loyalty and 

branding, this chapter has presented an interdisciplinary approach to service recovery. This 

integration of theoretical terms has resulted in a fully built model to provide several considerations 

during service recovery, as illustrated below (see Figure 8). 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

As it can be seen from the model above (see Figure 8), the upper side of the model started with 

customers´ evaluations of service and how hotels can consider this as an initial step of working with 

service recovery. Here, documentation and analysis of feedback and service failures were reviewed 

(see Figure 8). In turn, the evaluations of service from customers also link to how they assess 

brands and their intention to stay with the hotel, which is illustrated on the right side of the model 

(see Figure 8). By understanding the mechanisms of how customers assess brands, it is possible for 

hotels to use tools for handling complaints and dealing with compensations in an effective manner 

to assure customer loyalty. Lastly, the evaluations and assessments from customers relate further to 

 
Figure 8: Completed theoretical model, created by the authors 
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their views of front-line employees, which links to the left side of the model (see Figure 8). Thus, 

loyalty from customers and tools for documenting and analyzing, together with customer 

complaints and compensations, links directly to the role of front-line employees. Therefore, this 

side of the model has further explained how customers perceive brands through front-line 

employees and how hotels can involve these employees for better brand representation in service 

recovery situations. When combining these three constituents of the model together as one, it 

becomes clear that the brand is taken in to consideration throughout service recovery. Therefore, 

this collection of theoretical terms in to one model has been conducted to pinpoint a brand-oriented 

approach to service recovery from a theoretical standpoint. Nonetheless, each brand is different and 

this also indicates that the model could be interpreted differently, depending on hotels´ brand values 

and standards.  

 

Each theme of this chapter has consistently covered both brand-specific reasons for focusing on 

service recovery and possible strategic tools for doing so, in alignment with the research question: 

Why does service recovery matter from the viewpoint of branding for 4/5-star hotels in 

Copenhagen? and How could hotel management utilize strategic tools for handling service 

recovery in a brand-oriented manner? In the following chapter, we will proceed by weighing the 

theoretical terms presented in this framework against collected empirical data from the six hotels 

and the potential hotel guests. 
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4.0 Analysis and results 
 

4.1 Introduction to the chapter 
The structure of this chapter is going to be divided in to three themes, which follow the same 

concept and order as in the previous chapter. Each theme of the theoretical model will be walked 

through and used as a framework for presenting empirical results step-by-step. As was mentioned in 

the methodology chapter, the two units of analysis are hotel managers and potential hotel guests. 

The empirical data for hotels stems from interviews with six managers, whereas the empirical data 

for potential hotel guests stems from survey responses and interviews.  

 

To shortly go back to the hotels of this study, their websites picture their branding approaches as 

characterized by personal treatment of guests, design and elegance (Scandichotels.com 2016; 

Nimb.dk 2016a; Tivolihotel.com 2016; Bchospitalitygroup.dk 2016a/b/c; Ihg.com 2016). Based on 

these attributes, the hotels may already have strong brands. Nevertheless, we argue that it is 

necessary to always consider a strategic approach to service recovery because this could be the 

source of a competitive edge which consequently may bring even more value for the brand and 

loyalty from guests’ side. This argument stems from the fact that the hotel industry is increasingly 

competitive, where “… customer relationship management or new and innovative products and 

services can provide differentiation” (Rauch 2015). Likewise, one of the main arguments in theory 

is that failures are always doomed to happen even in the best hotels (Hart et al. 1990; Rashid & 

Ahmad 2014).  

 

4.2 Understanding and handling guests´ evaluations of service 
The first theme of the analysis chapter will discuss customers´ evaluations of service through 

mechanisms such as word-of-mouth and how feedback can be processed through documentation and 

analysis of feedback as well as service failures. The first part of the theme will present a discussion 

of the importance of service recovery from the standpoint of branding. The second part will be 

concerned with the utilization of strategic tools for documentation and analysis of guest feedback 

and service failures.   

 

http://scandichotels.com/
http://nimb.dk/
http://tivolihotel.com/
http://bchospitalitygroup.dk/
http://ihg.com/
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4.2.1 The ongoing risk of negative word-of-mouth  
Reflecting back on the theoretical framework, a brand´s value is centered around the awareness and 

perception of the brand in the mind of customers (O´Neill & Mattila 2010; Brodie et al. 2009). 

Here, the cognitive appraisal theory explains that a service recovery situation is the time when the 

customer goes through a cognitive procedure of evaluating the fairness of the given recovery, 

leading either to positive emotions connected to loyalty or to negative emotions (Singh & Crisafulli 

2015). Similarly, others scholars also point out that a customer´s experience with a brand may lead 

to emotions and cause reactions (Brakus et al. 2009). In turn, people who feel dissatisfied after a 

service experience have a higher tendency of expressing their emotions afterwards to others, in 

comparison to satisfied customers (Mauri & Minazzi 2013). Here, it becomes relevant to investigate 

whether the connection between dissatisfaction from a service recovery and expression of emotions 

to others in the form of negative word-of-mouth is experienced in reality. Therefore, we asked the 

potential hotel guests in this study if they would consider writing a negative hotel review if they did 

not like the way the employees handled a mistake in a 4/5-star hotel. As expected based on the 

aforementioned theory, a fairly high number of them agreed that they would be inclined to write 

such negative hotel reviews (see Figure 9). More precisely, 36.2% agreed to this statement (see 

Figure 9 and Appendix 6). 

 

 

 

 

 

 

 

 

 

 

 

 
Figure 9: Survey statistics – Q12 

 

Two of the potential hotel guests also presented examples of writing negative hotel reviews after 

experiencing disappointing service recovery situations in 4/5-star hotels (Alice 2016; Carl 2016). 
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This was done after realizing that their complaints inside the hotels did not lead to concrete 

solutions (Alice 2016; Carl 2016). One of them commented this in the following way: 
 

“… I wrote them a very very negative review on all the websites that I could” (Alice 2016) 
 

This example implies a disruption due to lack of apologies and compensations, which leaves the 

customer feeling deceived and ready to start seeking revenge through negative word-of-mouth 

outside of the service provider´s zone of control (cpr with Singh & Crisafulli 2015). A connection 

can therefore be seen when linking this theory to the fairly high tendency for potential hotel guests 

to write negative hotel reviews after dissatisfying treatment from employees during the time of a 

mistake. Also, the examples from some potential hotel guests confirms this link further, based on 

their experiences of writing reviews as a way of seeking revenge.   

 

To move over to what the hotel managers in this study said about online reviews, all of them 

initiated that the risk of online negative reviews is an ongoing issue (Hotel Scandic Front 2016; 

Tivoli Hotel 2016; BC Hospitality Group 2016; Nimb Hotel 2016). From their point of view, all six 

of them were especially aware of the high activity on the online forum TripAdvisor. Therefore, they 

monitor it and make sure to answer reviews on TripAdvisor directly (Tivoli Hotel 2016; Nimb 

Hotel 2016; BC Hospitality Group 2016; Hotel Scandic Front 2016). One of them expressed the 

administration around replying to TripAdvisor comments in the following way:  
 
“And there’s a person on each hotel’s… that I would say at least spends 6 hours on TripAdvisor, answering questions. 
So, it is mostly damage control. I don’t think it generates any more revenue. It’s a matter of that we are showing we are 

in control of the situation” (BC Hospitality Group 2016) 
 

The fact that all the hotels in this study spend resources regularly on replying to online reviews 

demonstrates that reviews are a part of their reality. This could be seen as an issue from the 

viewpoint that time and resources need to be spent on administering reviews. Besides, several 

scholars have pointed out that responses from hotel managers to critical online reviews are not 

perceived by customers to be as relevant as a personal approach to complaints inside of the hotel 

(Mauri & Minazzi 2013; Boshoff and Leong 1998). So, the time spent on answering critical reviews 

might not pay off for these managers as much as personal interaction would.  

 

Besides, online reviews may not only be written but also read by others. Going back to the potential 

hotel guests, only 13.5 % of them strongly agreed that they would write a negative hotel review 
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themselves in case they did not like the way the employees handled a mistake in a 4/5-star hotel 

(see Figure 9). Yet, a number of them answered that although they would not spend the time on 

writing reviews themselves, they find reviews written by others useful to read (Paul 2016; Kirsten 

2016; Emma 2016).  

 

This is important to highlight since scholars have pointed out that recent negative reviews tend to 

have a large impact on people (Sparks & Browning 2011; Mauri & Minazzi 2013). In comparison 

to this, some of the hotel managers in this study similarly mentioned that they acknowledge that 

people read and react to critical reviews. For example, some of them have experienced cases where 

people have contacted the hotels after reading negative comments in reviews in order to ask 

questions (Hotel Scandic Front 2016; Tivoli Hotel 2016). In sum, the empirical data supports the 

theoretical argumentations that potential hotel guests may read and get affected by reviews written 

by others. The first result therefore is that the hotels in this study are under the ongoing risk of 

receiving negative word-of-mouth through online reviews, which could be both written and read by 

guests. 

 

4.2.2 The blaming process behind the scenes of service recovery 
Elaborating further on risks around negative word-of-mouth, it should be important to mention that 

hotel guests also may speculate on whether a service failure could have been prevented in the first 

place. Negative events have a special tendency of starting up a speculation process, where the 

customer starts thinking about possible reasons and whom to blame for the service failure (Singh & 

Crisafulli 2015). The customer will react to the causality, namely whether the service provider 

should be held responsible for what has happened (Iglesias et al. 2015; Oliver 1993).  

 

In turn, the customer will think less of the service provider if the customer perceives that the service 

failure was under their control and therefore could have been circumvented (Iglesias et al. 2015). To 

apply this theory to our study, we asked the potential hotel guests whether they would be very 

disappointed in case they would perceive lack of prevention of a mistake in a 4/5-star hotel. As 

expected on the basis of the aforementioned theory, their answers showed that 54.4% of them 

agreed and 34.9% even strongly agreed that they would be very disappointed (see Figure 10 and 

Appendix 6). 
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Figure 10: Survey statistics – Q5 

 

To further investigate the potential hotel guests who strongly agreed to this statement, they 

mentioned human errors as one prevention case which would cause disappointment. Namely, they 

believed that human errors could have been circumvented if the employees would have been more 

attentive to their jobs (Sanne 2016; Sara 2016). Another mentioned example of a possible 

prevention case was requests which had been communicated by the customer pre-arrival but not 

taken in to consideration by the hotel (Jacob 2016; Carl 2016). Overall, this empirical data matches 

with the theory. Since the results show that there is a tendency for them to become easily irritated 

when not receiving full attention, theory could be supported.  

 

Linking this back to the aforementioned tendency of potential hotel guests to write and read 

negative online reviews about disappointing treatment from employees when a service failure 

occurs (see Figure 9 and Appendix 6), it should be emphasized that prevention of service failures is 

relevant. Here, it could be understood that the speculation process ultimately leads to various 

emotional outcomes (Singh & Crisafulli 2015). This could in turn lead to decisions such as 

performing negative word-of-mouth (Ibid). Reversely, a customer who is satisfied with such 

attributes around a service experience is also likely to be overall satisfied and positively affected to 

the hotel, and vice versa (Oliver 1993). The result from this, based on empirical data, is that there is 

a risk that hotel guests will feel dissatisfied if they sense that there is a lack of attention from the 

hotels´ side during the service recovery process. The empirical data here therefore matches the 
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theoretical considerations.  It could therefore be argued that service recovery matters as a chance for 

listening carefully to guests to minimize further speculations and in turn negative online reviews.  

 

4.2.3 The other side of the story – positive word-of-mouth 
Discussing negative word-of-mouth and speculations from guests would probably not be fair 

without mentioning the other side of the story in the form of positive word-of-mouth. According to 

the theory about the service recovery paradox, the initial state of customer satisfaction may increase 

to higher satisfaction if customers receive what they believe is to be an admirable form of service 

recovery (Magnini et al. 2007; Singh & Crisafulli 2015; Ok et al. 2007). Applied to customer 

behavior, studies have shown that highly satisfied customers display a better behavior than merely 

satisfied customers, seen from angles such as word-of-mouth (Liu & Keh 2015). To link this theory 

to our study, we asked the potential hotel guests whether they would definitely recommend a 4/5-

star hotel if they received a recovery which was perceived as fair for them. As expected, based on 

this link between satisfaction and positive behavior (Liu & Keh 2015), more than half of the 

potential hotel guests agreed to this statement (see Figure 11). More specifically, 62.8 % agreed and 

20% even strongly agreed that such recommendation would be made after receiving a fair recovery 

for a mistake (see Figure 11 and Appendix 6). 

  

 

 
 

 

 

 

 

 

 

 

 

 
Figure 11: Survey statistics – Q4 

 

62.8 % 
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To elaborate on this, the potential hotel guests also tend to give hotels credit for handling service 

failures fairly. For example, one of them mentioned that “… everybody can make mistakes” but as 

long as “… you walk out happy…” (Peter 2016). Another one said that improvement of mistakes is 

“… also part of the service” (Gina 2016). Others also stated that they have an understanding for the 

occurrence of mistakes and that their opinion of a hotel would rise if they received what they 

believed was to be a fair recovery (Paul 2016; Sara 2016). Similarly, the hotel managers in this 

study seemingly have an awareness of recovery as an opportunity for making guests willing to 

spread positive wording of the hotel. For example, the following comment captures such awareness: 
 
“So, so a recovery from a failure is a fantastic opportunity to show your customer that… that you have the capacity and 
you have the flexibility and the knowledge and you have the staff and… the tools to recover from a thing” (Nimb Hotel 

2016) 
 

Seen from these examples, the empirical data highlights that a service failure can be turned around 

as long as the guest walks out happy after a fair recovery.  

 

Yet, it would be too simplistic to stop here by arguing that only the delivery of fair service recovery 

for each hotel guest in each situation would matter to generate positive word-of-mouth. Namely, the 

hotel managers in this study also pointed out that the matter of turning a service failure around to 

such a level is not necessarily crystal-clear. For example, it was mentioned by one of the hotel 

managers that guests might have different views on what a severe service failure entails (Nimb 

Hotel 2016). Furthermore, another hotel manager explained that guests might voice their opinions 

to TripAdvisor without even expressing their dissatisfaction to the hotel (Hotel Scandic Front 

2016). Such dilemmas indicate that lack of communication between the hotel and the guest could 

hold the service recovery paradox back. This is simply because it depends on how the guest 

perceives the service failure and whether they communicate these perceptions to the hotel. The 

service recovery paradox has been criticized by scholars due to various difficulties of such nature 

(Ok et al. 2007; Magnini et al. 2007). For instance, a higher level of customer satisfaction than 

initially is most likely to be met only when the customer perceives the service failure not to be 

severe (Magnini et al. 2007). Seemingly, it would then come down to communication with each 

guest to understand how to provide the right recovery every time. 

 

To conclude, the analysis has so far discussed the underlying risks of negative word-of-mouth from 

hotel guests. This discussion is connected to why service recovery matters from the viewpoint of 



57 
 

branding for the hotels in this study. Since it has been pointed out that negative word-of-mouth and 

speculations from hotel guests may distract hotel brands, the underlying argument is that 

attentiveness should be essential in order to bring positive word-of-mouth to the table. Thus, the 

next part of this theme will proceed with a discussion about possible strategic tools for working one 

step ahead of the guests by documenting and analyzing service failures and feedback before it 

reaches the Internet in the form of reviews. 

 

4.2.4 Ongoing documentation of feedback from hotel guests 
The first strategic tool that is going to be reviewed is documentation of feedback from hotel guests. 

One possible strategic tool for hotels is to document guests´ preferences in a CRM- system or 

similar in order to offer customized and consistent service according to individual preferences 

(Bolton et al. 2014). Consistent delivery of reliable services is a competitive advantage for service 

providers, which could lead to numerous marketing benefits (Berry & Parasuraman 1991). In order 

to connect this theory to reality, we asked the hotel managers in this study about the existence and 

utilization of CRM-systems or similar for documenting guest feedback, including complaints and 

similar. According to their answers, documentation of guest details differs somewhat from hotel to 

hotel.  

 

Some of the hotels have databases for their front-line employees to use for registering guest 

feedback within each guest profile (Nimb Hotel 2016; BC Hospitality Group 2016). With regards to 

the guest profiles, the registration of guest data is done for the purpose of acknowledging who the 

specific guest is over time and what their likes and dislikes are (Nimb Hotel 2016; BC Hospitality 

Group 2016). They also mentioned that the front-line employees register data within a daily handle 

for the sake of updating the rest of the front-desk employees internally of what has happened during 

the day (Nimb Hotel 2016; BC Hospitality Group 2016). The documentation of guest data within a 

daily handle is used for notifying to colleagues how guests would like to be treated. For example, 

the content of daily handlers was described in the following way:  
 

 “…/a guest/should be placed in a room next to the elevator shaft, or in a corner room, or top floor, or they are afraid 
of the heights…” (BC Hospitality Group 2016) 

 

The comment above points out that detailed information about guests´ preferences is documented 

and can be read by colleagues. Seemingly, both databases and daily handlers take specific guest 

preferences in to consideration (cpr with Bolton et al. 2014). This is because both of these methods 
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are utilized for documenting feedback from guests, which is also shared between front-line 

employees. For these reasons, theory has been supported through empirical data on how some of the 

hotels approach documentation of guest feedback.  

 

However, other hotel managers in this study stated that they do not have a routine for front-line 

employees to document feedback from guests in a database or similar (Tivoli Hotel 2016; Hotel 

Scandic Front 2016). The reasons for not operating in this way differ. One of them mentioned that 

the hotel does not have a database where all guest information is stored (Hotel Scandic Front 2016). 

Reversely, the other hotel has a database in place which is only capable of storing information if the 

guest places a booking through the hotel´s own website every time (Tivoli Hotel 2016). Regardless 

of reasons for not having a procedure on documentation of feedback from guests, the absence of it 

could cause issues as seen from a guest perspective. When asked about whether they would want 

their feedback to be documented for future service improvements, almost half of the potential hotel 

guests agreed to the statement (see Figure 12). Their responses demonstrate that 40.6% of them 

agreed and that 12 % strongly agreed to this (see Figure 12 and Appendix 6).  

 

 

 

 

 

 

 

 

 
 

 

 

 

 

Figure 12: Survey statistics – Q6 

 

To elaborate on this, one of the common opinions from them is that such documentation of service 

failures in the hotel reception is expected for the sake of giving attention to the mistake and 
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improving hotel services (Carl 2016; Sara 2016; Alice 2016; Peter 2016). Furthermore, another 

common opinion among them is that documentation would be seen by them as a way of preventing 

future mistakes (Anna 2016; Gina 2016; Erica 2016). This empirical data shows a tendency from 

the potential hotel guests to care about storage of their feedback information, not only for the sake 

of themselves but also for the sake of service improvements for other hotel guests. In line with the 

theory on documentation, the potential hotel guests demonstrate that they appreciate when their 

feedback is documented in hotels for future service improvements. 

 

On the other side, theory on the importance of a documentation-system as a way of strengthening 

the customer´s relationship with the brand (Bolton et al. 2014) could also be questioned. Theory 

states that documentation would be a competitive advantage through offering something that would 

differ from the same service as offered by everyone else within the industry (Bolton et al. 2014). 

Yet, this theory does not answer to how such a system should be used in a consistent way by front-

line employees or who should take responsibility for its consistency. As previously mentioned, 

some of the hotels in this study do not have a procedure of storing guest complaints consistently 

through such a system (Tivoli Hotel 2016; Hotel Scandic Front 2016). So, it is possible to criticize 

the establishment of guest documentation as a competitive advantage in itself. Besides, some of the 

hotel managers in this study stated that service failures are not necessarily reported by front-line 

employees even if a system is installed. This is further illustrated in the following comment: 
  

 “… if you have a mistake happen to a guest and you do a recovery, you don´t want your manager to know about it” 
(BC Hospitality Group 2016) 

 

This comment signalizes that front-line employees may not necessarily document every critical 

event, for the sake of not showing it to their managers. Furthermore, only one hotel manager in this 

study stated that they print the data from the system regularly for “… statistical use and for 

prevention and so forth…” (Nimb Hotel 2016). Besides, some of the potential hotel guests in our 

study mentioned that they do not care about whether their complaints are documented as long as the 

failure is fixed (Sanne 2016; Jacob 2016; Henrik 2016; Emma 2016). The following citation shows 

an illustration of this opinion: 
 

“the documenting only makes sense if people are actually reading it or learning from it or acting on it. Other than that, 
I don't know what, it doesn’t matter” (Henrik 2016) 
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The comment above further underlines that a documentation system without action or follow-ups 

would be fruitless from a guest perspective as well. For now, the result based on empirical data 

links back to the theory and implies that documentation of guest feedback in a database and 

possibly also a daily handle is used by some of the hotels in this study as a strategic tool for getting 

to know guests´ preferences better. Yet, it could be questioned whether documentation is active and 

followed up in all hotels in this study, which therefore also is a part of the result. This is especially 

mentioned since documentation does not seem to matter for guests unless it is performed actively 

and followed up.  

 

4.2.5 Ongoing analysis of feedback and service failures 
Continuing from ongoing documentation of feedback from hotel guests, a further strategic tool 

could be to analyze feedback and service failures behind the process of documentation. One step 

within analyzing service failures is to keep track of their costs. Theory about cost/benefit-analysis 

states that going to the bottom of service failures is especially linked to keeping track of the costs of 

service failures (Mount 2013). Similarly, other scholars also point out the importance of a tracking 

system of defined external failures (Mudie & Pirrie 2006). For example, this could be in the form of 

how often they take place and how much resources the hotel spends on them (Ibid.). To apply this 

theory to this study, the hotel managers were asked about whether they calculate losses caused by 

service failures and distribution of resources for recovery. 

 

The majority of them stated that they watch for instance how much discount is given out to guests 

in the hotels (Nimb Hotel 2016; BC Hospitality Group 29016). The purpose of doing so is to keep 

themselves updated on their status and their most common trends with respect to service failures 

(Nimb Hotel 2016; BC Hospitality Group 2016). As the hotel managers explained, the tracking is 

used for watching trends to be able to 
 

“… do a different manning /…/ level to take care of that peak period” (BC Hospitality Group 2016) 
 

Another explanation of tracking discount is described in the following comment: 
 

… that´s an important factor in what we´re doing as well and mistakes and so forth” (Nimb Hotel 2016) 
 



61 
 

In alignment with theory on the cost/benefit analysis above, this type of cost-tracking would be 

relevant for the sake of acknowledging the link between service failures and costs over time in the 

form of trends. 

 

Nevertheless, it should still be mentioned that the theory on cost/benefit analysis could be criticized. 

Theory suggests that by knowing how much a specific service failure cost, a cost-benefit analysis 

can be used to find a break-even point for improvements which would counterbalance the losses 

(Mount 2013). However, the cost of each service failure that the hotels are in control of could be 

difficult to pinpoint. To be precise, two of the hotel managers stated that they do not make a 

calculation of losses and distribution of resources based on recovery on service failures (Tivoli 

Hotel 2016; Hotel Scandic Front 2016). Reasons for not doing were explained by them. Firstly, one 

of them clarified that a construction site outside of the hotel causes complaints from guests (Hotel 

Scandic Front 2016). Yet, the hotel manager pointed out that the guests know that the construction 

is not within the control of the hotel (Hotel Scandic Front 2016). Secondly, the other hotel manager 

mentioned that they receive complaints from guests who have not been attentive to what type of 

booking they have made (Tivoli Hotel 2016). For example, guests question whether the size of the 

room should be different (Tivoli Hotel 2016).  

 

Both of these examples highlight events which are seemingly outside of the hotels´ control at the 

moment. These answers leave us with the critical question of whether the tracking of all given 

discounts would fail to exactly measure which service failures the hotels should take responsibility 

for. Potentially, keeping track of service failure costs could come with the risk of tracking events 

which are out of the hotel´s control at the time being, such as a construction site outside or a room-

booking made by a guest who has not been sufficiently attentive. Thus, the result based on the given 

empirical data is that a tool such as this one could be of strategic importance for showing trends 

over time. However, the empirical data has shown that such trends cannot answer exactly to where 

each service failure comes from. This means that the empirical data might slightly mismatches the 

theory to the extent that not every service failure could be tracked and therefore the cost/benefit-

analysis is not implemented in the studied hotels to the full extent.  

 

Continuing with the dilemma of where each service failure comes from, several theoretical scholars 

emphasize the importance of acknowledging which problem areas service failures belong to (Mount 



62 
 

2013; Mudie & Pirrie 2006). Such information can be accessed by gathering and listening to 

feedback from customers who have been dissatisfied during a hotel visit (Mount 2013; Hart et al. 

1990). One method used by most of the hotels in this study for gaining such data is to send out 

guest satisfaction surveys by e-mail to guests after hotel visits (Tivoli Hotel 2016; Hotel Scandic 

Front 2016; BC Hospitality Group 2016). From their answers, the data from the surveys are used 

for making improvements in specific hotel areas. For instance, the following comment demonstrates 

how the collected feedback is implemented at Hotel Scandic Front: 
 

“… we get some feedback and based on that, we get a report every month, scoring guest survey points that we can 
use. So we can see if go up or down, and then we can measure the bar, the restaurant, the front office, the room, 
cleanliness and so on, the efficiency of check-in, check-out, cleaning whatever…” (Hotel Scandic Front 2016) 

 

This approach of utilizing survey data from guests is seemingly applied to improvements in specific 

hotel areas, as the manager explained that each hotel area is measured. Another example came from 

Tivoli Hotel, where they are on their way to send out smaller questionnaires to guests in order to 

evaluate specific hotel areas such as children´s activities and the hotel breakfast (Tivoli Hotel 

2016). In accordance to theory on collecting and listening to customer feedback (Mount 2013; 

Mudie & Pirrie 2006; Hart et al. 1990), the approach of applying feedback from surveys to 

improvements for specific hotel areas can be connected.  

 

To evaluate the efficiency of using guest satisfaction surveys by e-mail as a strategic tool, it should 

also be relevant to address where the potential hotel guests stand on this matter. Seen from their 

answers, quite a few of them mentioned that they appreciate to get contacted by a hotel after their 

hotel visit as a reminder for giving feedback (Erica 2016; Jenny 2016; Agnes 2016). For instance, 

one of them expressed her opinion about post-stay e-mails in the following way: 
 

“You know sometimes after your stay in the hotel, they just send you automatic e-mail, which says ‘oh, could you please 
fill out the survey?’. And then of course I would. But, if they don’t do that, I might forget about it, you know” (Jenny 

2016) 
 

The comment above implies that this potential hotel guest views surveys as a reminder to give 

feedback to hotels. Seen from these examples from the hotel managers and the potential hotel 

guests, the method of contacting guests by e-mail post-stay could be one efficient strategic tool for 

collecting guest feedback in order to figure out exactly what to improve. This means that the theory 

on problem area identification through listening to guests’ feedback is utilized by the hotels and 

probably is appreciated from a guest perspective.  
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Nevertheless, it should still be questioned whether the method of collecting critical feedback from 

guests post-stay is sufficient for covering feedback of critical nature about service failures per se. 

Namely, the feedback about how a specific service failure has been handled could be too broad to 

fit in to a survey. According to answers from other potential hotel guests in this study, we have 

interpreted that they generally pay high significance to how much attention they receive from the 

employees inside of the hotel when a critical event occurs (Sara 2016; Anna 2016; Gina 2016; 

Jacob 2016; Alice 2016; Emma 2016). Responsibility from the employees´ side stands out as a 

common feature for what they value when a failure happens. This is illustrated in the following 

comment:  
 

“Yeah, I mean in all the service recovery and failures, /…/ front-line employees are really important. In a way that they 
show their interest to the problem and solving it and show the empathy. And I think that for me that would be the most 
important aspect even if I know that there is a problem that maybe /…/ could have been prevented before. But if I see 
that there’s somebody that can take care of it, I would /…/ feel much better about the brand and the service” (Anna 

2016) 
 

This comment demonstrates that the interviewee probably pays attention to a service failure as a 

context-based occurrence which should be communicated and solved on spot inside the hotel. 

Besides, a large number of the potential hotel guests have emphasized attention from employees as 

valuable (Sara 2016; Anna 2016; Gina 2016; Jacob 2016; Alice 2016; Emma 2016). Such a matter 

can probably not be fully covered in a survey after a hotel visit. 

 

Yet another related issue with contacting guests post-stay is the risk of not receiving answers back 

from guests. For instance, one potential hotel guest said that answering a survey by e-mail post-stay 

“… depends on your experience with the hotel” (Sanne 2016). Thus, there is a risk that hotel guests 

may not pay attention to answering surveys after the hotel visit. The result based on these examples 

is that guest satisfaction surveys by e-mail are used as a tool for applying guest feedback to 

improvements by some of the hotels in this study. Yet, such a method for analyzing service failures 

in accordance to improving service failures could be limited.  

 

Lastly, the question on how to analyze service failures in a strategic manner could also be addressed 

by categorizing them in accordance to clusters of guests. For this, we need to go back to theory 

which brings up the possibility of using a mathematical model for measuring how service failures 

affect customer clusters (Zhu et al. 2004). The purpose of this is to address costs from both an 

organization- and customer-based perspective and from there work out how to design cost-effective 
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service recovery strategies (Ibid.). Seen from how the hotel managers in this study talked about 

their segments of guests, categorization of guests in to clusters could be troublesome for two 

reasons. Firstly, some of the hotel managers emphasized that hotel guests book rooms from multiple 

online sources nowadays (Tivoli Hotel 2016; Nimb Hotel 2016). This makes it difficult for the 

hotels to be in close contact with each guest and in turn to distinguish which segment each guest 

belongs to in the first place (Tivoli Hotel 2016; Nimb Hotel 2016). For example, the following was 

mentioned by the manager from Nimb Hotel: 
 

“… nowadays with reservations coming from a vast amount of reservations engines, it´s very difficult to have a very 
specific division of guests” (Nimb Hotel 2016) 

 

The comment above clarifies that Nimb Hotel finds it difficult to distinguish guests segments in 

detail. Similarly, the manager from Tivoli Hotel mentioned that their reservation system “cannot 

merge” the same guest if the booking is placed via different websites over time (Tivoli Hotel 2016). 

This also signalizes that it could be difficult to distinguish which segment each guest belongs to. 

 

The second reason for difficulties with categorization of guests in to clusters is grounded in 

individual expectations from guests. Namely, some of the hotel managers also clarified that even 

when guests are segmented, they may still have individual expectations on which recovery to 

receive in a particular situation. For example, one segment for the three hotels belonging to the BC 

Hospitality Group is layover guests (2016). The hotel managers explained that this segment is fairly 

broad since it covers everything from a “CEO” to a “… family from Småland in Sweden that never 

been on a trip before” (BC Hospitality Group 2016). Therefore, although they are both categorized 

as layover guests, they cannot be treated in the same way. This is further illustrated in the following 

comment: 
 

“you can´t do the same for them /…/ and they both have different expectations” (BC Hospitality Group 2016) 
 

Similarly, another example of individual guest expectations came from the manager from Nimb 

Hotel (2016). He explained individual expectations from guests in the following way: 
 

“… if you love TV and you´re spending 90 percent in your room watching TV, obviously if you don´t have a TV it´s a 
huge loss” (Nimb Hotel 2016) 

 

These examples pinpoint that a service failure would remain a matter for the individual guest to 

evaluate, depending on his or her taste. The reality of the hotels in this study therefore mismatches 

the theory about creating customized service recovery strategies for each customer cluster (cpr with 
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Zhu et al. 2004). Namely, empirical data implies that such a categorization would probably be 

illogic based on both the lack of contact with guests during the booking and individualized 

perceptions on how severe a service failure is for each guest. Thus, the result based on empirical 

data is that clustering of hotel guests probably is irrelevant as a strategic tool for the hotels in this 

study. This result is based on difficulties with respect to distinguishing guests and linking service 

recovery directly to a guest segment as such. This means that this theory probably is incompatible 

to how these hotels operate with their guest segments. 

 

To conclude, the second part of this first theme has discussed documenting and analyzing service 

failures as a follow-up after the discussion about customers´ evaluations of service as in word-of-

mouth on the brand. For the sake of wrapping up the theme, let us shortly present and discuss the 

results from this theme by the help of applying the empirical data to the theoretical model (see 

Figure 13). 

 

 
 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

Figure 13: Empirical results applied to theoretical model - step 2, created by the authors 
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To start with the upper textbox in the model (see Figure 13), these results link to why service 

recovery matters from the viewpoint of branding. The first result has demonstrated that the hotels in 

this study are under the constant risk of having their brands distracted due to negative online 

reviews. Namely, the empirical data shows a tendency of both written and read critical feedback in 

online reviews. The second result (see Figure 13) has further pinpointed this risk by emphasizing 

that hotel guests may start to speculate if they sense a lack of attention from the hotels´ side during 

the service recovery process. Once the reviews are in place, the hotels in this study spend time and 

resources on commenting them (Tivoli Hotel 2016; Nimb Hotel 2016; BC Hospitality Group 2016; 

Hotel Scandic Front 2016). This means that the theoretical considerations on the importance of the 

service recovery are supported with the help of empirical data.  

 

Thirdly, the next result points out that each service recovery situation is unique (see Figure 13). 

Therefore, the theory on the service recovery paradox has been slightly criticized. This theory 

depicts that the delivery of admirable service recovery to each guest is an opportunity to produce a 

higher level of satisfaction than before the failure occurred (Magnini et al. 2007; Singh & Crisafulli 

2015; Ok et al. 2007). Since the empirical data has pinpointed that each service recovery situation is 

unique, this indicates that the theory would not work out in reality every time. This would then 

require communication with each guest about preferences to which recovery to offer to enhance the 

satisfaction level.   

 

Moving over to the lower textbox in the model (see Figure 13), these results relate to how strategic 

tools could be utilized for handling service recovery in a brand-oriented manner. The first result 

here has shown that documentation of feedback from guests in a database or daily handlers is one 

strategic tool used by some of the hotels in this study for acknowledging guest preferences better 

(see Figure 13). It has also emphasized that such a system could be utilized by front-line employees 

and that the system could be in place for analyzing feedback in accordance to specific problem 

areas. Yet, there was lack of such analysis amongst the hotels, since some of them either did not do 

it or had a system which was inconsistently used by employees. However, the theory on 

documenting customer data as a competitive advantage as such for customizing service (Bolton et 

al. 2014) was also criticized. Namely, it was discovered during the empirical data analysis that 

consistency and follow-ups of such a system are not mentioned in this theory.  
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The second result has pinpointed that following up discount reimbursements was used by some of 

the hotels as an additional strategic tool, mainly for reading in trends of service failures over time 

(see Figure 13). The third result has demonstrated that guest satisfaction surveys by e-mail also 

were used as a strategic tool for connecting guest feedback to particular areas in some of the hotels 

(see Figure 13). Nevertheless, it was also pointed out that post-stay surveys might have limitations. 

The last result demonstrated that theory about clustering of hotel guests (Zhu et al. 2004) probably 

would not serve as relevant strategic tools for the hotels in this study (see Figure 13). The results 

were discovered to constitute a mismatch with theory. Namely, the empirical data has indicated 

difficulties of distinguishing hotel guest segments and finding a relevant connection between 

segments and expectations from guests for service recovery situations. Lastly, feedback from guests 

has now and again been referred to throughout this theme of the chapter. To further understand the 

essence of feedback, the next theme will address guests´ assessments of brands and how to handle 

complaints from guests during hotel visits. 

 

4.3 Understanding and handling guests´ assessments of brands 
This theme is going to discuss guests´ assessments of brands. Further on, the theme will continue 

with analysis on complaints from hotel guests and how complaints can be encouraged and dealt 

with in a strategic manner. Therefore, the first part of the theme will be concerned with explanation 

of what the brand value constitutes for the hotels’ guests and the second part of the theme will 

provide a discussion of what strategic tools hotels could utilize to provide valuable service recovery 

for the guests. 

 

4.3.1 The concept of brand value 
As was pointed out in the previous theme, brand value stems from the customers´ awareness and 

view of a brand (O´Neill & Mattila 2010; Brodie et al. 2009). To elaborate on this, it should be 

emphasized that scholars have pinned down that one of the specific intangible values of brands is 

brand-equity and the financial value it generates for service providers (Kapferer 2008; Madden et. 

al. 2006). To understand what brand equity has to do with the hotels in this study, let us repeat what 

their brands are characterized for. As outlined in the introduction of this chapter, these hotels have 

in common that they are branded for their aim of providing personal treatment to guests, design and 

elegance (Scandichotels.com 2016; Nimb.dk 2016a; Tivolihotel.com 2016; Bchospitalitygroup.dk 

2016a/b/c; Ihg.com 2016).  

http://scandichotels.com/
http://nimb.dk/
http://tivolihotel.com/
http://bchospitalitygroup.dk/
http://ihg.com/
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Similarly, the interviews with the hotel managers led to a similar picture when we asked them about 

value for their guests. They came across expressions for value such as “unique” (Tivoli Hotel 2016, 

Nimb Hotel 2016). Other expressions were “experience”, “quality /…/ over quantity” (Scandic 

Front Hotel 2016) and “understand the guest” (BC Hospitality Group 2016). Seen from these 

examples, we have interpreted that these hotels have in common that they aim for offering an 

exclusive and personal experience to their guests. In connection to theory on brand equity, this type 

of service delivery would then be what could constitute brand equity and lead to financial value for 

them (cpr with Kapferer 2008; Madden et. al. 2006). Here, it is important to stress that the 

economic effect of brands is long-lasting since the impact of a brand will live on within the memory 

of the customer (Kapferer 2008). This theoretical notion indicates that these hotels probably could 

win financially by providing brand-consistent service delivery over time, in accordance to their 

values.  

 

However, the assessments of brands will be determined by how customers perceive the brands, 

according to scholars (O´Neill & Mattila 2010; Brodie et al. 2009; Brakus et al. 2009). In sum, that 

demonstrates that the potential wins for the hotels brands in this study come down to what the 

guests are thinking and saying about the hotels. To link back to the discussion about word-of-mouth 

in the previous theme of the chapter, we can also understand the risks associated to what a guest 

feels during the time of a service failure. Theory has pointed out that perception of distributive 

justice during a service recovery process is a settling cause for how customers talk about the service 

experience afterwards (Choi & Choi 2014). Distributive justice does not only answer to physical 

compensation but also to the consideration of the customer´s emotions throughout the process 

(Rashid & Ahmad 2014). Having said this, we will now extend the matter of understanding and 

listening to hotel guests by addressing value for guests. 

 

4.3.2 The concept of value for guests 
According to theory, value for guests equals the balance between what customers feel that they have 

given in comparison to what they have received (Bansal & Taylor 2015). In the context of service 

recovery, there is a high risk that customers may choose not to come back after a service failure in 

case they feel as if the failure has caused them loss of time or money (Keaveney 1995). It should 

also be pinpointed here that brands function with an identification and differentiation purpose 

(Keller 2013). So when a failure occurs, the level of the brand is therefore going to affect how much 



69 
 

the customer expects to receive in terms of compensation (Cheng 2012). As money is something all 

hotel guests give to stay in a hotel, we asked what value means for our potential hotel guests by 

proposing the statement: “the more I pay, the bigger recovery I expect to receive for a mistake” 

(see Figure 14). Their answers showed that 39.8% strongly agreed and 43.5% agreed to this 

statement (see Figure 14 and Appendix 6). This fairly high level of agreement for expecting 

recovery in proportion to payment was expected, based on theory that money is a value-marker for 

guests (Keaveney 1995).  

 

 

 

 

 

 

 

 

 

 

 

 
Figure 14: Survey statistics – Q7 

 

However, when asked the question why they expect more recovery when they pay more for the 

hotel stay, money was not the only aspect. It was found out that the potential hotel guests generally 

expect an attentive service recovery process as such due to the high star-ranking, in comparison to 

hotels with fewer stars (Anna 2016; Peter 2016; Jacob 2016; Jenny 2016; Alice 2016; Kirsten 2016; 

Sanne 2016; Emma 2016). They do not necessarily expect a higher materialistic compensation in 

comparison to hotels with lower star-rankings. Rather, they expect that the hotel is: 
 

“… really like a step ahead of you… proposing something…” (Erica 2016) 
 

Similarly, they also commented that they would want the hotel to be “experienced” (Jenny 2016) 

and able to offer “… extra details like a taxi…” (Sanne 2016). Thus, the answers could be 

interpreted to indicate that as guests pay more for a stay in a 4/5-star hotel, the tradeoff during the 
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service recovery process would be to receive a more special approach. Here, it is about receiving an 

extra benefit to recover for the service failure. So, there is more to say from these answers with 

regards to what exactly makes the guest happy during and after recovery other than money. 

Namely, it is rather about the hotel being attentive and giving something back to them, as in 

alignment with theory on value perception for customers (Bansal & Taylor 2015). This could also 

be compared with distributive justice, in the sense that customer ask not only for a physical 

compensation but also for a response to their emotions (Rashid & Ahmad 2014). Altogether, the 

result is that there is an expectation on attentiveness from the employees´ side. Moreover, the 

potential hotel guests expect at the same time to receive a recovery which is reasonable to the 

money that they pay for the hotel visit. 

 

4.3.3 The ongoing risk of losing guests 
The discussion about value for hotel guests has already touched upon the risk of losing them if their 

value perception is not met. The risk of losing customers has turned into a considerable challenge 

for brands, since it is nowadays becoming more difficult to live up to the needs and preferences of 

customers (Javornik & Mandelli 2012). One category of causes for switching has to do with 

situations where employees are unable to handle a service failure in a correct way, for example by 

being unenthusiastic (Keaveney 1995). In order to find out the likelihood of losing guests in reality 

as based on these theories, we asked the potential hotel guests in this study whether they would 

consider not coming back again to a 4/5-star hotel if they were unhappy with the recovery.  

 

 

 

 

 

 

 

 

 

 

 
 

Figure 15: Survey statistics – Q9 
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As expected alongside the aforementioned theories, more than half of them strongly agreed to this 

statement (see Figure 15). More precisely, 51% of the strongly agreed and 42.5% of them agreed 

that would consider not going back to the same hotel if they were unhappy with the recovery (see 

Appendix 6).  

 

 To understand their thoughts on this matter, let us take a look at how some of the potential hotel 

guests who strongly agreed motivated their answers. For example, one of them answered:  
 

“… if I will feel that I have been treated unfairly, then I will never go there” (Emma 2016) 
 

Similarly, another potential hotel guest illustrated her motivation in the following way: 
 

“… if they are not treating me seriously, then I would just feel ignored and stupid, sort of, to go back” (Sanne 2016) 
 

These examples highlight that the treatment per se during a service recovery process would 

contribute to their decision of not coming back again. These findings are aligned with the theory on 

switching service providers due to the treatment given by employees throughout the service 

recovery process (Keaveney 1995). As such, guests could easily choose not to come back if they 

believe that they could have received a better treatment during the recovery situation.  

 

To also see what the hotel managers have to say about this matter, let us reflect on what the hotel 

managers have commented. For example, one of them commented the following: 
 

 “of course it’s very important that… that our guest feel that they get value for money” (Scandic Hotel Front 2016)  
 

Similarly, another one replied to this matter in the following way: 
 

 “of course we do… discuss what they do at other hotels, what the guests can get at other hotels…” (Tivoli Hotel 2016) 
 

These comments above point out that the hotels do value the matter of preventing guests from not 

coming back to their hotels. In alignment to guests who choose to switch brands, this is also 

relevant since theory has pointed out that higher attraction of service from other service providers 

also stands out as a reason for customers to switch (Keaveney 1995; Bansal & Taylor 2015).  
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Moreover, other hotel managers mentioned treatment of each guest in a more specific sense. For 

example, BC Hospitality Group commented that value is about being observant to different 

expectations from guests and listening in to what each guest feels is important to them: 
 

Sometimes it’s just a cup of coffee that will take care of the whole thing. And sometimes, you just have to give them a 
free stay… (BC Hospitality Group 2016) 

 

Similarly, the manager from Nimb Hotel mentioned the following: 
 

“… a lot of people who stay here, they stay at other unique nice hotels so… in that sense, we need to excel and we need 
to be on the cutting edge of how we can cater to these people” Nimb Hotel 2016) 

 

Such examples point out that details and a personal approach during service recovery situations are 

taken in to consideration. In total, the hotel managers provided answers which showed an overall 

awareness of dealing with service failures in a responsive and enthusiastic sense, as suggested by 

theory (Keaveney 1995). In sum, the result is that hotel guests easily could switch to other hotels 

after the occurrence of a service failure, as was also implied by the theories.  

 

A further aspect of this dilemma is customers´ likeliness of communicating to others about their 

hotel experiences, especially online. As was pointed out in the previous theme of this chapter, one 

result was that the hotels in this study are under an ongoing risk of receiving negative word-of-

mouth in the form of online reviews. For example, we underlined that some of the potential hotel 

guests had written negative online reviews after dissatisfying service recovery situations in 4/5-star 

hotels (Carl 2016; Alice 2016). Also, the statistics from our survey illustrated that more than a third 

of the potential hotel guests would be inclined to write a negative hotel review if they were 

dissatisfied with the way the employees handled a mistake (see Figure 9). In connection to this, 

theory depicts that customers today are prone to communicate about their experiences, and that their 

demands and desires are hard to satisfy (Javornik & Mandelli 2012). As brands today are 

challenged in the sense that they might lose customers, the way to protect a brand is for service 

providers to partake in a cooperative relationship with the customers (Ibid.). Applied to complaints 

from customers in TripAdvisor reviews, this would mean that service providers are forced to deal 

with customers who involve themselves in such a communication process (cpr with Bijmolt et al. 

2010). 
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As we described in the previous theme, the hotels in this study seem to embrace this since they are 

especially aware of the high activity around online reviews. this especially the case for TripAdvisor, 

where they answer directly to reviews (Tivoli Hotel 2016; Nimb Hotel 2016; BC Hospitality Group 

2016; Hotel Scandic Front 2016). Their attention to online activity from guests on TripAdvisor is 

seemingly high, seen from their answers. For instance, the following comment about online reviews 

illustrates this: 
 

“I think they matter to guests. I think they actually read both reviews and our replies to the guests. I think they are, they 
matter a lot, yeah” (Tivoli Hotel 2016) 

 

Similarly, the manager from Hotel Scandic Front portrayed TripAdvisor as a forum which will: 
 

“… greatly influence how people choose” (Hotel Scandic Front 2016) 
 

This manager further explained that: 
 

“… we try and we always answer every review we get on TripAdvisor…” (Hotel Scandic Front 2016) 
 

Lastly, Nimb Hotel also mentioned that guests are: 
 

“… very much depending on online reviews” (Nimb Hotel 2016) 
 

The hotel manager from Nimb Hotel furthermore added that: 
 

“… we have to acknowledge that we need to be active in TripAvisor as well, which we are” (Nimb Hotel 2016) 
 

Seen from the way the hotels in this study spend time and resources on communicating with guests 

through TripAdvisor in this way, such an approach could be an advantage for protecting brands 

according to theory (cpr with Javornik & Mandelli 2012). As such, this approach could be 

understood as a brand-smart way of partaking in communication with guests online, including 

responses to complaints. 

 

However, apart from the communication per se, other impressions such as hotel ratings are also 

visible on TripAdvisor. According to the majority of the hotel managers in this study, the online 

image of hotels on TripAdvisor does not necessarily portray the reality due to the fact that 

TripAdvisor is not in itself a neutral source (Nimb Hotel 2016; BC Hospitality Group 2016; Hotel 

Scandic Front 2016). The biased rating scores of hotels was one such example of lacking neutrality 
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when it comes to TripAdvisor. For example, the managers from BC Hospitality Group explained 

that the hotel rating scores on TripAdvisor are not proportionate to the size of hotels. Here, the 

rating could score high or low depending on whether the hotel in question is large or small (BC 

Hospitality Group 2016). Rating scores were also mentioned within the context of commissions by 

the manager from Hotel Scandic Front: 
 
“And also what most people probably don't know, and this goes for all these platforms, is that we are also /…/ rated on 

these pages by TripAdvisor /…/ So if I pay more commissions to them, I get a higher rating. So then it doesn’t matter 
what the guest think. I could just pay more, and then I have a higher rating. Or maybe then I’m on the page one instead 

of the page two” (Hotel Scandic Front 2016) 
 
These comments give a fairly different perspective of TripAdvisor as a platform for communicating 

with guests. Although theory describes that service providers should partake in a collaborative 

relationship with their customers (Bijmolt et al. 2010; Javornik & Mandelli 2012), problems outside 

of the communication could appear. The comments about TripAdvisor as a potentially false source 

of information pinpoint that the hotel rating scores as illustrated on the site may not be real. Thus, 

this could potentially distract the brands. In turn, the communication with guests through the forum 

would probably be difficult to evaluate on its own since the guests may also have been influenced 

by hotel ratings. The result here, based on the empirical data, is that communication with guests 

through reviews on TripAdvisor comes with certain risks since the guests may get a false image of 

the hotel brand through its rating score. Such result could to some extent be an indicator of a 

mismatch with the theory, since such risks are not explained in theory.  

 

To conclude, the analysis has up until here discussed why it matters for hotels to understand and 

listen to their guests inside of the hotels. This discussion has been related to why service recovery 

matters from the viewpoint of branding for the hotels in this study. Similar to the results from the 

previous theme, we have argued that the hotels in this study have specific reasons for paying 

attention to their guests while they are inside the hotels. Namely, such an approach would reduce 

the risk of losing them as well the risk of dealing with interactions online afterwards through 

TripAdvisor. Therefore, we argue that handling service failures strategically in a brand-oriented 

manner is to do what is possible to encourage and reward hotel guests for venting complaints before 

they leave the hotel. Hence, the next part of this theme will discuss how strategic tools can be used 

to accomplish this.  
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4.3.5 Complaint-handling inside of hotels as a strategic tool 
The first possible strategic tool that is going to be discussed is complaint-handling inside of the 

hotels, as a part of how to encourage complaints to take place directly as opposed to after a hotel 

visit. According to theory, an easy complaint-system altogether with efficient problem-solving is 

something which will contribute to customer loyalty more than superb service in the first place 

(Dixon et al. 2010; Spreng et al. 1995). According to the theory about the effort model, the 

customers will not be interested in complaining inside the hotel, if they feel that the amount of 

effort they have to put into the process of complaining is high (Lu et al. 2015). Often, it is easier for 

a dissatisfied customer to vent off online rather than to file a complaint on spot inside a hotel (Ibid.), 

as has been discussed earlier in the analysis. In order to compare this theory to reality, we asked the 

hotel managers what they do in order to make it easy, smooth, and quick for guests to complain 

inside the hotels.  

 

One key expression was that managers and employees aim to show the guests a willingness of 

maintaining a direct dialogue (Tivoli Hotel 2016; Nimb Hotel 2016; BC Hospitality Group 2016; 

Hotel Scandic Front 2016). For example, a dialogue with guests is preferred because it makes it: 
 

“… easier for us to do follow-up questions” (BC Hospitality Group 2016) 
 

Another example of ongoing dialogues with guests was articulated in the following way: 
 

“… when you´ve stepped over that first barrier of interaction with your guests, the way they handle complaints with you 
are totally different because then we are already on a more intimate level…” (Nimb Hotel 2016) 

 

Other hotel managers mentioned that they specifically aim at empowering the receptionists to deal 

with complaints independently in order to make the hotel guests feel “happy” (Tivoli Hotel 2016; 

Hotel Scandic Front 2016). For instance, the culture within the reception at Tivoli Hotel was 

described as empowered in the following way: 
 

“… because it´s like ‘yeah just do it, make the customer happy and then if it wasn´t the right thing to do, well we talk 
about it afterwards and we won´t do the same again next time’” (Tivoli Hotel 2016) 

 

In comparison with theory about making a complaint procedure easy for the guests (Lu et al. 2015; 

Dixon et al. 2010; Spreng et al. 1995), the examples above show that the hotels appear to be aware 

of the importance of complaint-handling. The efforts provided in the form of dialogues with guests 
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and empowerment to receptionists seemingly confirm that they try to make it convenient for guests 

to voice complaints. 

 

However, the theory about the effort model theory also explains that the success of complaint-

handling is also dependent on the customers´ willingness and ability to easily articulate the 

dissatisfaction with the services they have received or been denied of (Lu et al. 2015). In order to 

further investigate this, we asked the potential hotel guests in this study if they would avoid 

complaining about a mistake in a 4/5-star hotel if they were not sure that the hotel could handle it 

easily. As opposed to what would be expected based on the theory about the effort, 44.3% of the 

potential hotel guests disagreed and 18% of them even strongly disagreed to this statement (see 

Figure 16 and Appendix 6). This indicates that more than half of them would complain regardless 

of what they thought of a hotel´s capability of handling their complaints easily.  

 

 

 

 

 

 

 

 

 

 

 

 

 
Figure 16 : Survey statistics – Q8 

 

To elaborate further on this, some of the potential hotel guests described that they would complain 

because they consider that it lies within the hotel´s responsibility to make them ”happy” (Jenny 

2016). Also, they believe that the hotel should find out what they are ”experiencing” (Gina 2016). 

Furthermore, one of them connected this matter to price as he commented the following: 
 
“So I mean, you´re paying… /…/…you´re not there for free. /…/ so, in way I will complain even if I think that they are 

not able to recover” (Paul 2016) 
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Such comments show that there is a fairly strong willingness and ability among the potential hotel 

guests to raise complaints. So far, the empirical data has therefore demonstrated that both the hotel 

managers as well as the potential hotel guests are willing to take a step in the direction of 

complaint-handling inside hotels.  

 

Complaint-handling is not only described in the theory about the effort model. For instance, other 

scholars have also emphasized that customers generally prefer a personal approach to their 

complaints inside of a hotel in comparison to reading responses to critical online reviews afterwards 

(Mauri & Minazzi 2013; Boshoff and Leong 1998). These theories further pinpoint the relevance of 

complaint-handling as a more direct activity as opposed to complaint-handling after hotel visits. 

Nevertheless, this approach could also be questioned since the scholars do not address how to 

resolve situations where complaints cannot be dealt with on spot. According to the majority of the 

hotel managers in this study, some complaints from guests will be dealt with afterwards per e-mail. 

Business-cards with e-mail addresses on are sometimes handed out by employees (Tivoli Hotel 

2016; BC Hospitality Group 2016; Hotel Scandic Front 2016). This could for example be in 

situations when: 
 

“… it’s something that we cannot do anything about right there, then they would ask the guest to send us an e-mail” 
(Hotel Scandic Front 2016) 

 

The e-mails from guests are then administered and answered to by responsible staff in the hotels, 

either by a department for guest relations (Tivoli Hotel 2016) or a specific manager (BC Hospitality 

Group 2016). Leaving the complaint e-mails for certain staff to answer is described as a strategic 

way of maintaining a certain type of communication style for the hotels. For example, the hotel 

managers clarified that correct communication is especially “crucial” when it comes to this type of 

complaint-handling (Tivoli Hotel 2016). Also, it is about being “sensitive” when writing those e-

mails (BC Hospitality Group 2016).  

 

These examples demonstrate that the majority of hotels in this study have already developed an 

organized system for dealing with some complaints after hotel visits. The active steps of handing 

out business cards and leaving the e-mail communication to certain staff (Tivoli Hotel 2016; BC 

Hospitality Group 2016; Hotel Scandic Front 2016) indicate that complaint-handling after hotel 

visits by e-mail is already a strategic tool on its own. Therefore, there appears to be somewhat of a 

mismatch between complaint-handling on spot as described in theory (cpr with Lu et al. 2015; 
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Mauri & Minazzi 2013; Boshoff and Leong 1998) and the way some complaints are strategically 

dealt with by e-mail in these hotels. 

 

However, some of the answers from the hotel managers signalize that complaint-handling 

afterwards by e-mail is seen as a step behind, from a strategic standpoint. For example, the 

following comment illustrates certain risks with e-mails: 
 

“… then we are one step behind. Because then we have not… it’s easier if we get a hold of the guest while he’s still in 
the house. If they take your business card and write an email, they are out of the house and you perhaps will never ever 

see him again. Then you have no chance” (BC Hospitality Group 2016) 
 

This comment indicates that a conversation with the guest inside of the hotel would have been 

preferred in comparison to an e-mail. Similarly, one of the other hotel managers gave the following 

comment about direct complaint-handling in the hotel: 
 

“we try to encourage all receptionists to take action immediately so that we can prevent from having these complaint 
mails afterwards” (Tivoli Hotel 2016) 

 

This comment shows that complaint-handling by e-mail could be seen as an activity to avoid. 

Besides, all the hotel managers expressed that they prefer to have a direct dialogue with guests (BC 

Hospitality Group 2016; Tivoli Hotel 2016; Hotel Scandic Front 2016; Nimb Hotel 2016). A direct 

dialogue could be used to “… figure out what’s the problem…” and to “… turn the situation 

around…” (Hotel Scandic Front 2016). These examples have shown that although the majority of 

the hotels in this study have a procedure of dealing with some complaints after hotel visits (Tivoli 

Hotel 2016; BC Hospitality Group 2016; Hotel Scandic Front 2016), the first objective would be to 

handle complaints on spot. The preference of handling complaints right away inside of the hotels 

could be matched with theory, as it clarifies that complaint-handling should be easy for the 

customer and dealt with right away (Lu et al. 2015; Dixon et al. 2010; Spreng et al. 1995; Mauri & 

Minazzi 2013; Boshoff and Leong 1998).   

 

The empirical data has so far implied that personal complaint-handling inside of the hotels is 

desirable from both a hotel- and guest perspective. Thus, the first result from this discussion is that 

complaint-handling inside a hotel is a preferable strategic tool for the hotels in this study in 

comparison to complaint-handling after hotel visits. However, since complaint-handling by e-mail 

is also applied for some of the hotels, another result is that some complaint-handling takes place 
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after hotel visits. Next, we will move over to the possibility of also giving out compensations as a 

way of rewarding guests for voicing complaints.  

 

4.3.6 Compensations inside of hotels as a strategic tool 
In alignment with the preference of keeping complaints inside the hotels, it should be relevant to 

focus on how to grasp the guest´s attention before the hotel visit is over in order to offer apologies 

and compensations. In order to comprehend this, let us view the hotel experience from the lens of 

the peak-end rule theory. The rule in this theory is that human beings tend to evaluate their 

experiences based on emotionally intensive episodes and the end of the experience (Trougakos et al. 

2008; Miron-Shatz 2009). This theory can be utilized to understand how certain memories are 

captured within the mind of a human being after a sequence of events, particularly connected to the 

peaks of emotions and to the end of the experience (Trougakos et al. 2008). Applied to a hotel 

context, it should then be relevant to pay attention to specific spot-on moments as well as the check-

out procedure as potential opportunity windows for steering positive emotions for guests that could 

be remembered.  

 

In order to investigate this in reality, we asked the hotel managers how they would describe the way 

their hotels solve a service failure on spot and how the problem is followed up. The following 

comment from BC Hospitality Group illustrates some examples of how employees typically would 

act as a service failure occurs in their hotels: 
 

“… take the check off their bill or delete the room service check, or the minibar or other things. That’s the norm of what 
we do on the spot. /…/… offer another cup of coffee, if they stay for a couple of days, or a dinner.  Depends on… 

Depends on the issue. Could just be that ‘let me help you to get a reservation at the good restaurant tonight’. It costs us 
no money, it’s your service” (BC Hospitality Group 2016) 

 

This comment contains several ways of compensating guests who voice complaints, such as by 

offering coffee or a dinner. Similarly, other hotel managers in this study have given examples of 

compensations such as “… a free drink, or a bottle of wine…” (Hotel Scandic Front 2016), “dinner 

in the restaurant” (Nimb Hotel 2016) and “… a voucher for a new stay…” (Tivoli Hotel 2016). 

These examples could be understood as tactics for stimulating positive emotions for guests through 

compensations, which seemingly aligns with the emotionally intensive peaks described in theory 

(Trougakos et al. 2008; Miron-Shatz 2009). 
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Another pattern among the hotels is to listen and to offer something for free rather than to offer cash 

to guests (BC Hospitality Group 2016; Tivoli Hotel 2016; Hotel Scandic Front 2016; Nimb Hotel 

2016). For instance, one hotel manager mentioned that: 
 

“… it´s also important you try to read your guest because a lot of our guests here, our segments of guests, they don´t 
care about money” (Nimb Hotel 2016) 

 

A similar example came from Hotel Scandic Front, where the manager mentioned that it does not 

necessarily come down to giving all the money back to the guest (Hotel Scandic Front 2016). As he 

further explained, they would also rather offer a dissatisfied guest a free stay the next time to 

encourage them to come back, than to give out cash and risk that the guest never comes back (Hotel 

Scandic Front 2016). According to these examples, all the hotels in this study seem to have the 

norm of encouraging their employees to listen to each guest and figure out an appropriate 

compensation in the situation rather than to hand out cash. This pinpoints that there is an aim for 

reading the guests´ emotions and from there turn the situation around. Such an approach could be 

described as the aim of grasping the guests´ peak of emotions in order to stimulate certain memories 

of the experience (Trougakos et al. 2008). Hence, the result from this discussion is that giving 

compensations on-spot is used as a a strategic tool for dealing with complaints to take place inside 

of the hotels. Since the compensations are offered to guests who voice dissatisfaction, this indicates 

that the guests are rewarded for speaking up.     

  

However, the peak-end rule theory contains not only the peaks but also the end of the experience 

(Trougakos et al. 2008; Miron-Shatz 2009). A hotel experience has a distinct end in the form of the 

check-out procedure, which implies that this could also be a time for turning a siutation around 

before the guest leaves the hotel. However, none of the hotel managers in this study mentioned the 

check-out procedure neither in connection to how a service failure is solved on spot nor to how it is 

followed up. As the check-out is the very last time the hotel interacts face-to-face with the guests, 

this procedure would according to theory have an effect on how the guest evaluates the experience 

with the hotel as a whole (cpr with Miron-Shatz 2009). Thus, the lack of examples about the check-

out procedure implies that there is a discrepancy between this theory and real practices.  

 

Nonetheless, various earlier findings in the analysis have demonstrated that all the hotel managers 

in this study would prefer to acknowledge concerns from hotel guests before they leave the hotels. 

For instance, it has been mentioned that they favor direct interactions with their guests inside of the 
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hotels (BC Hospitality Group 2016; Tivoli Hotel 2016; Hotel Scandic Front 2016; Nimb Hotel 

2016). One of them even clarified that they have “no chance” if a guest writes an e-mail back after 

a visit since they will probably never see the guest again (BC Hospitality Group 2016). 

Furthermore, it has been pointed out in the previous theme of this chapter that the hotel managers in 

this study view negative online reviews as a concern, especially reviews on TripAdvisor (Hotel 

Scandic Front 2016; Tivoli Hotel 2016; BC Hospitality Group 2016; Nimb Hotel 2016). Besides, 

the previous theme of this chapter also pinpointed that the potential hotel guests view attention from 

employees throughout the hotel experience as significant (Sara 2016; Anna 2016; Gina 2016; Jacob 

2016; Alice 2016; Emma 2016). Seen from this empirical data, it still appears to be relevant for 

both hotels and guests to grasp concerns from guests before the hotel visit is over, even though the 

check-out procedure has not been empasized per se.  

 

4.3.7 Possible risks associated to complaint-handling and compensations 
As a last note to the discussion on encouraging and rewarding complaints from guests before they 

leave hotels, we should also emphasize that such initiatives may not come without risks. Regardless 

of whether complaint-handling as such or compensations on spot are utilized as strategic tools, it 

would probably be unfair to leave this discussion without bringing up the attitude of the guests 

themselves. The theory about opportunistic customers describes customers who act irrationally as 

they try to take over the service recovery situation for the sake of their own interests (Wirtz & 

McColl-Kennedy 2010). In real life, this matter can be understood by looking deeper in to some of 

the comments from the hotel managers. One example came from BC Hospitality Group (2016), 

where it was mentioned that employees are tested once they recognize that the guest in front of 

them is ”... after money”. More clearly, the following comment explains what they often go 

through with guests: 
 

”Very often we have people that overspend. They simply do not have the money to cover their actions. So when they get 
the bill on a Sunday, you have a shit-storm, because then the complaints are about everything and then it’s just pure 

money, it’s pure speculations”  (BC Hospitality Group 2016) 
  
This comment shows that the complaints given by such guests are seemingly irrational. Namely, the 

theory points out that opportunistic guests often use justice dimensions and moving language as 

they complain (Wirtz & McColl-Kennedy 2010). Therefore, speculative guests who are after 

money, as seen in the example above, could be understood as opportunistic guests from the light of 

this theory. It could also be interpreted as if the guests in the example above are trying to get away 

with the situation, which is also described in this theory (Wirtz & McColl-Kennedy 2010).  
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Another similar example comes from Tivoli Hotel. It was mentioned that this hotel every day 

during the summer periods receives disappointing comments from guests who claim that they did 

not get the room that they booked, although they did (Tivoli Hotel 2016). As was explained by the 

manager from Tivoli Hotel, these scenarios turn in to discussions: 
 

“… I would say that that requires a lot of energy from our receptionists, because telling someone that they were not 
aware what they were booking is always difficult” (Tivoli Hotel 2016) 

 

Such an example could also be seen as if the guests´ own responsibility for the room booking is 

somewhat taken out of context by the guest, which in itself represents irrationality (cpr with Wirtz 

& McColl-Kennedy 2010). The room-booking dilemma was further described in the following way: 
 

“… we don´t believe that this actual problem is our fault, so we don´t do compensation on this matter” (Tivoli Hotel 

2016) 
 

In alignment with theory, the decision to not compensate could be seen as overcoming the situation 

by being in control and aiming for a realistic level of compensations (Wirtz & McColl-Kennedy 

2010). Altogether, these examples gives us the result that some of the hotels in this study face 

difficulties with guests who complain in an irrational way. As the examples have shown, such 

guests could make it difficult and even illogic for front-line employees to maintain an open 

approach by listenting to complaints and handing out compensations. Therefore, it could be argued 

that the behavior of guests will have an effect on how complaint-handling and compensations are 

dealt with in each situation. 

 

To sum up, the second part of this theme has discussed possible strategic tools to utilize for 

showing attention and listening skills to guests as a way of encouraging and rewarding them to 

voice complaints before they leave the hotel. As was done in the end of the first theme, let us again 

go back to the model for the chapter in order to present and explain the results from the second 

theme. To start with the upper textbox in the model (see Figure 17), this links to why service 

recovery matters from the viewpoint of branding. The first result has signalized expectations on 

attentiveness during the time of service failures in 4/5-star hotels, as well as expectations on 

receiving recovery in reasonable proportion to payment (see Figure 17). Here, theory about value 

for guests (Bansal & Taylor 2015; Keaveney 1995) and distributive justice (Rashid & Ahmad 2014) 

matched against the potential hotel guests´ expectations on receiving recovery and attention in 

proportion to what they pay.  
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Also, the second result has shown that the decision of not coming back after a service failure could 

easily be made (see Figure 17). Here, we showed a link between theory on switching behavior 

(Javornik & Mandelli 2012; Keaveney 1995) and the empirical data. The empirical data showed 

that there is a tendency for not coming back after a service failure from the potential hotel guests´ 

side as well as awareness about it from the hotels´ side. As such, this result indicated that the hotels 

in this study are under pressure of satisfying guests during the time of service failures, before they 

leave. Furthermore, the third result (see Figure 17) is that responses through complaints through 

TripAdvisor might be risky. Although theory suggests that service providers shall partake in 

customers´ communication about service experiences (cpr with Bijmolt et al. 2010; Javornik & 

Mandelli 2012), certain risks may may prevail when hotels and guests communicate over 

TripAdvisor. Namely, the empirical data showed that TripAdvisor´s rating scores of hotels is not 

neutral, which in turn could affect how guests perceive the hotels from the image of this site. Thus, 

we have questioned whether this type of online communication between hotels and guests is fully 

appropriate from the viewpoint of branding.  

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 
Figure 17: Empirical results appied to theoretical model – step 2, created by the authors 
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To continue with the lower textbox in the model, these results relate to how strategic tools could be 

utilized for handling service recovery in a brand-oriented manner. The first result has illustrated that 

direct complaint-handling inside the hotels is preferable in comparison to complaint-handling 

afterwards (see figure 17). The way complaint-handling is performed in these hotels is mostly 

aligned with the easiness and efficient problem-solving which is described in theory as preferable to 

encourage guests to complain without high efforts (Dixon et al. 2010; Spreng et al. 1995; Lu et al. 

2015). Nevertheless, the theory has also been somewhat mismatched with empirical data, since 

some complaints are also dealt with after hotel visits for the majority of the hotels in this study, 

which has also been pointed out in the model (see Figure 17). Moving on, the next result has 

demonstrated that compensations given on-spot is also used as an additional strategic tool by the 

hotels in this study (see Figure 17). For this result, the peaks and ends mentioned in the peak-end 

rule theory (Trougakos et al. 2008) were seemingly aligned with the way the hotels hand out 

compensations to guests. Lastly, it has been highlighted that these possible strategic tools may come 

with risks associated to guests who complain in an irrational way (see Figure 17). Theory about 

opportunistic customers (Wirtz & McColl-Kennedy 2010) matched here, since some of the hotels in 

this study have had experiences with guests who fit in to this category of customers. 

 

As a last note, it should be highlighted that front-line employees have once and again been touched 

upon as actors whom could be engaged in encouraging and rewarding complaints. In the previous 

theme, they were also mentioned within the context of online reviews. To further comprehend the 

role of front-line employees in these processes, the last theme of the analysis will focus solely on 

them.   

 

4.4 Understanding and handling guests´ views of employees  
This last theme of the analysis is going to analyze and discuss how customers view front-line 

employees and their involvement in service recovery. The previous two themes have reviewed 

several possible tools for hotel management to utilize for a more brand-specific service recovery 

process, inlcuding documentation of guest feedback and compensations for example. This theme is 

going to follow this up by discussing possibilities of involving front-line employees more in these 

processes. The first part of the theme will discuss employees´ contribution to brands in relation to 

them being perceived as representatives of the brand by hotel guests. The second part will then 

review several possible strategic tools for involving front-line employees more in service recovery. 
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4.4.1 Employees’ involvement in brand creation 
To begin the discussion on employees´ contribution to brands, let us start by focusing on front-line 

employees´ partaking in brand creation. As it was mentioned in the theoretical chapter, a service 

brand can nowadays be viewed upon as an entity that is being co-created by all of its stakeholders, 

especially by the employees (Merz et al. 2009). Employees within a hotel play a pivotal role, since 

the service delivery process depends majorly on them (Hatch and Schultz 2009). Consequently, 

when choosing and evaluating a brand, customers would be guided by considerations of the 

employees behind the brand (Merz et al. 2009). Besides, customers could connect a poor service 

experience directly to the employees (Patterson & Baron 2010). To investigate the matter of 

employees´ role in brand co-creation, we asked the potential hotel guests whether or not they agreed 

that they would link any negative attitude from the employees to a hotel brand. In line with the 

aforementioned theories, their responses show that 44.8% of them agreed and 31% strongly agreed 

to this statement (see Figure 18 and Appendix 6). These statistics demonstrate that there is a 

connection between how they perceive the attitude from employees and what they think of a hotel´s 

brand. This is seen from the statistics demonstrating that more than half of them either agreed or 

strongly agreed to the statement that they would link any negative attitude from the employees to 

the hotel brand (see Figure 18). 

 

 

 

 

 

 

 

 

 

 

 

 

 
 

Figure 18 : Survey statistics – Q10 

 

 
 



86 
 

In relation to theory, this significance given to employees could be understood as if they view 

employees as key players in hotel brands (cpr with Merz et al. 2009; Patterson & Baron 2010). In 

addition, the potential hotel guests explained this further. For example, one of them mentioned that 

he expects everything in the hotel to be connected to the brand, including the employees (Carl 

2016). The employees are expected to act in a manner that is “... aligned with that brand” (Carl 

2016). Also, the potential hotel guests agree that for the premium price they pay in a 4- or 5- star 

hotel, they would expect the employees to treat them nicely. Furthermore, they said that the 

employees’ behavior should reflect the hotel as a whole. Moreover, it would be relevant to mention 

that one of them commented that if he would not be treated nicely by the employees, he would 

consider that it was because of the hotel’s negligence (Jacob 2016). Another opinion from a 

potential hotel guest was that the behavior of employees is linked to the culture of the hotel, since it 

would be expected that employees are trained in accordance to the brand (Jane 2016).  

 

All these examples have in various ways implied that there is a balance between the brand-related 

perceptions of employees from the potential hotel guests´ side and theory about employees as co-

creators of brands (Merz et al. 2009). On the other hand, the balance is also limited since linking 

employees to the overall brand could depend on some subjective factors, such as the mood of the 

employees in the work-team. For example, one potential hotel guest explained that he understands 

that the service delivery process is also human and could be influenced by other employees´ mood 

(Henrik 2016).  

  

When we asked the hotel managers in this study how they look upon the connection between their 

brands and front-line employees, their answers indicated that this link is not crystal-clear. As was 

explained by the hotel manager from Nimb Hotel, there is no clear focus on the brand. This is 

because the brand is what the hotel and its employees are delivering and what the service level is 

per se (Nimb Hotel 2016). Thus, the brand could be seen as a constant construction by the 

employees of the hotel, as is expressed in the following comment : 
 

“if we can perform the service, /…/, the brand will build itself“ (Nimb Hotel 2016) 
 

Rather than the brand being co-created by employees, the hotel managers have mentioned that 

service standards followed by employees is an important matter. For example, one of them stated 

that employees should follow the brand-service standards (BC Hospitality Group 2016). This 
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indicates that the brand is rather connected to the service standards which are supposed to be 

delivered. It has been explained that employees play an important role when it comes to service 

recovery and that the hotels make sure that employees are knowledgeable about the brand. For 

example, employees are supposed to like the brand and be aware of the expectations of their 

employer and guests, with regards to service delivery (Nimb Hotel 2016).  

 

Front-line employees are overall seen as the ones who are most knowledgeable about the guests 

(BC Hospitality Group 2016; Nimb Hotel 2016). At the same time, the manager from Tivoli Hotel 

pointed out that the employees are expected to be able to identify themselves with the hotel (Tivoli 

Hotel 2016). This was further explained by mentioning that employees are expected to be able to 

identify themselves with the Tivoli Gardens, since the Tivoli Hotel “is co-branded with Tivoli 

Gardens” as well as the guests usually link the hotel to Tivoli Gardens (Tivoli Hotel 2016). The 

values that employees should endorse also come from the Arp-Hansen chain, which owns the Tivoli 

Hotel (Tivoli Hotel 2016). History is another concept that was brought up, as one of the hotel 

managers explained that the brand is constructed out of their history (Nimb Hotel 2016). 

Consequently, the hotel educates their employees about its history and thus the brand too (Nimb 

Hotel 2016). This could be linked to theory, as co-creation of brand through employees can be 

achieved by comprehending all the multiple layers of a brand (Merz et al. 2009), where history 

could be one such layer. 

 

However, despite this connection between theory and empirical data, another hotel manager 

indicated that the relationship between the brand and the employees can be an abstract concept 

since service delivery is a process of dealing with people (Hotel Scandic Front 2016). Therefore, the 

employees do not commit to the brand, but rather to other employees. Moreover, the service 

delivery is guided rather by the service standards and trust from managers (Hotel Scandic Front 

2016).  

 

Overall, these examples point out that the hotels utilize various means to involve the employees in 

the brands, as suggested by the theory on brand co-creation. However, the examples have shown 

that this is done through service standards, history as well as colleagues rather than the brand per se. 

So, there is usually no explanation of a clear relationship between the brand and the employees in 

the context of service recovery. This implies that the theoretical description about understanding all 



88 
 

levels of a brand and having a philosophy of co-creation and service dominance (Merz et al. 2009) 

cannot be explicitly matched to the way the hotels in this study work with their front-line 

employees.  

 

4.4.2 Living the brand for delivering better service 
Theory also points out that employees need to live the brand. Employees who live the brand, as in 

committing themselves to the hotel, can deliver the brand to the guest in a “natural” manner 

(Karmark 2005:106). Moreover, employees are linked to the guests’ perception of the brand 

(Karmark 2005; Morhart et al. 2009). This is why employees need to be fully committed in order 

for the brand promise to be fulfilled (Foster et al. 2010). Developing a brand-oriented organization 

is about making sure that the brand flows through attitudes, behaviors, skills and communication 

(Gromark and Melin 2011). Linking back to earlier responses from the potential hotel guests, the 

majority of them agreed or strongly agreed that they would link any negative attitude from an 

employee to the brand of the hotel (see Figure 18). At the same time, some potential hotel guests 

pointed out that they indeed consider the employees to be representatives of the brand and also to be 

the ones who enndorsee the hotel’s culture. Such empirical data indicates that there is a congruency 

between theory on committed employees who live the brand (Karmark 2005; Foster et al. 2010) and 

the potential guests´ perceptions of front-line employees.  
 
Nevertheless, it is important to point out that this theory does not clearly define how and when 

exactly employees can be defined as living the brand. As such, the hotel managers did not give 

direct descriptions of the relationship between the employees and the brand. Rather, it was 

considered to be sufficient for employees to know the brands, to like it, and to act naturally and at 

the same time in accordance with brand service standards (Tivoli Hotel 2016; Nimb Hotel 2016; BC 

Hospitality Group 2016). Some of the hotel managers also pointed out that it is important that 

employees do not only read in to what they need to do since they “...need to live it” (BC Hospitality 

Group 2016). Furthermore, it was pointed out that the brand service standards should be a helping 

tool rather than a matter of constraint for employees behavior (BC Hospitality Group 2016). 

Therefore, there is an acknowledgement that solely following the steps for service standards is not 

enough in these hotels.  

 

The employees´ involvement in the hotel and in the process of service recovery is also being done 

through implementing the hotel’s culture within the workplace (Hotel Scandic Front 2016). For 
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example, this is done through promoting collaboration between the employees in helping each other 

out in becoming better at service delivery (Hotel Scandic Front 2016). Such examples as the ones 

here demonstrate that although living the brand is not clearly defined in theory from a practical 

point of view (Karmark 2005), the multiple examples given from the hotel managers pinpoint the 

efforts they take to involve the employees in the brand.  

 

To briefly sum up, this first part of the theme has discussed employees´ contribution to hotel brands 

through co-creation and living the brand, in connection to how hotel guests look upon brands 

through front-line employees as representatives. The results have been that the potential hotel guests 

view front-line employes as representatives of brands. At the same time, the hotels rather picture the 

employees as representatives of hotel standards. This discussion has been connected back to the 

first research question, namely why service recovery matters from the viewpoint of branding. As it 

has been explained that front-line employees are strongly connected to hotel brands, we shall now 

proceed by discussing how they could be more involved in service recovery through utilization of 

various strategic tools. In this part, we turn over to the second research question, as in how the 

hotels in this study could utilize strategic tools for handling service recovery in a brand-orieted 

manner.  

 

4.4.3 Training as a strategic tool  
The first possible strategic tool that is going to be reviewed is training. As mentioned in the 

theoretical chapter with regards to internal brand management, hotels can use training in order to 

teach and inspire employees to represent the brand (Punjaisri et al. 2009). Training is also a tool for 

making employees able to satisfy customers after service failures (Hart et al. 1990). Moreover, it is 

connected to the employees´ understanding of brands, which gives service providers a chance of 

reaching higher brand equity (So & King 2010). To investigate this, we asked the hotel managers in 

this study about this matter. Seen from the answers we received, training is used in various ways to 

teach employees about the brand values for their ability to identify with the hotel brand. For 

example, BC Hospitality Group mentioned that the employees attend seminars where they are 

educated about the brand and how to deliver service recovery. Here, it was also pointed out that 

training is important so that employees understand the brand (BC Hospitality Group 2016).  

 

Similar to the seminars offered by BC Hospitality Group, Tivoli Hotel and Nimb Hotel send their 

employees to an introductory course at Tivoli School. Here, the employees learn about the 
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connection to Tivoli as a part of the hotels´ brands (Tivoli Hotel 2016; Nimb Hotel 2016). Since 

Tivoli Hotel is also owned by the Arp-Hansen Group, the employees at Tivoli Hotel are expected to 

be able to identify with the values of both institutions. For this reason, they are also sent to the Arp-

Hansen Hotel Group School in the beginning of their careers (Tivoli Hotel 2016). These types of 

seminars and introductory courses about the brands could be directly compared to training for the 

purpose of learning about brands precisely (Punjaisri et al. 2009). In the case of BC Hospitality 

Group, the employees are also taught about how to deliver service recovery, which could be 

understood as if their training is also more adapted to the context of service recovery (Hart et al. 

1990).  

 

Moreover, BC Hospitality Group puts effort in to keeping the best employees, since the time they 

spend at the hotel counts as important experience (BC Hospitality Group 2016). The hotel managers 

explained that inspiring employees to deliver satisfying service to the guest is also a matter of the 

culture, leaders and management in the hotel (BC Hospitality Group 2016). Similarly, Hotel 

Scandic Front works with the culture of having accessible managers who show that they trust their 

employees (Hotel Scandic Front 2016). From these notions, it is possible to conclude that these 

hotels also aim for a supportive leadership culture where employees are trusted to have the 

capability of offering successful service. This approach could be understood not as training per se 

but rather as a tactic for making the employees comprehend the brands by themselves as they go 

along. This could be linked to theory about employees´ deeper comprehension of brands as an 

approach for following the brand promise and thereby reaching higher brand equity for the 

organization as such (So & King 2010). 

 

Another possible type of training mentioned in theory is when employees interact between 

departments and learn about the workplace as one unity. In order to upgrade the service recovery 

skills of the employees, hotels can utilize training in a way where employees would get to know 

about other departments and the hotel’s interconnectedness (Hart et al. 1990). From the answers 

from the hotel managers, only the one from Hotel Scandic Front mentioned that the hotel works 

with training in this way. More specifically, they hold workshops which are supposed to take off 

two to three times a year. In these workshops, employees from various departments discuss ways to 

help each other at becoming better at service delivery (Hotel Scandic Front 2016). This initiative is 
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about bringing employees together from various departments, and could therefore be compared to 

the interconnectedness of the hotel as a whole, as mentioned in theory (Hart et al. 1990).  

 

So far, the analysis has brought up introductory training about brands and interdepartmental 

connections as two forms of training. However, it is also argued in theory that training should be 

invested in regularly to ensure that employees are able to keep the service delivery to the brand 

promise (Punjaisri et al. 2009). According to the answers from the hotel managers, Tivoli Hotel is 

the only one which makes an effort to regularly train their employees. Here, employees receive “the 

refreshment training about Tivoli” after one to two years of their careers (Tivoli Hotel 2016). 

Nonetheless, none of the hotel managers mentioned any type of regular training about service 

recovery per se, as in how to react in real-life situations with guests. This type of training, in the 

form of inspired real-life situations and role-playing, stands out in theory as one of the most 

efficient types of training (Hart et al. 1990). In comparison to the hotels in this study, this type of 

regular training is overall not a tendency. For example, it was not been mentioned by any of them 

that training is performed consistently or in the form of methods such as role-play. As a summary of 

the examples given so far, the result is therefore that the hotels in this study mostly prioritize 

introductory training to their employees as well as interdepartmental connections for one of the 

hotels. Yet, the hotels lack on following up on training on a regular basis. 

 

As a last note, it is possible to also mention one point of criticism for the theory about training 

based on some of the examples. Since the brand can be perceived as a rather dynamic entity shaped 

by everyday practices of delivering high-quality service, it could be questioned whether the 

employees can be taught about the brand or how to deliver the brand. This can be illustrated with an 

example from the hotel manager from Nimb Hotel. He pinpointed that the brand is largely formed 

by the people delivering it and the level of service (Nimb Hotel 2016). Therefore, the employees are 

not educated about the brand per se, except for the course in the beginning of their careers (Nimb 

Hotel 2016). Reversely, employees rather receive communication about the expectations of service 

standards that they should be able to deliver (Nimb Hotel 2016). This philosophy could be 

understood as if the employees and the service standards make up the brand, which in itself cannot 

be taught. As such, this example is contradictive towards theory about training for the purpose of 

learning about the brand (Punjaisri et al. 2009).  
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4.4.4 Communication as a strategic tool 
Since training per se could be relevant yet limited on its own for the sake of involving front-line 

employees in service recovery, let us continue with more potential strategic tools. One more tool 

emphasized in internal brand management is communication with employees (Punjaisri et al. 2009). 

Theory pinpoints that employees should receive communication about their role in the hotel and 

about the guests’ expectations (Wilder et al. 2014; Zoghbi-Manrique-de-Lara et al. 2014). So, 

communication needs to be done in a way that speaks to the employees and their roles in living up 

to the brand promise (Xiong et al. 2013). To go back to the hotel managers in this study, their 

answers showed that employees dealing with guests in the hotels are taken seriously. For example, 

they acknowledge that the front-line employees deal with the guests and consequently know the 

guests best (Hotel Scandic Front 2016; Nimb Hotel 2016; Tivoli Hotel 2016; BC Hospitality Group 

2016).  

 

One specific point of communication mentioned by several of the hotel managers was two-way 

communication (cpr with Punjaisri et al. 2009). For instance, the manager from BC Hospitality 

Group mentioned that the hotel does “performance review 4 times a year”. Such practice is a two-

way communication meeting where the employees together with their management discuss their 

roles, expectations and give feedback. It was emphasised that communication and listening to the 

employees is important since all of the employees are part of the brand that is being delivered (BC 

Hospitality Group 2016). Similarly, the manager from Nimb Hotel mentioned that communication 

is taken seriously and that the hotel has “a very close dialogue” with the employees. Front-line 

employees feedback is taken in to consideration, since these employees deal with guests and 

therefore know their preferences. This in turn enable the front-line employees to come up with ideas 

for service improvements (Nimb Hotel 2016). Similarly, the manager from Tivoli Hotel pinpointed 

some evidence of two-way communication. She mentioned that employees can easily voice their 

ideas and that the hotel takes their feedback into consideration (Tivoli Hotel 2016). All these 

examples could be understood as examples of two-way communication as a method for 

communicating with employees (cpr with Punjaisri et al. 2009). Such examples could also be seen 

as tools for discussing the employees´ roles and what is expected from them (cpr with Wilder et al. 

2014; Zoghbi-Manrique-de-Lara et al. 2014; Xiong et al. 2013). 

 

According to theory on communication, hotels should also strive to create an interdepartmental 

connection, in order for the employees to better understand the service processes (Hart et al. 1990). 
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Hotel Scandic Front (2016) could be an illustrative example of how this could be implemented in 

real-life. The hotel strives to create a culture where employees are encouraged to collaborate more 

and help each other out in providing better service (Hotel Scandic Front 2016). There are also 

meetings held every morning where people from various departments meet and discuss what 

happened in each department (Hotel Scandic Front 2016). Alongside this, the hotel also holds 

department meetings every three months, manager meetings every month and “2-3 staff meetings 

for everyone" (Hotel Scandic Front 2016). This could be understood as an approach to 

interdepartmental communication and to help employees understand what is going on in the hotel. 

Overall, these examples could be compared to theory about interdepartmental connection as a form 

of training (Hart et al. 1990). 

 

The result from the examples so far is that the hotels in this study have demonstrated two forms of 

communication, namely two-way communication and interdepartmental communication. 

Nonetheless, communication about service recovery per se did not appear to stand out as tendency 

among the hotels. The hotel managers did not mention specific communication about service 

failures or service recovery. Instead, some of the hotel managers explained that the common 

practice is that employees are not always willing to tell management about service failures (BC 

Hospitality Group 2016). This could be one sign of lack of communication about failures and 

recovery. However, it is also crucial to bear in mind that actual communication about service 

failures could be criticized too. For example, Knox & van Oest (2014) pinpoint the relevance of 

preventing service failures from happening rather than recovering from them. So, even though 

communication about service recovery as such did not stand out among the hotels in this study, one 

possible reason for this could be that they aim more at minimizing service failures and therefore 

communciate more about prevention of service failures instead of service recovery as such. 

 

4.4.5 Service-oriented atmosphere as a strategic tool 
Moving forward to the next strategic tool that hotels can utilize for their front-line employees, this 

section will discuss the relevance of a service-oriented atmosphere. Theory about employee 

involvement states that communication stand alone would not bring fruitful results in delivering 

service tailored to a guest without a so called service-oriented atmosphere (Wilder et al. 2014). 

Hotels need to provide value for their employees in the workplace to be able to make them more 

satisfied and identified with it (Schlager et al. 2011). This links directly to their ability to deliver 
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better experiences for customers and more value to the brand (Ibid.). To apply theory about a 

service-oriented atmosphere to the hotels in this study, let us point out some of the answers 

throughout interviews with the hotel managers. Some of them mentioned that they give their 

employees an understanding of what management can do with regards to creating a service-oriented 

and better working atmosphere (BC Hospitality Group 2016). Here, they strive to improve the work 

environment by bringing changes and acting according to the employees´ needs to be able to work 

in the hotel and to deliver proper service to the guests. This is illustrated in the following comment : 
 

” … and also that we need to take into consideration that their working environment itself is correct./…/ It’s our 
responsibility to create the best environment.”  (BC Hospitality Group 2016) 

 

Furthermore, the work environment is connected to communication between the hotel and its 

employees and through communication about what is needed and what could be done: 
 

” …we could always communicate it to our team and we could always listen” (BC Hospitality Group 2016) 
 

These examples of creating a friendly work environment and listening to the employees could be 

linked to a service-oriented atmosphere as described in theory, based on for example keywords such 

as value and satisfaction for employees (Schlager et al. 2011). This indicates that there is a link 

between theory and empirical data, as presented above. 

 

Another tool for making employees more satisfied with the work environment is to develop a 

collective culture that involves pleasant relationships between colleagues, among other factors 

(Schlager et al. 2011). Overall, the hotels in our study have proven to involve such practices. For 

example, the hotel manager from Nimb Hotel acknowledges that to be able to deliver the necessary 

service recovery, employees “need to have the means” in terms of an open culture. Similar to 

theory, the service-oriented atmosphere is achieved through the means of internal communication: 
 

“…So it´s very important to have a dialogue with them and create again an atmosphere where they can outer 
themselves and talk to us and let us know what´s going on and being listened to as well.” (Nimb Hotel 2016) 

 

This comment illustrates that Nimb Hotel prioritizes the point of listening to feedback from their 

front-line employees. Furthermore, the hotel strives to create an atmosphere where the employees 

are free to execute whatever decision it takes to delight the guest with the service (Nimb Hotel 

2016). Similarly, Hotel Scandic Front has an open-door policy, which allows for an open 

atmosphere where the employees are able to ask for help when they need it or discuss various 
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service matters. Here, management also takes the role and works together with employees, for 

example in the restaurant, as a way of showing that they are present during the service delivery 

(Hotel Scandic Front 2016). Likewise, Tivoli Hotel has a similar atmosphere. The manager from 

this hotel mentioned that thanks to the management team, there is an open-minded atmosphere in 

the hotel where everyone gets the chance to communicate their ideas and to get heard (Tivoli Hotel 

2016). The following comment illustrates what management does to provide such an atmosphere: 
 
“... encourage/s/ people just to go for what are of their interests and of the hotel´s interests of course too” (Tivoli Hotel 

2016) 
 

These examples, about open-door policy and communicating about interests and similar, could be 

compared to theory about a collective culture which emphasizes value and stimulation for 

employees (Schlager et al. 2011). Altogether, this shows that theory once again aligns with the 

presented examples.  

 

On the other hand, it would be worthwhile to point out that a service-oriented atmosphere could be 

seen as a relevant tool to implement since it influences hotel guests. For example, lack of loyalty 

from the guest´s side may arise if the guest notices that the employee they are in contact with is 

unfairly treated by others (Zoghbi-Manrique-de-Lara et al. 2014). This means that hotel 

management has the responsibility to control and dampen such occurences from happening (Ibid.). 

Based on the empirical data presented so far in the analysis, the hotels seemingly acknowledge the 

importance of a service-oriented atmosphere in the hotels as a helping tool for employees in order to 

prevent any such negative effects on guests. The methods for achieving this atmosphere is through 

communication, as well as through management’s openness for discussions and help, as mentioned 

in the examples. Overall, it is possible to conclude that all of the hotel managers acknowledge the 

importance of a service-oriented atmosphere and that they do take actions to implement it in the 

hotels. Therefore, the result about a service-oriented atmosphere is that the hotels in this study do 

consider it, since several efforts have been presented to create a friendly and open-minded work 

environment. 

 

4.4.6 Empowerment as an overall strategic tool  
As we have now reviewed three potential strategic tools for involving employees more in service 

recovery – training, communication and a service-oriented atmosphere - let us round off the 

analysis by focusing on empowerment as a last overall strategic tool. After training the employees 
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comes the need to empower them (Hart et al. 1990). These tools are also valuable when it comes to 

making employees satisfied about their roles and providing better service to the guests, which 

creates a better hotel brand (Schlager et al. 2011). In alignment with theory and together with the 

aforementioned strategic tools, we argue that it is of essential importance to empower the 

employees. Building on the previous two themes of this chapter, the processing around 

documentation, analysis and complaint-handling as well as handing out compensations to guests are 

only possible and worthwhile to perform as strategic tools if the employees are empowered to 

reflect and act upon them. This argument of ours is also partly based on earlier survey responses 

showing that guests expect more recovery the more they pay (see Figure 14), which was 

underpinned by theory about brand value. Altogether, this signalizes that service recovery should be 

performed in accordance with the brand promise of special treatment. 

 

A further reason for this argument is that the potential hotel guests in this study give a great deal of 

importance to employees who are able to take actions on spot when a complaint is voiced. The 

responses from the potential hotel guests on this matter are illustrated in the following figure (see 

Figure 19). 

 

 

 

 

 

 

 

 

 

 

 

 

Figure 19 : Survey statistics – Q11 

 

As could be forecasted based on theory about employee empowerement, the statistics above point 

out that the majority of the potential hotel guests either agreed or strongly agreed to this statement 
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(see Figure 19). More specifically,  49% of them agreed whereas 28.1% of them strongly agreed 

that they would want the employee who receives their comlaint to take actions on spot to solve the 

issue (see Figure 19 and Appendix 6). At the same time, as has been mentioned earlier, 36.2% of 

potential hotel guests agreed whereas 13.5% of them strongly agreed that they would write a 

negative hotel review if they did not like the way the employees handled a mistake (see Figure 9 

and Appendix 6). These results demonstrate that employees are expected to handle such situations 

confidently and quickly in order to satisfy the guests. In alignment with theory on empowerment, 

these statistics are expected since scholars describe that empowerment is there in order for 

employees to cater to customers´ needs and offering better service to them (Hart et al. 1990).   

 

Furthermore, the potential hotel guests have overall pinpointed that they pay high attention to front-

line employees and that they prefer that employees are able to solve their problems. Alternatively, 

they prefer the employees to provide further explanations on what is going to be done. For example, 

it was mentioned by one of them that this is important so that guests feel that their complaints are 

taken care of (Anna 2016). Another potential hotel guest mentioned that time is important when it 

comes to complaint handling, which is why he prefers that employees are empowered to tackle the 

problem (Henrik 2016). Furthmore, another potential hotel guest brought up that she tends to write 

online reviews which include descriptions of the employees’ behaviour (Gina 2016). Altogether, 

this implies that guests pay high attention to employees’ behaviour and that they also have a 

tendency of writing reviews when employees do not live up to their expectations. Again, this can be 

linked back to the importance of empowering employees for the sake of attending customers´ needs 

and offering better service (Hart et al. 1990; Schlager et al. 2011). Again, a link can be seen 

between theory on empowerment and empirical data. 

 

To continue with the hotel managers in this study, their answers about empowerment generally 

imply that empowerment is an important factor when it comes to employees’ delivering the service 

(BC Hospitality Group 2016; Hotel Scandic Front 2016; Nimb Hotel 2016; Tivoli Hotel 2016). For 

instance, the majority of hotels entitle their employees with a certain amount of money. This is done 

to enable the employees to reimburse gueests in the form of providing some extra benefits, such as a 

bottle of wine for example (BC Hospitality Group 2016; Hotel Scandic Front 2016; Nimb Hotel 

2016). The amount of money that employees are assigned is a way to make these employees 

understand that they are trusted by their management. It is also done in order to make them more 
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confident when it comes to their behavior in the hotel, especially in the context of dealing with 

dissatisfied guests (BC Hospitality Group 2016). Additionally, the hotels expect the employees to 

be able to effectively recover for mistakes without giving out money. This would in turn be possible 

if the employees understand the brand service standards and the philosophy of the hotel (BC 

Hospitality Group 2016; Nimb Hotel 2016). In alignment with theory, this could be compared with 

flexible empowerment as in delivering service to each guest´s need but at the same time following 

the service strategy of the workplace (Bolton et al. 2014).  

 

Moreover, trust and leadership are other aspects mentioned by the hotel managers in this study as 

important within the context of empowering employees. The trust from the hotel’s side to their 

employees also play a role in encouraging the employees to take actions on spot when the complaint 

has been voiced (Nimb Hotel 2016). This is further explained in the following comment : 
 

“I think it´s more important that we have staff who is not afraid to do things like that because it´s just so nice to meet 
staff who is empowered“ (Nimb Hotel 2016) 

 

To add to this, the manager from Nimb Hotel also pinpointed that they need to know that their 

employees are able to take the right decision that is regarded as “common sense” and that the hotel 

also needs to support them in situations when certain recovery effort was not proper. The purpose of 

this is to maintain the proper service culture within the workplace (Nimb Hotel 2016). This is 

further underlined in the following statement : 
 

“…in order for that /service recovery/ to work, we need to empower our staff. They need to have the means and they 
need to know that we are also onboard with them, no matter what they do“ (Nimb Hotel 2016) 

 

This comment show that Nimb Hotel prioritize support from managers to their employees. 

Similarly, other hotel managers also pointed out that it is a matter of good leadership within the 

hotels to empower the employees to deliver the service and service recovery accordingly with 

regards to the brand service standards (BC Hospitality Group 2016; Hotel Scandic Front 2016; 

Tivoli Hotel 2016). The manager from Tivoli Hotel, for instance, also mentioned that a successful 

service recovery process in the hotel is done thanks to the general manager. The general manager 

tells the employees to priotize their own “interests“, as long as it lies within the interests of the 

hotel too (Tivoli Hotel 2016).  
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Based on the above mentioned empirical data, empowerment in the sense of giving employees the 

allowance and trust to cater to customer needs (Hart et al. 1990) do exist in these hotels. This is 

because the front-line employees are trusted by their managers to perform recovery. Furthermore, 

all of the hotels mentioned that it is important to listen to their front-line employees, since they are 

the people who deal directly with the guests and therefore know best how to approach them in 

certain situations (BC Hospitality Group 2016; Nimb Hotel 2016; Tivoli Hotel 2016; Hotel Scandic 

Front 2016). 
 

On the other hand this could be insufficient, since giving employees need to the authority also 

presumes that the employees have access to resources for executing whatever decision and making 

decisions together with utilization of these resources (Hart et al. 1990). Such resources could be to 

make a phone call or dealing with credit accounts (Ibid.). As seen from the answers from one of the 

hotel managers in this study, there are no guidelines with regards to empowerment rights and 

responsibilities for the employees (Hotel Scandic Front 2016). Overall, this hotel is flexible when it 

comes to recovery for the failure and expects employees to rather recover each guest according to 

the situation (Hotel Scandic Front 2016). Such notion is also aligned with theory, which states that 

responsibility assumes that employees have to distinguish the needs of the guests and deliver the 

recovery in accordance with their needs (Hart et al. 1990). However, there are still some question 

marks with regards to how empowerment is authorized in the hotels and how much access to 

resources that the employees have. For instance, the manager from Tivoli Hotel explained that the 

front-line employees in the reception are empowered to give out compensations, yet they do not 

necessarily do it. This is further explained in the following statement : 
 

“they just wouldn´t because they wouldn´t feel confident doing it, I believe at least” (Tivoli Hotel 2016) 
 

This was further explained to happen due to the hotel’s expansion and a large number of new 

employees, who are divided into interns-, part- and full-time employees (Tivoli Hotel 2016). 

Therefore, some of the employees would not feel confident enough to recover for a mistake (Tivoli 

Hotel 2016). This could signify that the employees have not been sufficiently encouraged to step up 

and act when guests complain to them. Therefore, this example could be seen as somewhat of a 

mismatch against theory, since theory pinpoints that empowerment requires allowance for 

employees to judge situations and to take action (Hart et al. 1990). Theory also points out the 

relevance of knowledge in order to take the needed actions for the sake of satisfying the guest 
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(Wamuyu et al. 2015). So, these examples could be seen as signs of limited empowerment in some 

of the hotels in this study. However, Tivoli Hotel has also emphasized that the employee can always 

ask their manager to execute certain recovery (Tivoli Hotel 2016). This indicates that a manager 

could assist during the event of service recovery as such. Moreover, even if the employees recover 

for an amount that was beyond management´s  expectations, they would talk this over with a 

manager afterwards without being punished (Tivoli Hotel 2016). Consequently, it seems to be 

accepted for employees to practice empowerment in the form of allowance to make decisions and 

act in the moment, as in alignment with empowerment theory (Hart et al. 1990; Wamuyu et al. 

2015). 

 

However, discussing the amount that has been used for a recovery from time to time with a manager 

could also be interpreted as a limitation of empowerment. According to the hotel managers, it is the 

responsibility of the employees to be able to justify or discuss with managers why a certain amount 

was used for recovering a service failure (BC Hospitality Group 2016; Hotel Scandic Front 2016; 

Tivoli Hotel 2016). One reason for this discussion is that some of the hotels expect that the 

employees have the knowledge and skills to understand the guests and therefore to recover without 

using money in the first place (BC Hospitality Group 2016; Hotel Scandic Front 2016). The 

responsibility to justify why the money was spent is also a learning tool. The following comment 

illustrates this further :  
 

”But sometimes it would probably be the best spent learning money we have had. If we had a situation like that” (BC 
Hospitality Group 2016) 

 

This comment shows that spent compensations are evaluated. At the same time, some hotels do not 

pay close attention to deviations from the allowed amounts of money for compensations (BC 

Hospitality Group 2016; Nimb Hotel 2016). For example, the hotel managers from BC Hospitality 

Group explained that acting on the trends rather than counting each small amount of money is more 

relevant. The hotel manager from Nimb Hotel similarly pointed out that making guests happy is 

more important than strictly counting each amount of money that is spent on recovery:  
 

”And those crowns on the bottom line is just nothing compared to the positivity we can get from just dealing with 
things”  (Nimb Hotel 2016) 

 

But at the same time, the recovery needs to be tailored to each guests values during the stay:  
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”I mean, sometimes you´re having a guest where… where that might be the size we´re talking for that guest because 
this was… again, service recovery is so difficult because they have to be aimed at what the guest feels he´s lost” (Nimb 

Hotel 2016) 
 

Seen from these examples, there seems to be somewhat of a lack of clarity when it comes to how 

much employees are supposed to spend on recovery and how to justify amounts during discussions 

with managers afterwards. In comparison to theory on empowerment, this could be a discrepancy 

since employees are supposed to be given clear access to resources and the allowance of judging 

situations and taking specific action on them (Hart et al. 1990).  

 

Nevertheless, it should be important to also emphasize that all of the hotels have implied that even 

if the employee gives out a larger amount during recovery than expected, there would be no 

punishment from the hotel’s side (BC Hospitality Group 2016; Tivoli Hotel 2016; Hotel Scandic 

Front 2016; Nimb Hotel 2016). Still, the empirical data has signalized that there is lack of 

established guidelines and access to resources to show how far the employees are allowed to go to 

recover for a service failure. Otherwise, taken together, the empirical data has demonstrated that 

empowerment as a strategic tool is utilized by the hotels and appreciated by the potential hotel 

guests. Therefore, the result is that several signs of empowerment do exist in the hotels in this 

study. However, the result also includes that there is a lack of providing exact guidelines and access 

to resources for front-line employees to use for service recovery situations per se. 

 

To conclude, this part of the third theme of the analysis has focused on various strategic tools for 

involving employees in the service recovery process. For the purpose of wrapping up this theme in 

the same order as in the previous themes, the model will be presented again as we list and explain 

the results of this theme (see Figure 20). To begin with, let us focus on the upper textbox in the 

model, which shows why service recovery matters from the viewpoint of branding (see Figure 20). 

The first result has demonstrated that guests perceive employees who provide service recovery as a 

constitutive part of the brand. Guests therefore perceive employees as true representatives of hotels 

(see Figure 20). As such, the theories about value co-creation (Merz et al. 2009) and living the 

brand (Karmark 2005) are underpinned since employees’ behavior will most likely influence 

guests’ overall perception of a brand.  
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Figure 20 : Empirical results applied to theoretical model – step 3, created by the authors 

 

However, the same theories have been criticized since there were no clear explanations about the 

relationship between the brand and employees from the hotel managers in this study. Nonetheless, it 

stands clear that employees are the ones who know the guests in the hotels and deliver the service 

standards to them. Therefore, the second result is that front-line employees signalize hotel standards 

to guests (see Figure 20), which means that the employees are encouraged by various means to live 

up to these standards for successful service delivery. It was further explained that employees are 

described to commit to the environment of the hotel and their colleageus rather than to the brand. 

From the hotel manager interview answers, it is possible to conclude that the brands of the hotels 

are seen as the evolving construction, developed by the hotel and its employees.  

 

Lastly, the lower textbox in the model (see figure 20) refers back to how strategic tools could be 

utilized for handling service recovery in a brand-oriented manner. The first result here is that the 

importance of training about the brand is acknowledged as one or another type of introductory 
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training practices are present throughout all of the hotels in the study. One of the hotels in this study 

have also demonstrated the practices of encouraging interdepartmental connection for better 

understanding of the service practices (see Figure 20). However, only one of the hotels has showed 

the tendency of recurring training practices (see Figure 20). This is pointed out in theory as crucial 

for the purpose of keeping employees up to date (Punjaisri et al. 2009). On the other hand, theory 

about training as such (Punjaisri et al. 2009; Hart et al. 1990) has been questioned since employees 

cannot necessarily always be taught about the brand. This is explained to be difficult, since a brand 

is an entity which is formed by hotels´ practices of delivering the service.  

 

The second result is that although the hotels have demonstrated that communication practices are in 

place, communication about service recovery per se is not fully present (see Figure 20). Together 

with this came criticism against theory on communciation (Punjaisri et al. 2009; Wilder et al. 2014; 

Zoghbi-Manrique-de-Lara et al. 2014) within the context of service failures. This is possible due to 

relevance of communicating more about prevention rather than recovery. The third result is that the 

hotels consider a friendly work-environement for the employees (see Figure 20), in alignment with 

theory about service-oriented atmosphere. The fourth result about empowerment illustrates that 

numerous signs of empowering employees are present in the hotels. This result is also in alignment 

with theory about empowerment. However, a possible limitation is that there seemingly is a lack of 

full authority given to employees in the form of guidelines and access to resources for service 

recovery situations (see Figure 20). 

 
4.5 A short summary of the chapter 
The past three themes have been analyzed by using the method of pattern-matching. Primary 

empirical data from hotel managers and potential hotel guests has been applied to various 

theoretical terms belonging to the theoretical model presented in the previous chapter. As a 

supplement to this, secondary empirical data from the hotels´ websites has been used to reinforce 

the discussion further. Each theme of this chapter has had the intention of walking through both 

brand-related causes for focusing on service recovery and possible strategic tools for doing so. As 

was mentioned in the introduction of this chapter, the order and concept of the analysis chapter has 

followed the theoretical model as a point of reference. The results which have come out of this 

analysis will be further discussed in the upcoming chapter. 
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5.0 Discussion and conclusions 
 

This last chapter of the thesis is going to present discussion and conclusions. It is worth mentioning 

that the sections of this chapter were possible to make thanks to the development of the theoretical 

model where the combination of the three theoretical fields of service recovery, customer loyalty 

and branding and further application of empirical data on it was made. From there, it was possible 

to utilize the model for outlining results, identifying potential contributions to theory as well as 

drawing managerial implications. The first section will provide a concise discussion of the results 

from the previous chapter, where the mismatches between theory and empirical results will be 

mentioned. These mismatches indicated potential room for further development of theory, which 

will be discussed. Based on this, we will also outline contributions to theory and managerial 

implications for hotels in this study. A short summary and conclusions are also going to be 

presented following these sections. Lastly, limitations and propositions for further research are 

going to be outlined.  

 

5.1 Discussion of the results 
The practical aim of this thesis has been to explain and highlight why and how hotels could deal 

with service recovery to their benefit. This is what we are going to address now by explaining the 

main collected results from the analysis. The red markings in the model on the next page (see 

Figure 21) signalize mismatches between the theory and empirical results. To begin with explaining 

why service recovery matters from the viewpoint of branding, let us first take a look at the upper 

text boxes in the model (see Figure 21:1-3). These results have in common that the guest is a source 

of consideration within service recovery, with respect to their speculations, expectations and views 

upon front-line employees, for instance. This is relevant to emphasize since the analysis has 

clarified that the potential hotel guests have high intentions of writing negative online reviews (see 

Figure 9) and not coming back to the same hotel in case they would be dissatisfied after service 

recovery (see Figure 15). Thus, successful service recovery for the hotels and potential guests in 

this study could be understood as a subject of preventing dissatisfaction and protecting the brand.  

 

The result about responding to complaints through TripAdvisor as potentially risky (see Figure 

21:2) is there to pinpoint that hotel images on TripAdvisor may be false due to lacking neutrality of 

TripAdvisor as a site (Nimb Hotel 2016; BC Hospitality Group 2016; Hotel Scandic Front 2016), 
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such as in incorrect hotel rating scores (BC Hospitality Group 2016; Hotel Scandic Front 2016). At 

the same time, communication with guests who write reviews on this site is also a matter of time 

and resources for the hotels. As such, online communication between hotels and guests seems to be 

problematic and expensive. This pinpoints that there is an opportunity for giving more room for 

interaction between the employees and the guests during hotel visits instead. 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
Figure 21: Collection of empirical results applied to theoretical model, created by the authors 
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Customerś evaluations of services:
 Ongoing risk of negative hotel reviews from guests
 Speculations from guests when they sense a lack of attention
 Each service recovery situation is unique 

Documentation and analysis of feedback/failures:
 Documentation of guest data, yet lack of active documentation 

and follow-up
 Follow-ups of discount reimbursements to see trends over time 
 Guest satisfaction surveys to link guest feedback to hotel areas 
 Difficult to distinguish customer segments and link to expectations

Brand-
oriented
service 

recovery

Customer assessments of brands:
 Expectations from guests on attentiveness and 

recovery in proportion to payment
 Likely that guests will not come back after a service 

failure
 Responses to complaints through TripAdvisor might 

be risky

Complaint-handling and compensations:
 Direct complaint-handling with guests is preferred
 Some complaint-handling after hotel visits
 Compensations given on spot
 Some difficulties with guests who complain in an 

irrational way 

Customerś view of front-line employees:
 Guests view front-line employees as representatives of 

brands
 Front-line employees signalize hotel standards to 

guests

Involvement of front-line employees:
 Introductory training and some interdepartmental 

connections, yet lack of regular training
 Communication about roles/expectations, yet lack of 

communication about service recovery
 Consideration of creating a friendly work environment
 Several signs of empowerment, yet lack of complete 

guidelines and access for service recovery

Customers´ evaluations of
service and processing
feedback and failures

Customers´ views of
employees and 

approaching employee
involvement

Customers´ assessments of
brands and handling customer

complaints

1

23

4

5
6



106 
 

the viewpoint of branding as guests then receive what they prefer. Furthermore, the results show 

that such service recovery could spur them to speak positively of the brand. 

 

To continue with how hotels could utilize strategic tools for handling service recovery in a brand-

oriented manner, let us start with the lower text box in the upper side of the model (see Figure 

21:4). The results here show that the majority of the hotels in this study perform some 

documentation of guest data and follow-up of discount reimbursements (see Figure 21:4). Since 

these tools are linked to acknowledging guests´ preferences as well as trends of failures over time, it 

appears as if the hotels strive towards knowing their guests and following up on reported failures. 

Yet, these tools are not processed as a routine in all the hotels in this study (Tivoli Hotel 2016; 

Hotel Scandic Front 2016).  

 

To add to this, documentation is not necessarily used persistently by front-line employees in the 

hotels which have a database for it (BC Hospitality Group 2016). This is why this specific result has 

been marked red, as an indicator for lack of active documentation and follow-up of guest feedback 

(see Figure 21:4). However, guest satisfaction surveys are sent to guests by the majority of the 

hotels to retrieve feedback from guests (see Figure 21:4). Yet, we explained in the analysis that 

there might be limitations when it comes to such surveys. At the same time, it was found that the 

hotels overall slightly lack documentation and analysis of guest feedback during the time guests 

stay in the hotels, as opposed to post-stay. This is also why complaint-handling after hotel visits has 

been marked red on the right side of the model (see Figure 21:5). 

 

To improve such practice of dealing with documentation, the hotels could focus more actively on 

involving the front-line employees in documenting comments from guests directly in hotel 

receptions. This is suggested to do for the sake of collecting more qualitative feedback than surveys 

can provide. The hotel managers themselves explained that they would prefer to retrieve feedback 

when a service failure happens, although they also have procedures for handling some complaints 

after hotel visits (Tivoli Hotel 2016; BC Hospitality Group 2016; Hotel Scandic Front 2016). The 

usage of documented guest feedback could also provide a chance of following up on guest visits. 

Such tool could provide a complementary improvement to their current practices of following up on 

discount reimbursements and surveys in order to follow trends in service failures. As such, 

documentation could also be a way of getting to know guests more and thereby compensate for the 
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difficulties of distinguishing customer segments and linking segments to expectations (see Figure 

21:4). Additionally, getting to know the guests more could possibly also make it easier to identify 

and deal with guests who complain in an irrational way (see Figure 21:5). 

 

On the other hand, the results also show that the hotels operate with several other strategic tools 

within service recovery, which could speak against implementing changes for becoming more 

competitive as they already seem to be progressive. As it is listed in the model, they consider 

complaint-handling and compensations on spot (see Figure 21:5) and also stimulate their front-line 

employees to be involved in service recovery (see Figure 21:6). For example, they allow their 

employees to listen to guest complaints and hand out various forms of compensations (BC 

Hospitality Group 2016; Hotel Scandic Front 2016; Nimb Hotel 2016). Introductory training about 

the brands is also a priority for the hotels, as well as interdepartmental training for one of the hotels 

(Hotel Scandic Front 2016). Other considerations are communication with front-line employees 

about their roles and expectations, a friendly work environment and empowerment (see Figure 

21:6). Overall, it therefore appears as if the hotels are already striving for strong internal branding in 

order to stay competitive in the market and thereby prevent any aftermaths of dissatisfaction and 

negative word-of-mouth from the guests.  

 

Nonetheless, we argue that there is room for improving existing processes and approaching service 

recovery in an even more brand-oriented and competitive manner. This argumentation stems from 

the overall findings based on the survey statistics and survey interviews, which showed that the 

potential hotel guests have high demands in service recovery situations. For example, they stated 

that they have high expectations on service recovery efforts in 4/5-star hotels. Such expectations are 

reflected in problem-solving on spot by employees who receive their complaints (see Figure 19) and 

a level of recovery and attention in correspondence to the price that they pay (see Figure 14). A 

number of them also signalized that they would not hesitate to complain to an employee and that 

documentation of these complaints would be seen as a sign of professionality.  

 

Due to these high demands, the current strategies of the hotels could be improved by giving the 

front-line employees more regular preparations and tools for such situations. This could be done 

through more training, communication, guidelines and access for service recovery. Regular training 

as such is not practiced currently by these hotels, which is why this result has been marked red in 
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the model (see Figure 21:6). With regular training, the employees would systematically learn about 

what their guests might complain or ask about. Thereby they would be able to improve the ways 

they deliver service recovery to a guest and hold a competitive advantage by being prepared for it. 

This would also necessitate communication between employees and managers about service 

recovery as such, which has also been marked red in the model as a sign for its current lacking (see 

Figure 21:6).  

 

As such, this approach needs some improvements in the form of the establishment of a culture 

where together with their managers, employees review their daily interactions with guests and 

present their ideas for improvements. A higher competitiveness within service recovery than today 

would also require front-line employees to have full authority through guidelines and access to 

resources such as reimbursement accounts. As it is today, the employees are supposed to figure out 

how much compensation to hand out and then discuss the chosen compensations with a manager 

afterwards (BC Hospitality Group 2016; Hotel Scandic Front 2016; Tivoli Hotel 2016). As 

mentioned in the analysis, all employees do not feel comfortable doing this and guests might also 

have individual perceptions of how much reimbursement they should receive. The approach of 

giving the employees the responsibility of evaluating in accordance to common sense could 

therefore be problematic. This is why lack of complete guidelines and access for service recovery 

situations has been marked red in the model (see Figure 21:6). The hotels could overcome this 

obstacle by installing guidelines for approximate amounts of compensations to give out in typical 

situations. For example, hotels could provide direct access to reimbursement accounts to make 

employees feel more empowered.  

 

To sum up, these results show that the hotels in this study have potential for operating service 

recovery in an even more brand-oriented and competitive manner. However, they already have a 

deep understanding and a strategic approach to it, see from the presented results.   

 
5.2 Contributions to theory 
With regards to contributions to theory, it should be important to repeat that the theoretical 

framework has been based on a model of three constituents for brand-oriented service recovery. 

This integration has been provided to show that when combining current theoretical research from 

various fields, three areas of considerations for service recovery processes stand out (see Figure 21). 
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The considerations start with the evaluations from customers as seen in online reviews for example. 

This indicates a risk and points out the relevance for hotels to keep track of their customer 

evaluations by documenting and analyzing customer data as well as service failures. Furthermore, 

evaluations from customers become more critical when realizing that these are linked to customers´ 

assessments of brands. Furthermore, such assessments are further linked to their intentions to stay 

with the brand for example. Consequently, there are tools for hotels to consider for handling critical 

assessments. This could be done through dealing with customers´ complaints and providing 

compensations when failures occur in order to attach the customers´ loyalty back to the brand.  

 

Since these processes to a large extent take place when customers interact with front-line 

employees, the last consideration is for hotels to understand how much significance customers pay 

to front-line employees. Consequently, hotels can then work with tools such as training and 

communication to prepare and strengthen their employees to work with service recovery to assure 

that customers´ brand perceptions stay positive. In sum, this explains the use of theory for this 

thesis and could be seen as a contribution in itself since to our knowledge there is no other current 

theoretical framework which makes this integration for a more brand-oriented understanding of 

service recovery within the hotel industry.  

 

The results from the study have to a large extent matched this theoretical model. Nonetheless, the 

red markings in the previously presented model (see Figure 21) represent some mismatches 

between the theoretical framework and empirical results. These markings signalize gaps between 

the theoretical model and the empirical results. Thus, we have converted the red markings to an 

added component to show that the theoretical model as presented in the theoretical framework 

model could be further expanded in to the model on the next page (see Figure 22).  

 

The point of the added component in this new model is to show the relevance of how service 

recovery can be implemented on-the-spot, as a summary of the mismatches between theory and 

empirical data in this study. These mismatches were altogether about lack of active documentation 

and follow-up of guest feedback, complaint-handling inside of hotels as opposed to after hotel visits 

and also several tools to utilize for more employee involvement in service recovery. In total, these 

mismatches were interpreted by us as the opportunity for expanding the model further for the sake 

of higher emphasis on service recovery as a dilemma to manage on-the-spot in hotels.  
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Figure 22: Expansion of theoretical model, created by the authors 

 

To start from the left (see Figure 22), current theory about documentation of customer data is 

described as collecting and interpreting guest preferences in order to provide small details to the 

service experience (Bolton et al. 2014). However, such theory does not explain how management 

should encourage and involve front-line employees to actively use such a system on an everyday 

basis, which is why active documentation and follow-up of guest feedback has been added to the 

model (see Figure 22). To continue with the added component in the middle (see Figure 22), current 

theory does not point out how to handle complaints directly inside of hotels as opposed to after 

hotels visits. For example, the theory about the effort model emphasizes the importance of 

acknowledging the efforts that customers put in when voicing complaints (Lu et al. 2015). 
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However, such theory lacks information about how management should consider the effort from 

employees with respect to dealing with the complaints on-spot.  

 

Lastly, the added component to the right (see Figure 22) is there to mark out the possibility of 

involving employees in service recovery per se through training, communication, guidelines and 

access to resources. Theory about brand value co-creation focuses on brands as being co-created by 

employees (Merz et al. 2009; Hatch & Schultz 2009), whereas theory about living the brand is 

about employees´ identification with the organization for better brand-specific service delivery 

(Karmark 2005). Yet, these concepts miss out on the dimension of how management is supposed to 

regularly train employees to feel inspired about the brand they work for. To add to this, theory 

about communication is more about general communication with employees, such as about their 

roles and the expectations they need to respond to from customers (Wilder et al. 2014; Zoghbi-

Manrique-de-Lara et al. 2014). However, this theory still lacks the aspect of communication about 

service recovery per se.  

 

Moving on, current theory about empowerment covers aspects such as the importance of giving 

employees authority to take action and solve problems (Wamuyu et al. 2015; Wilder et al. 2014; 

Hart et. al. 1990). More specifically, such theory pinpoints the importance of combining 

empowerment with training (Wamuyu et al. 2015) and assuring that employees have access to 

resources to make decisions based on these (Hart et al. 1990). Yet, this theory does not clarify how 

management shall go about to provide guidelines from training and access to resources for various 

types of service recovery situations. Altogether, there is therefore room for developing theory more 

through more concrete information about how hotel management shall work in order to implement 

service recovery on-the-spot. 

 
5.3 Managerial implications 
Based on the theoretical contributions discussed above, it would also be possible to provide some 

managerial implications. This is done in order to consider the empirical aim of this thesis, namely to 

explain and highlight why and how hotels could deal with service recovery in reality in a more 

brand-oriented manner. As was highlighted above, the contribution given to theory from this thesis 

is implementation of service recovery on-the-spot (see Figure 22). This means that management 

would need to consider not only implementation of a documentation system for guest feedback but 
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also active and consistent usage of it, such as response to preferences of a guest who returns again 

in the future. A further step of encouraging attractiveness of such documentation could be for 

managers to bring up examples of guest feedback from this system during meetings with the front-

line employees in order to discuss how the feedback was documented and followed up in various 

situations. At the same time, such meetings would offer the chance of bringing in feedback and 

ideas from front-line employees and thus signalize that communication about service failures is a 

part of the culture. Other possible activities during meetings could be role-play, for the employees 

to practice possible complaint-handling situations.  

 

Furthermore, an additional implication for making dialogues with guests and documentations 

feasible could be to encourage front-line employees to hold a short dialogue with guests during the 

check-out about the hotel visit. This is suggested for the purpose of solving any dissatisfaction on 

spot and also documenting such dissatisfaction. However, if documentation turns out to be too 

demanding or stressful for all situations, a further implication could be that the front-line employees 

hand out discount receipts to guests during the check-out for them to show the next time they come 

back. That way, the guests would remind the front-line of what they have been promised by 

showing the receipt next time that they visit the hotel.  

 

The extra effort from front-line employees to involve themselves in meetings, dialogues with guests 

and documentations also implies that management needs to give them necessary tools. These tools 

could for example include guidelines of how much they are allowed to compensate for the most 

typical service failures and access to reimbursement accounts. Information about trends, results 

from surveys and registered data in the documentation system could be shared with the employees 

regularly. Regular training has been mentioned before as preferable tool for front-line employees 

for the sake of keeping them updated about service recovery over time. Such tool is also useful for 

educating employees how to represent their hotel brand in service recovery situations, since one 

introduction in the beginning of the career might be insufficient for covering possible future 

changes. To take it one step further, asking employees to be more responsible and involved also 

implies rewards for good behavior. Activities such as overnight stays in other hotels regularly could 

be one way of rewarding employees and also to give them a reminder of what it is like to be a hotel 

guest. 
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5.4 Summary and conclusions 
As the thesis has now come to its end, let us present a short recap of the topic and its purpose before 

presenting the conclusions. As was highlighted in the first chapter, the purpose of this thesis was to 

reach a higher level of understanding through explanation of service recovery. Based on this 

understanding, we also intended to provide a normative perspective to this thesis by discussing tools 

for possible improvements for existing practices with regards to service recovery in the hotel 

industry. Such purpose is also linked to the choice of the research questions. The research questions 

have been addressed through the theoretical aim of this thesis, namely by formulating an 

interdisciplinary direction of theoretical fields and pinpointing a specific combination of theoretical 

components. This has been done by working with a gradually built-up model throughout the thesis. 

We have also addressed the practical aim of this thesis, namely to provide possible improvements 

for current practices in 4/5-star hotels. This has been feasible after conducting a multiple case study 

with six hotels in Copenhagen and a survey including interviews with potential hotel guests living 

in Copenhagen. On the basis of this, empirical results and managerial implications for possible 

improvements in hotels have been provided.  

 

In connection to this, the methodology behind this study contained an abductive approach with 

emphasis on interpretive insights from social actors and interviews as the main methodological 

choice. This methodology has been found useful for this type of study, since it has enabled the 

uncovering of thoughts and perceptions from both a management and a customer perspective, as 

two main groups involved in making up meanings for service recovery processes. The analysis has 

undertaken a management perspective based on the value of approaching service recovery in a 

strategic manner for the sake of improving one´s brand. The main underlying argument has been 

that regardless of the strength of a hotel´s brand, a strategic approach to service recovery is fruitful 

for hotels, as seen from the perspective of guest loyalty and increased value for brands (cpr with 

Rauch 2015).  

 

Based on the discussions, it is possible to conclude an answer to the research questions Why does 

service recovery matter from the viewpoint of branding for 4/5-star hotels in Copenhagen? and 

How could hotel management utilize strategic tools for handling service recovery in a brand-

oriented manner?. Service recovery matters since it affects the customer perception of the brand, 

which in turn leads to positive or negative attitudes towards the brand. These attitudes are a result 
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from the experience face-to-face with the hotel and its employees. It also matters because of the risk 

of losing customers or not catching their attention in time before they go online to TripAdvisor, as 

this could endanger the brand for various reasons. With regards to how to utilize strategic tools, it 

can be concluded that seemingly small details make most of the difference for having a different 

and therefore brand-oriented service recovery strategy. Management needs to provide all the 

necessary resources to employees, which would enable them to be prepared, document and act upon 

small details. For example, resources for stimulating work with service recovery should be provided 

in the direction of developing dialogues with guests, listening to them and following up. Lastly, it 

can be concluded that management needs to establish a culture of both training, communication and 

guidelines for service recovery to stimulate front-line employees to be fully involved in service 

recovery. These are the conclusions from us on how to fill the gap in theory on how to recover in a 

way that is sufficiently sophisticated and how to provide service recovery in a brand-oriented way 

in order to turn recovery in to a competitive advantage for hotels. 

 
5.5 Limitations and propositions for further research 
There are chances of developing the research about service recovery even further outside of the 

scope of this thesis, especially since this study has been limited. Since this thesis only concerns 

hotels in Copenhagen and potential hotel guests living in the same city, one limitation has been that 

possible cultural differences between hotel guests have been foreseen. This study could also be seen 

as limited to a contemporary snapshot in time since it has not considered possible changes over 

time, neither within the hotel industry nor with respect to customers´ expectations. The choice of 

hotels for the study could also be seen as a limitation, since they were chosen without consideration 

of hotel type, ownership and size. At the same time, the customers for the study were potential hotel 

guests as opposed to actual hotel guests. Other conclusions could have been drawn in the case of a 

different categorization of the hotels and inclusion of the actual hotel guests for those hotels. The 

last limitation has been unconscious subjective bias, due to the abductive approach where meanings 

from hotel managers and potential customers have been interpreted by us as authors. 

 

To develop research about service recovery and to uncover some of the limitations of this study, 

service recovery could be addressed further by applying a wider scope of the research. For example, 

the interactions between hotel guests and employees could be studied to understand what exact 

techniques or approaches to use by employees in situations when customers complain. To expand 
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the horizons, further research could go beyond the Copenhagen area to grasp possible cultural 

differences in complaint-behavior among these guests. To apply a more objective approach to such 

a study and thereby avoid the risk of subjective bias, a larger scope of statistical testing could be 

applied than in this thesis.  

 

As a last note, it is worth mentioning that the validity of this thesis could have been influenced by 

our ability to produce unbiased analysis. The aim has been to minimize this by addressing rival 

explanations throughout the analysis. To fulfil the validity of the survey, we made sure to collect the 

amount of empirical responses as suggested by research. In order to provide intersubjectivity for 

this thesis, we have followed the onion research model, as was also pointed out in the methodology 

chapter (see Figure 2). Lastly, it should however be pointed out that the results of this thesis can 

only be generalized to the studied groups of participants.  
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7.0 List of appendices 
 

Appendix 1 - Interview material for potential customers 
 
 
Survey interview with potential hotel guests 
 
What is your age? Have you ever been to any 4- or 5- star hotel before?  
 
This survey is about your expectations of service recovery in a 4 or 5 star hotel.Service recovery 
could potentially mean any recovery for the failure or the mistake done by the hotel. Now, please 
imagine yourself travelling to a 4 or 5 star hotel in Copenhagen for the weekend stay, with no kids. 
 
1. If I receive what I believe is to be a fair recovery for the error, I would speak positively of the 
hotel afterwards. Do you agree/disagree? Why?  
 
2. My dissatisfaction would be stronger if I knew that the hotel could have prevented the error, than 
if I knew that they could not. Do you agree/disagree? Why?  
 
3. I would prefer the hotel to document the error for quality improvement purposes. Do you 
agree/disagree? Why?  
 
4. The more expensive the hotel is, the more recovery I would expect to get for errors in general. Do 
you agree/disagree? Why?  
 
5. I would avoid complaining about the error if I was in doubt about the hotel´s capability of dealing 
with complaints. Do you agree/disagree? Why?  
 
6. If I would feel like the hotel´s approach to the error was below my expectations, I would consider 
not going back to the same hotel again. Do you agree/disagree? Why?  
 
7. If I would experience lack of empathy from the hotel employees, it would have a negative impact 
on my view of the hotel brand (for example, Ritz-Carlton). Do you agree/disagree? Why?  
 
8. I would want the employee that I contact about the error to have the ability to solve the problem 
on spot. Do you agree/disagree? Why?  
 
9. If I would summarize the approach from the hotel employees as dissatisfying, I would be inclined 
to write a negative hotel review. Do you agree/disagree? Why?  
 
 
 
Appendix 2 - Survey 
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A customer viewpoint of service in Copenhagen city hotels 
 
For our master thesis, we investigate service in the context of weekend-trips to Copenhagen city 
hotels. We are looking for opinions from people who live in Copenhagen, are between 23-35 years 
old and who have experience from at least one visit in a 4- or 5-star hotel (in any country). If you are 
one of the people we are looking for, please spend three minutes on filling in this short survey.   
 
Is your age 23-35?    
 
Do you live in Copenhagen   
 
Have you been to a 4- or 5-star hotel (in any country)?  
 

Please note that recovery means: compensation, apologies, efforts to make up for mistakes 

 Questions Strongly 
disagree Disagree 

No 
opinion or 
uncertain 

Agree Strongly 
agree 

1 I would definitely recommend the hotel if I 
received fair recovery for a mistake. 

     

2 I would be very disappointed if there was a 
lack of prevention of the mistake. 

     

3 I want my feedback to be documented for 
future service improvements. 

     

4 The more I pay, the bigger recovery I 
expect to receive for a mistake.  

     

5 
I would avoid complaining about the 
mistake if I was not sure that the hotel could 
handle it easily. 

     

6 If I was unhappy with the recovery, I would 
consider not coming back again. 

     

7 I would link any negative attitude from the 
employees to the hotel brand. 

     

8 
I want the employee who receives my 
complaint to take actions on spot to solve 
the issue. 

     

9 
I would write a negative hotel review if I 
didn´t like the way the employees handled 
the mistake. 
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Thank you very much for your participation! 

Kristina Britt Magnusson & Iryna Illichova, Cand.soc. in Service Management, Copenhagen Business 
School 
 

 

Appendix 3 - Hotel manager interview questions 
 

 

Interview questions 
Introduction  
Note the date and time and start the recording on our mobile phones.  
The interview could take a little bit longer than 1 hour. 
Topic presentation: 
Research question: Why and how could hotels utilise service recovery as a strategy in order to 
generate higher customer loyalty connected to the hotel brand?  
Theoretical fields: service recovery, branding, customer loyalty. 
The purpose behind the research question is to bring about improvement to existent practices of 
developing and implementing a service recovery strategy in the hotel industry: 
Theory has revealed that numerous hotels don´t follow service recovery practices suggested by 
research.  
Theory proposes that they could have used service recovery more fully to gain the numerous 
advantages (loyalty, and stronger brand and as a consequence, plus many economic advantages) 
 
Definitions of concepts:  
a) service failure: Any kind of mistake/exception of the rule that is discovered by the customer 
during his/her hotel experience. The failure leads to a cost for the hotel (i.e. compensation). If 
there’s anything else that the hotel does “behind the scenes” to prevent the failure, this falls out of 
the scope of our thesis. 
b) service recovery: Any kind of recovery to make up for the mistake from the hotel´s side 
(materialistic, compensation-related, solution-based, emotions, attitude, apology). 
c) brand: Not only as a sign or symbol, but more a holistic view of the marker for the relationship 
between the hotel and the customers or in other words a “relationship-builder”.  
 
Confidentiality and anonymity: 
All comments from the interview will be kept safely by the two of us. 
How would you like to be referred to in the thesis (by name/title/pseudonym)? Should the name of 
the hotel be visible or secret (as “Hotel X” for instance)? 
Possible to keep the thesis completely confidential, upon request (present the CBS confidentiality 
form). 
 
The finished master thesis can be e-mailed, upon request. 
 
Theme 1 – Type of problem and situation 
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1) In this hotel, would you say that you consider recovery of service failures to be an opportunity 
for making guests satisfied and more willing to provide goodwill and spread positive wording about 
the hotel? How so? 
2) Failures (mistakes) come off differently to guests depending on situational factors, according to 
theory. According to this theory, guests who experience a failure (mistake) will feel more 
dissatisfied if they perceive that the hotel was in control (and could´ve prevented the mistake from 
happening) and if the same failure has been experienced before with the same hotel. Do you believe 
that these statements are true or false, based on your experiences with guests? Why/why not? 
3) Do you have a CRM-system including critical/negative guest reports/complaints in the hotel 
reception (=detailed data of each guest´s experiences/failures etc.) and how is the system used by 
front-line employees?  
4) In general, how is your CRM-system constructed? For example, is it possible to document type 
of service failure, type of guest and other conditions around the service failure?  
5) If you have this CRM-system, do you use it for calculation of losses caused by failures mistakes 
and distribution of resources for recovery. Please give us an example of how this process works. 
(For example, based on type of problem, guest risk profiles/guest clusters, situational factors such 
as conditions/frequency/issues/proceedings). 
 
Theme 2 – Prevent the customers from switching brands 
 
6) According to theory, the customers’ perception of value is a trade-off between what they give 
and what they get. Based on this tradeoff, do you deal with the potential risk of customers who 
could choose another hotel than yours in the future?  (Do hotels take into consideration this value 
when dealing with customers) 
7) How do you think customers’ expectations are affected by online reviews from other customers? 
8) What do you do in order to make it easy, smooth, and quick for guests to complain in the hotel? 
9) How would you describe the way the hotel solves the problem on spot (inside the hotel) and how 
the problem is followed up?   
10) Do you see a connection between the hotel online reviews and the level of the service delivery?  
(Since the hotel might want to adapt to the rising expectations of customers) 
 
Theme 3 – Employee involvement 
 
11) According to theory, front-line employees play a very important role in service recovery. In 
your opinion, what is the relationship between employees of the hotel and the brand in the context 
of service recovery? (living the brand, brand ambassadorship, delivering the brand promise).  
12) What is the hotel’s philosophy on front-line employees when it comes to their comments/ideas 
on complaint handling, customer dissatisfaction and service recovery?  
13) According to theory, communicating with front-line employees about their role/performance 
and providing a service-oriented atmosphere in the hotel stand out as two important procedures 
within service recovery. Please tell us how you deal with these two procedures in this hotel and how 
you think it is working out. 
14) Empowerment (= the allowance for employees to think and act for themselves as opposed to 
following scripts) is another theoretical concept within the service recovery literature. What is the 
hotel´s take on decision-making rights for front-line employees in service recovery situations vs. 
boundaries on how far they are allowed to go to please a dissatisfied guest?  
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16) With respect to following the brand concept in all service recovery situations, please give us 
one or two examples of what the hotel does for employees in order to teach and inspire them to 
represent the hotel brand in a committed way. 
17) Do you have any example of training about empowerment and/or rewards for front-line 
employees who have managed to solve failures (mistakes) in a successful way? 
 
Ending questions 
18) Would you say that there is a concrete relationship between Service recovery procedures (all of 
them) and the brand of your hotel? How? 
19) Are there any other procedures/activities that you utilize to improve service recovery (for 
example, HR activities, service recovery benchmarking, “online recovery” (responses to customer 
comments online)?  
20) What is your opinion on advantages vs. disadvantages with service recovery in this hotel? 
Would it be interesting for this hotel to develop service recovery more in any way? 
 
 
Appendix 4 - Transcriptions of hotel manager interviews 
 

 

Date: 10th of February, 2016 
Interview with: Fredrik Sandström - Director of Operation BC Hospitality Group; and Said Abdalla 
- Food and Beverage Controller BC Hospitality Group.  
Timeline: 1 hour 02 mins. 
 

 

Interview with BC Hospitality Group  
 
 
/…/ Introduction to interview 
 
Said: Because I think it’s important that we narrow it down, because we are managing 3 different 
hotels with 3 different brands.  
Iryna: Yes 
Said: So, maybe we should… 
Fredrik: But technically they are all the same. The service strategy is the same. So the loyalty 
programme is technically the same. And they don’t really change. 
Said: But guests also have different expectations based on the brands, so… It’s just something to be 
aware of.  
Fredrik: True. /…/ but then again, yes, we have the luxury to see behind the scenes of 3 different 
brands. /…/ 
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Theme 1 – Type of problem and situation 
 
1. Iryna: The first question would be: in this hotel, would you say that you consider recovery 
of service failure to be an opportunity for making guest satisfied and and more willing to 
provide goodwill and positive word of mouth about the hotel, and how so? 
 
Said: Of course, yes, to begin with. But also when a failure happens, it’s also a time for us to step 
up. So if, let’s say waiters em… guest is not happy with the food or the stay, we have an 
opportunity to actually make a better impression. When we can give them the right tools to sort… to 
do that situation. And that is normally come with empowering the people behind it, so they actually 
can take control of that situation. When we talked about it, we said… we have given… all 
employees can give up to I think it’s 5000 krona’s in reimbursement to satisfy the guest complaint. 
If it is within reasonable /…/. So the person who is actually dealing with… with the failure can 
actually determine if this is right decision or wrong decision before they actually go back and ask 
their manager. So I think it’s all the person on front desk… the ability to change it. I think there’s a 
video on Marriott on how a bellboy should actually behave. Because he is the front … he is the 
front… he meets all the guests and he actually has the ability to encounter all the issues. So he is 
like a concierge but he can actually talk to a guest on a different level. So it’s all about meeting the 
guests.  
/…/ 
 
2. Iryna: Em, all right. So, according to the theory, guests who experience a failure will feel 
more… more dissatisfied if they know that the hotel was in control of something and that 
could have prevented this failure. As well as they will feel more dissatisfied if they for example 
come back to the same hotel and the same mistake happens. Do you believe that these 
statements are true or false and… based on your experience with guests. And why or why 
not?  
 
Fredrik: Repeat mistakes are never forgiven by any guest. So, if we haven’t taken an action on 
something they have experienced before, we won’t have a third chance. As simple as that. Em.. If  
we can see or experience something during this stay and we can acknowledge this could be done 
better, then we take some proper action. I guess, what we can see, that creates a bigger loyalty. 
Small things. Very often in the restaurants or in the front office, that’s where we have the chance to 
do something right there right then. And those people will often get a personalised letter to the staff  
or to our team. That…that’s quite simple. So yeah /…/. But when it comes to more corporate, then 
it’s more hardcore about the money. So if it’s a leisure guest, who comes here and have an 
experience that’s not so good, then we can do something. That’s quite an easy thing. They get very 
satisfied. When it comes to corporate level, that could be a different situation. Of course then it’s a 
contract behind the scenes - they have certain room nights that are dedicated per year. And then we 
can have a different discussion. Then it’s not that simple as an extra glass of wine or free room 
service charge or something like that. Then we need to act differently.  
Said: It’s definitely… it all depends on the guest and the segment they are coming from. Is this a 
leisure guest or a business guest. What is the contract behind it. And of course all this information is 
locked in the hotel system so when the guest approaches, we already know who it is, to begin with. 
And also the repeat customers we know… hopefully we have gotten all the data, like what are the 
likes and what are dislikes. So we make sure that the issue does not appear again. So to be…yes, we 
try to stay in control. But mistakes happen. So… But that’s how the back office system, the 
Opera… That’s where they lock all the files, what did the guest have the last time /…/ 
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3. Iryna: Yes. So just… the next question is just directly related to such system and em… The 
question basically goes: do you have a CRM system where you include these critical or 
negative guest reports. So for example when a failure happened and a guest just voiced his 
complaint, and… yes… and how is the system used by the front line employees? You have 
partially answered the question but … 
 
Said: Because we have many systems, the CRM system designed to solve different issues. The 
Opera system, the hotel booking system blocks the data with issues and then we also have a lock 
book that is used internally for the hotel staff. What happened the day before or what should we be 
on guard of? How was the service yesterday? So that’s something that gets reviewed. And that’s not 
really a CRM system but that’s in order to get a good review, you know. Are all the rooms checked 
up? Do we have an issue with any elevators? How did the guest behave today? Did they have a 
good evening? Em… So that’s not so much a CRM system but more how do we actually operate 
behind the scenes, so… 
Fredrik: And also in that system we note the guest should be placed in a room next to the elevator 
shaft, or in a corner room, or top floor, or they are afraid of the heights or whatever. And all the 
things we try to take into considerations. Em…we are getting better at it overall in the hotels. And 
very often the problem is that if you come… if you have a mistake happen to a guest and you do a 
recovery, you don’t want your manager to know about it. So there’s plenty of actions taken care ofn 
the floor that we never ever see. And that’s a sign also. It could be a good host or hostess. Because 
they can handle it.  
Iryna: Yes. 
Fredrik: So that’s a part of the empowerment. But we don’t see it all. What we see is the major 
issues.  
Said: We only see failures in the back. 
Fredrik: True.  
 
4. Iryna: Aha, alright, em.. And also when you have such a system with such data stored… do 
you use it for calculation of losses caused by these failures and do you use it also for em… as 
for example for future distribution of resources for recovery?  
 
Fredrik: It depends on… because if there’s a failure or mistake done during the peak period, then 
yes. If we can see the same trend, that we will have a peak period in June due to the cruise ships in 
the hotels, of course we do a different  manning… manning  level to take care of that peak period.  
Em… but no, not to fallow a simple mistake that cost us 50 or 500 krona’s in the restaurants. That 
we don’t spend time on. So, no. But if we see there’s an overall mistakes, because it’s not only on 
the paycheque, or, sorry, the checks that we can see who gives them discounts. We can see it on 
TripAdvisor and you can see it on the internal GSTS reports. And… 
Said: You have to explain what a GSTS is. 
Fredrik: Guest Satisfaction Tracking System.  
Iryna: I’ve read all the email as well, so… 
/…./ 
Fredrik: Because /…/ has one system, Marriott has one system, AC has one system. And we have 
access to them all, so we see it. I mean there it’s important for us to see what trends are happening. 
Not individual mistakes, but /…/ trends.  
 
Iryna: Trends… 
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Fredrik: And we need to act on the trends. It could just be a bad day for a certain host or hostess, or 
front-office member. That just during Friday nights, when they are on their shifts, they had the most 
bad record situations. And then it’s not fair to see that on Friday nights and then you see it on their 
scheduling and then it’s been down to a person. That’s not the way we have worked.  
 
Iryna: Yes.  
 
Fredrik: We see the trends and we try to change them.  
 
Theme 2 – Prevent the customers from switching brands 
 
5. Iryna: Alright. So that answers the question. Em… then… the next question is about the 
value for the guest in the hotel. So as the theory says, the value for the guest is basically a 
tradeoff between what he pays and what he gets for the money that he just payed. And when 
you think about this hotel or the hotels that you represent, do you consider this value for the 
guest and do you also consider the potential risk of customers who could choose another hotel 
from this one? 
 
Fredrik: Value is always an interesting thing to talk about. Because value for a busy businessman is 
time, for example. So if I can make a recovery, instead of he has to take a cab to the airport, I can 
order a shuttle service or even one of our team members drive him in his personal car to the airport. 
That time saving and that gesture is more valued than a discount.  
 
Iryna: Yes. 
 
Fredrik: Because it’s not his money, but it’s his time. But when it comes to a family with two kids, 
that are on a vacation, on their way to Thailand or whatever, and they have a layover. Then again, 
it’s their whole vacation get a heavy start. Then… then time is not an issue because they are stuck 
right there. They can’t go anywhere until the next day. So then it’s a different kind of recovery we 
do. You could correct me Said. 
Said: No, I think it’s right. /…/ 
Fredrik: But it comes up to the team. They should… they should be observant and understand the 
guest - what’s important for them.  
 
Iryna: Yes. 
 
Fredrik: Sometimes it’s just a cup of coffee that will take care of the whole thing. And sometimes, 
you just have to give them a free stay…  
Said: …You could just listen. 
 
Iryna: Yes. 
 
Fredrik: Yes …Take the… There you have time again. Take the time to listen to them. 
Said: And that’s also one of the issues. Like, labour costs are extremely high. Most guests that we  
had… more manning power in the reception… we had overall better guest satisfaction. But it affect 
the bottom line.  
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Iryna: Of course, yes. 
 
Said: So it’s more of a… how I can do this more personal? We also have this fast track when you 
check in if you are in a hurry. So there’s all different kinds of solution. But when you talk about 
what is the tradeoff… People also bought the hotel at different prices. So it’s like you… it’s the 
same when you are flying an airplane. You can never know what anybody has payed for it. So, how 
do you know this tradeoff… that you payed 500 Krona’s for a room or did you pay 300 Krona’s. 
So, there’s some…  
 
Iryna: Some differences, so to speak. 
 
Fredrik: Yes, and also you need to think about the next step. Because we have several times during 
the past when I was working for another company close to the airport, when you have layovers, it 
easy gets us a culture in the hotel that it’s just the layover. It’s easy money, you don’t really have to 
do anything because the guest can’t go anywhere and they don’t spend their own money. Because 
they spend the air company’s… or the airplane company’s money. But you never know who’s the 
guest there. It could be the next CEO of the company.  
 
Iryna: Yes. 
 
Fredrik: So, still, you need to train the team that even though it’s just a layover, it’s a guest. So… 
that segment, it’s one of the most difficult we have worked with, to see how can we handle it. 
Because then there you have a CEO and you have a kids family from Småland in Sweden that never 
been on a trip before. You can’t do the same for them. But they came from the same source. 
Said: And they both have different expectations 
Fredrik: Yes, so… 
 
6. Iryna: Alright. Now, next question is about online reviews. Em… so, how do you think 
customers’ expectations are affected by online reviews from other customers. We are now 
talking about things like TripAdvisor, booking.com 
 
Said: I think this is one of those that is very hard to answer. Because nobody really knows. 
Everybody says: “We don’t use trip advisor. We use TripAdvisor to measure how good we are.” 
But you can never control how many people post on your sites. Like, BellaSky BC hotel, there’s 
812 room. They have… They get a lot of reviews. Therefore, guests, when they are looking on  
their TripAdvisor rating, it’s very low compared to Marriott, where they have less rooms. So, 
TripAdvisor, does not take that into consideration. And when you look as a guest… When I travel I 
use TripAdvisor, but you also have to use it with some insight because you are just staying in a 
small hotel that has 5 rooms, they might have the best review ever.  
 
Iryna: Yes… 
 
Said: Em.. And there’s a person on each hotel’s… that I would say at least spends 6 hours on 
TripAdvisor, answering questions. So, it is mostly damage control. I don’t think it generates any 
more revenue. It’s a matter of that we are showing we are in control of the situation.  
 

http://booking.com/
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7. Iryna: Yeah. Em, alright. When it comes to complaining, for example, if failure has 
happened and customer wants to complain, what does the hotel do in order to make it easy 
and smooth and as quick as possible for the guest to complain in the hotel, on spot? 
 
Said: I think it’s hard. Because it depend what it is. Mostly, if you have a complaint, we all are… or 
at the desk when you check-in, there’s a business card, you can take that and then you can write an 
e-mail. Or you can log on to the brand website and give a review or rating. Or you can ask for the 
manager and get his card and write directly to him. So… 
Fredrik: But all these things… then we are one step behind. Because then we have not… it’s easier  
if we get a hold of the guest while he’s still in the house. If they take your business card and write  
an email, they are out of the house and you perhaps will never ever see him again. Then you have 
no chance. But if we have a duty manager, or anyone else that actually role-taking on the floor, they 
can catch the people at the spot. They have a chance to do anything. But during the peak hours in 
the reception desk, people are not very comfortable to go up and complain.  
 
Iryna: Yeah… 
 
Fredrik: Then they… they could do it the next day when they are checking out. Then again, it’s too 
late. Em, so… 
Said: You know, when somebody has wrote you an e-mail, they are really pissed off.  
Fredrik: Yeah-yeah. Then we severely made a mistake. 
 
Iryna: Yeah. 
 
Said: Because now they are actually spending their time, helping us out, solving our problems. 
Because we did not live up to their expectations.  
 
Iryna: Yes. 
 
Said: Sometimes you also get critical. A guest would complain that the food was not good, the 
coffee was cold. So, you don’t really know who the guest is, you have to really be sensitive to how 
you actually write that mail. And that is the same person who is responsible for TripAdvisor. They 
actually have the skills, the communication skills to deal with those. We are now having an F&B  
manager, who sits and writes for the most part. Because you can get… to extremely a lot of issues 
when you are writing a mail and you have a staff you have to maintain. So we try to leave it to 
professionals to do that communication for us.  
 
Iryna: Yes…  
 
Said: …In order to get the right answer.  
Fredrik: But in a perfect world, guests are confident enough to share their experience at the spot 
with someone and then we have a chance to help them.  
 
Iryna: Yes, it’s true. Well, I also agree that it’s much better to try and solve the issue on spot 
and try to get to know if the customer was unhappy with something.  
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Fredrik: It’s also easier for us to do follow-up questions. Because if they say “everything is shit in 
the restaurant”, it’s easier to do follow up question: “Is it the starter? Is it the main meal? Is it the 
wine or the coffee, or the speed of service?”. Then we can narrow it down.  
Said: …Or the price. 
Fredrik:  /…/ combination. 
 
8. Iryna: Yes. So then from complaining to the way the hotel solves the problem on spot. How 
would you describe the way how, maybe, employees try and solve the problem right here as 
opposed to online? 
 
Fredrik: If they are trained enough and confident enough, they will be able to handle these simple 
complaints. Because then they have the freedom or they are empowered to take the check off their 
bill or delete the room service check, or the minibar or other things. That’s the norm of what we do 
on the spot. Em… offer another cup of coffee, if they stay for a couple of days, or a dinner.  
Depends on… Depends on the issue. Could just be that “let me help you to get a reservation at the 
good restaurant tonight”. It costs us no money, it’s your service. It all depends on the guest again, 
and what their expectations. You can get into a serious challenge, if you know that the guest is after 
money. You can see it. If you can…Very often if you spend a weekend in the hotel and you can see 
it already on Friday night. When a couple is checking-in, and you can see it that you can have a 
challenge with them on Sunday. You can see it on their behaviour and you can see it on how they 
act. And now it’s difficult to see - that comes with experience. Very often we have people that 
overspend. They simply do not have the money to cover their actions. So when they get the bill on a 
Sunday, you have a shit-storm, because then the complaints are about everything and then it’s just 
pure money, it’s pure speculations.  
 
Iryna: Yes. 
 
Fredrik: And there it’s a fine balance, during their 48 hours of stay: “Shall I make them aware of the 
prices over here?”. We have price on everything, so there’s nothing hidden. Or… It’s the very fine 
balance. Because it could be the most rich wealthy couple in the world that looks like they just got 
off the trash wagon. Or you can have the opposite. You can have a very upscale, very professional, 
dressed up people and they don't have a dime on their card. So… they /…/. But after a couple of 
years you can see it and you can spot it. And it doesn’t need to be the skinhead or the gangster that 
comes  to the door. Because then that’s a different situation. But that’s the most difficult thing for us 
to teach our team, and that’s how they handle when people are purely speculating to get their bills 
sorted out. 
 
Iryna: Yes. 
 
Fredrik: …or preferably for free. 
Said: Also it’s that guest recovery because now you are dealing with different situation. Now people  
actually are speculating your service recovery.  
 
Iryna: Yes, it’s a very interesting topic that we are most possibly also gonna cover. And we 
wanna make the hotels aware. It’s also…It’s called “opportunistic customers” and those are 
the ones who try to speculate the system and try to…  
 
Fredrik: /…/  
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Said: I think we always try to find out what are the other hotels doing with their recovery. How they 
actually sort the issue. For us, for me it’s personally important that you pay attention to me.  
 
Iryna: Yes. 
 
Said: I thing that’s for most people, “pay attention and respect me”. Then you… 
 
Iryna: Yes, it’s true. 
 
Fredrik: But we have… we have a couple of funny scenarios that have actually happened both in 
Hilton and Crowne Plaza. When you have this, what’s it called, “experiment games”. They do no 
reservations, they take no risk, but they promise everything. They would have 500 guests coming 
this year to them, so they just book an auditorium at low rate, no AV, no nothing, no extra service. 
But they expect the guest to buy in their restaurants. So that’s out of my perspective, that’s pure 
speculations. And they make sure we have a demand to take care of 500 people. 60 shows up and 
no one spends at all. That’s a different kind of speculating in the system.  
 
Iryna: Yes. 
 
Fredrik: Price … Prices on the rooms rate as well. Because if you are good enough and spend some 
time on the internet, you can speculate in the prices. Because as a guest, you are also giving the best 
price at any time. So that means if you have a price of 500 krona’s, but there’s an internet offer for 
499, you are entitled to get the 499. So, if you are just good enough to keep track on the sides, you 
can speculate on that price as well.  
Said: Because then you go to the reception, and you say: “you know what, I saw this room for this 
price”.  
Frederik: “…There’s a print out or screen-shot”. And then they get the snowball rolling, ok? 
Because when you have the receptionist “Ok, I need to do something here”. It’s easy to get the 
minibar erased as well. 
Said: Yeah. 
Fredrik: And be sure they emptied it. You can hear it in their suitcase when they are leaving the 
room. So it’s a.. 
/…/ 
 
Theme 3 – Employee involvement 
 
9. Iryna: Yes, that happens, yes. Alright. So… So, the next section of questions will be more 
about the employees and when… what is the hotel’s philosophy on the front-line employees 
when it comes to their ideas on how to make the service recovery, for example, easier? 
Because this questions stems from basically em… Front-line employees, they are the ones who 
are dealing with the customers, so they… as you’ve mentioned before, they probably, maybe 
intuitively or with experience, they know how to deal with certain customers. So they could 
perhaps provide some good insights for management to include something new in their usual 
policies, for example. So, yes, what is the hotel’s take on that, when in comes to these ideas?  
 
Said: I think you… Would you explain how you do it at Crowne Plaza, because…  
Fredrik: /…/ Yes, we do always listen to the front staff, because they have the first hand 
information. Yes, we have some brand service standards they should follow and in these brand 
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service standards, even if it’s from a /…/, Marriott or AC, em… They take care of these things, so 
they can follow these steps - true. But you can’t just read it from a card. You need to live it. And 
every time you do that, you also get some new experience. And that when we do have handover or 
briefing with management, then we know something. Every week we have new situations, em… 
“How can we do this? We have kids family. Ok. The new, em… This we’ve never seen before, 
could this be because of just them or is this a trend?”. But then again, yes, they are empowered; yes, 
we have a limit, but even though they exceed that level, to me they get never punished for it. They 
don’t have to pay it for themselves. But yes, every information from staff comes to the back house 
or to the management, is taken seriously. And we can discuss it. Because if you… It’s not the one 
voice that counts. But if you her it from 3 or 5 different people, and from around the hotel, then you 
have a trend. We have to do something that’s going on. We need to take some actions.  
 
Iryna: Em… yeah 
 
Said: And also when they go on a seminar on the front house, to know the brand, how do you do the 
guest recovery. So they go through the training, so they know how to deal with it. What we take 
into consideration is that we… When you take a brand like AC Marriott, it’s American brand 
standards. And you cannot live them out the same way in the Nordic region. So you have to change 
a little bit in between and that’s what they cater in their workshops when they do their training and 
also afterwards. So we are adapting it to the Scandinavian culture. So we cannot use the same 
American perception, you know? Or you see everybody going and saying: “Hello. How are you 
today?”.  
 
Iryna: Yes.  
 
Said: So, there’s a little less more subtlety over here, how we approach the guests. And that’s taken 
into consideration. And also what is the feedback. And most /…/ know how they should treat 
different nationalities, for example. How should you treat an American. Em, they have a different 
way of being approached. And Chinese? How do you deal with them? That’s different.  
 
Iryna: Yes. 
 
Said: And people from Africa and South America they are all different. So, we cannot just say “this 
is the way to do it”. You have to use your own, em… 
Fredrik: But I also remember that we don’t only have danes or Scandinavians in our team… At 
Crowne Plaza we have 33 different nationalities at the moment.  
 
Iryna: Nice. 
 
Fredrik: So we would be quite stupid if we didn't take that advantage and all that knowledge.  
 
Iryna: Yes. 
 
Fredrik: …To our team, so… 
Said: Because when it comes down… Service is about hospitality and meeting people. And it’s 
about having a connection with other people. They are guest and we treat them… try to treat them 
as best as we can. And often also if it’s not within the brand to do it… standard to do it.  
Fredrik: Brands have standards as a minimum, you know?  
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Said: Yes. 
 
Iryna: Em… yes. But just to summarise the answer, so… If I was working in a hotel for 
example, if I was a receptionist, say, and then I’m dealing with a lot of customers, and I see  
the certain for example trends and I have an idea on how we could make things better here, to 
help maybe my colleagues as well. So would it be alright for me if I just go to my manager and 
say: “I have this idea” and …  
 
Fredrik: That would be expected out of you and if it would be a controversial idea, you can always 
leave it in a mailbox to HR, anonymous, if you like.  
Iryna: mhm, yes, alright, so… 
Fredrik: But yes, we do expect our team to be open and honest and come with ideas.  
Iryna: Alright, em… 
Said: /…/ Yes, then you wouldn’t be working /…/ No, we don’t want a robot.  
 
Iryna: Yes, of course. 
 
Fredrik: People that take ownership, that are proud of the brand and of the situation in the hotel.  
Said: Yes 
Fredrik: …Are the best ones. And we would be, again, stupid, if we don't listen to the team.  
 
10. Iryna: Em… Alright. Then the next question is basically the statement, so to speak, from 
the theory, which says that communicating with front line employees about their role or 
performance and providing the service-oriented atmosphere in the hotel stand out as two 
important procedures within the service recovery. Em… If you could elaborate on how you 
deal with these two procedures in the hotel and how do you think it’s working out? 
 
Fredrik: The first one is quite easy, because we do have a performance review 4 times a year. You 
sit down with your management and it’s a two way communications when you talk about your role 
and your future, your expectations, and you give feedback on your manager as well. The other one 
is that yes, it’s very difficult to give good service in a crap environment. It’s… and also that we 
need to take into consideration that their working environment itself is correct. So, yes, we always 
would like some more sunshine in Scandinavia but you can’t get that one. Em… But we could have 
the right, proper lights in the ceiling. Em…we could make sure that’s … em… 11 working stations, 
and em… that’s the IT issues are working correctly so you don’t have to stand there with a, what 
you call it, taking transactions that takes too long since /…/ guests. All this things it’s a natural 
dialogue. So yes, it’s our responsibility to create the best environment. We can’t do it all at all 
times. But we could always communicate it to our team and we could always listen.  
 
Iryna: Alright. 
 
Fredrik: /…/ But I know again, there are their colleagues out there that don’t listen to the weekend 
team. Because that’s always extras. Ad you don’t take the same consideration into their thoughts 
and their ideas. That’s a mistake again. Everybody that’s working within our doors, they are part of 
our team, even if they are external partners or our own team. It’s our brand.  
 
Iryna: Yeah… 
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Fredrik: So, all information is… 
Said: So as we move forward, you know, getting their feedback, make sure … some things… we 
cannot change the walls, we cannot… certain things we cannot change, and I think it’s important for 
most employees to understand what can we actually do and what can we not do. You know, we 
would like to remodel the reception area - it’s not an easy task to do. Em… but everybody gets a 
chance to say what they want… then bring it on, so… But you cannot satisfy everybody.  
Fredrik: But very often it’s the small things that make the difference. Like, at Crowne Plaza, we 
have the canteen for the team, which is one step down… one floor down in the basement. There’s 
nothing wrong with that one but it’s just they want an extra glass of water or coffee but on the other  
side, they have to walk quite far. So we installed a coffee machine in the back /…/. And that solved 
a couple of their small issues. It cost us 200 krona’s, that was nothing. And we make sure we have a 
water tank as well and everybody get a personalised bottle. We have agreed: “Don’t drink in front 
of the guest, you drink in the back of the house. You take two steps instead of 200 steps”.  
Iryna: Yes. 
 
Fredrik: Small thing…  
Iryna: Small thing, but… 
 
Fredrik: But that was a trend we could see that annoyed people. That was quick fix. 
 
11. Iryna: Yes, indeed. It’s… sounds like a small thing but it’s something that would make a 
difference. If I think about myself, If I was working, then I would think “yeah, if I can have 
coffee and have water just close by…” - yes, of course. Em… Another question is about 
empowerment, and we’ve talked a little bit about it as well, em… So, the question is basically 
about em… rights vs. boundaries, so to speak. So, if I’m an employee at the hotel, what are 
my decision-making rights when it comes to service recovery but… and also, do I have certain 
boundaries? For example, you’ve mentioned that you… well, not give, but you entitle your 
employees with 5000 Krona’s, for example… 
 
Said: That’s to reimburse the guests. 
 
Iryna: Yes, this could be one example of… 
 
Fredrik: That’s just to make it measurable and easy for some of our team members. I never ever  
actually experienced that someone uses the full amount now, because it’s not needed. But if you 
understand philosophy of the service or our philosophy and you understand your brand service 
standards, and you have the time to do it… I have never ever experienced that someone actually 
needs help. Yes, when you have an aggravated guest, who’s either on drugs or alcohol, that’s a 
different scenario. But someone who’s just not happy, everybody can take care of that.  
 
Iryna: Yes 
 
Fredrik: And then yeah, 5 Krona is just a number to make it measurable. If they spend 6000, it 
doesn’t make a difference. Or if they spend 4000. They all get measured on that part. It’s just a 
mental thing that take part and “I know that I could give a suit away, with dinner, 2 bottles of wine 
and a breakfast. No worries”. That’s actually all the money the guest spends on their stay. And I 
empower them to give it away for free. If they know that, then there’s nothing they can’t do. 
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Iryna: Yes, em… I would say, it’s perhaps also psychological: if I know for example, that I… 
that actually management trusts me, you know, to make a recovery for the guest, I would feel 
more confident.  
 
Fredrik It’s not only about the trust. It’s also about expectations, that when you are working with us, 
you should be confident enough, to be able to do these things.  
Said: Yes, and know how to apply it in the right situation. 
Fredrik: True. 
Said: Em… I think that’s why the boundaries actually occur. You just don’t give things away 
because you would not pay attention. Because … mostly when you do a reimbursement, you also 
have to say “ok, why did I do it?” afterwards. So you have to come and you actually say why did 
you do it.  
 
Iryna: So, yes… 
 
Said: So that is … a… you know, you have to be able to give a good and solid answer of why you 
gave the whole dinner away for 5000. Don’t just say the guest was in a bad mood. So you know 
there’s a… so you have to… Or the food too, took a little bit too long. Because then you also get 
into “why didn’t you ask the guest if they wanted an extra glass of wine instead? How did you 
actually try to correct the failure when it occurred, if you could see that was actually escalating to 
this? So, you are also getting, you know “where did I actually act in the right way?”. So you trying 
to minimise the failure and the recovery. So actually, if you have to give their dinner away for five 
thousand something, it’s terribly wrong. “Why did you not correct this when it occurred? And why 
were your colleagues not assisting you?”. So it becomes a team effort as well. And so… boundaries 
are there, but then with your team and also with the guest then pay attention to what you … 
Fredrik: But sometimes it would probably be the best spent learning money we have had. If we had 
a situation like that.  
Said: Because then we know, something is wrong.  
 
Iryna: Yes. 
 
Fredrik: And we also had… at least one person learned something that day. And the people, they 
will share it. And as Said said, that yes, of course we follow-up. Could we done this smarter? Was 
this the right decision or was it just because employee was pushed in the corner and didn’t have any 
other way out to deal with it? - Ok, so… 
 
Iryna: So there is also responsibility for the employee to… to explain why…  
 
Fredrik: Yes, of course, but as long as they understand the brand service standard, and understand 
the service culture. Because if they just give it away, then it’s the wrong employee.  
 
Iryna: Yes. 
 
Fredrik: Because if they don't even reflect on giving away a 1000 Krona’s, then perhaps they should 
work somewhere else. Because then that’s not the only issue with that person. That’s what my 
experience said. If you have a person, that gives away a 1000 Krona because just to make it easy, 
then do it all the way in different things. Then they are not applying service anywhere.  
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Iryna: Yes, yes it’s true. But when it… 
 
Fredrik: To rush /…/ 
Said: No, but I think it’s right. It’s very hard to… 
Fredrik: If you have a chef who can’t cook, he should not be in the kitchen. Simple. 
 
Iryna: Yes, so there has to be some… some sort of service-mindedness in this person who is 
working? 
 
Fredrik: But that’s also our responsibility. When we recruit the person, we should make sure that 
they have some of that. And we do also training. So, I’m always reluctant to just to blame a team-
member. If they take an action, if it’s wrong, because that means that we have to look at ourselves 
as well. Didn’t we see that this person was not the right one for the job?  
Said:Yes 
 
Iryna: Yes. But actually if… I believe that sometimes it can happen that if a customer 
actually…  If it’s, say for example an opportunistic customer, and when he or she is not happy 
and he requires to have some money back, say, for the room or for dinner… when it comes to 
money issues, are employees… could employees also take the money…? 
 
Fredrik: Not cash. No, not cash handling. They can take that off the bill. 
Said:…As a discount. 
 
Iryna: Aha, alright. 
 
Fredrik: But if you… if you open up that pandora’s box, that people could hand away cash, we can’t 
control it any more. Because then it’s not traceable.  
Said: Because you want that information for the next time the guest comes.  
 
Iryna: Yes. 
 
Said: So, trying to lock the information so we are aware of it.  
Fredrik: And also, it’s a numbers game again. Because if I give you a discount of 700 Krona’s for a 
bottle of wine, I didn’t pay 700 Krona’s for that wine. I pay perhaps 125 when I purchase it. So, 
but… If I should give you 700 Krona’s, that’s a major loss for the company. But if I give you a 125, 
you won’t be satisfied, because then you feel…feel fooled twice. So, never cash handling. 
 
Iryna: Yes, it’s a… 
 
Said: And we always try and give discount that the /…/ members have. So you… at least you cover 
your costs. So it’s better, can you have a… If this situation did not work out - “ok, i think, I can 
give a 50% discount”. If it was… depends how bad it was. So… but it’s a way of not loosing 
money, by applying a discount, instead of just saying, everything is for free.  
 
Iryna: No, of course… 
 
Said: Yes, so… But you have to weigh every situation out. 
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Iryna: Aha yes. Em..  
 
Fredrik: Yes, and we can’t make standards on that. 
Said: no… 
Fredrik: It comes with experience, it comes with training. That’s also important to keep the good 
people with us. So we try to reduce, or we are working hard to reduce the turnover of our team. 
Because every experience they have in our house is a value for us.  
Said: And we also see at the front desk certain… certain members will actually say “can you take 
this guest for me?” when they can’t… Well, you know… if you been working here for a long time, 
they can actually go and help, say “Oh, I can actually see that person, I cannot deal with him”. Just 
because they have this feeling. So that person can actually say “Can you come over here please?”. 
And its the same in the restaurant, where you go down to that table you say “Ok, I cannot deal with 
that person. Can somebody else take over for me?”, instead of making it escalate, there’s a way of 
finding it out who are you as a person. Because we cannot all deal with everybody. There’s some… 
 
Iryna: Yes, true. 
 
Fredrik: Too often, it comes too late. 
Said: Yes! 
Fredrik: Because then you already have a scene or a scenario going on when a colleague stands and 
… So, that’s a good one, but that’s a training issue we have.  
Said: Yes. 
 
12. Iryna: Em, yes. And the next question can be a little bit broad and general, perhaps too 
much. But, with respect to the following brand concept, in all service recovery situation, if you 
could give us one or two examples of what the hotel does for employees in order to teach and 
inspire them to represent the hotel brand in  committed way? And we know we’ve been now 
talking about brand service standards, for example, and trainings. So, if you could please 
elaborate a little bit more and maybe provide us with some more examples of what you do?  
 
Fredrik: When it comes down to the whole culture, it’s just… That’s not the brand… That’s your 
colleagues and that’s your leader and management.  
 
Iryna: So, more a leadership side.  
 
Fredrik: It is, definitely. That’s my opinion.  
Said: Yes.  
Fredrik: To that, you could say McDonalds, or you could say Hilton. Doesn’t matter. So, it’s about 
leaderships.  
 
Iryna: Yes, we’ve also been working on… 
 
Fredrik: People are loyal to people, people are not loyal to a brand.  
 
Iryna: Yes, so it’s more about team work, your colleagues… 
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Fredrik: We can see as well, if we have an outlet that has a challenge in the team and the 
management, it doesn’t matter how much we pay the team members to do the job there - they quit 
anyway.  
 
Iryna: Yes. 
 
Fredrik: So… But if we have a good culture, a good leader, good team members, we can see it on 
their salaries. It’s a numbers game there as well. High turnover, high rates, and still doesn't get job 
done… There is no magic answer to that one. There is - it’s all about people, it’s all about the 
leader. It’s our job to make sure we have the right person leading that team and doing that job. And 
then you get some loyalty and brand loyalty as well. 
Said: Yes, I think that’s HR, where… where you do workshops, you know, /…/, go out together, try 
to build the team, and build respect. So that’s only way that we can actually get people to bind 
together. So I think it’s… 
Fredrik: And that applies all over. Even back of house, front of house. If it’s a dishwashing team or 
that’s the kitchen team, or even the management team. It starts from the top. The fish stinks from 
the head - if something is wrong in the management, it will be wrong on the floor as well.  
 
Iryna: Yes, it’s true. That’s very interesting. But, you also have mentioned that you do 
trainings about service standards, and maybe I’m wrong, but I think it also could be 
connected to a brand. Because different brands have different standards. And as you said, for 
example Marriott. If it’s Marriott in the United States, the service standards perhaps would 
be a little different than those from Scandinavia. So, do you provide your employees with 
trainings about… where you teach them basically to provide service in a more… more our 
way? 
 
Said: I think that’s a…  
/…/ 
Fredrik: Yes, I could give my opinion about that /…/. We have the luxury now that we took over 
Marriott. We flipped that from a managed hotel to a franchise. Never done that before in Marriott’s 
history. But the team at that place em… before we took it over, they were applying to the rules 
every time by the book. And the guest satisfaction was very low.  
Iryna: Yes. 
 
Fredrik: We took… changed the team, took the book away, apply… put the good manager on sight 
- a hotel manager, the guest satisfaction went up.  
 
Iryna: So again… 
 
Fredrik: Did they follow… Did they follow a specific brand service standard? Yes and no, but it 
came from leadership. It came to create a good atmosphere and the guests could feel it. So yes - we 
need to train the people, we need to work with people. We can’t just hide behind “I’m a director or 
I’m a manager” - you need to work with  your team. And that was different at that place because 
before that they had so many hierarchy and levels in the hierocracy, and the more elevated you 
were, the less you met your customer, and the less you met your team.  
 
Iryna: Yes. 
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Fredrik: So, we scrapped that one and we just have three levels, that’s it.  
 
Iryna: That’s very interesting, because we also have read and discussed with my colleague this 
issue of em… I don't know, if we could say standardisation of providing service. Because we 
also found out that it’s very…, it’s much more nicer and the guest would feel much more 
satisfied if he feel that actually employees approach them in more em… personal way. Em, 
personalised approach, individual approach.  
 
Fredrik: When we opened up Crowne Plaza, we had about 60% of people who did no hotel training 
at all. We had 7 days to train them when we opened up the hotel.  
 
Iryna: That’s quite a short time. 
 
Fredrik: That could be a recipe for disaster but on the other hand… it wasn’t a disaster of course… 
But the shining stars we have still today are form that part of the team, because they do it with their 
heart. Ok, they do personalised service, they pour sometimes the wine from their right hand - left 
hand. They serve the coffee upside down sometimes - people don’t care, they love them. So, yes. 
And then I have other people that are very well trained, went to hotel school in Switzerland and 
they have a CV long as whatever, they do everything right, but it still gets wrong. Ok? I can’t use 
them. So that’s a little bit… Yes, you can be very good at you brand service standards, but then 
again, if you don’t understand a guest in front of you, it doesn't help them. It doesn't help if the 
brand service standards… it should take 2 minutes and 45 seconds to check the person in, and you 
should ask him these 24 questions…It doesn't matter. But if you smile and make sure they have 
their room on time - it takes care of it.  
Said: I think service recovery also goes up to your organisation, how is the structure in the 
organisation. It should not be too far away for actually to somebody do something. You should not 
/…/ to go from one department to another department. You have to fill out several sheets just to get 
some toilet paper, for example, instead of just “Here’s the key, go down and pick it up”. You don’t 
need to go through all those control failures. We know how many people are in the hotel, we know 
how much toilet paper we gonna use. Sometimes we check this American standardisation, and we 
think we can implement it here. We cannot… we don't have the resources, and we do not follow as 
tight on control as in the States, where you need to document everything.  
Iryna: Yes. 
 
Fredrik: And we don’t get that freedom out of your team leader. You never get those peaks where 
they perform at their best. If brand service standards are boundaries instead of stepping stones, then 
you have a problem. And you can take a tour now to a couple of hotels to just sit in the lobby and 
see. And you can very quickly see if the brand service standards are stepping stones or they are just 
a block in their way.  
 
Iryna: Yes, and I guess it’s always a matter of how you utilise this service standards. Because 
as you said, they should be helping the employees in providing service instead of yes, limiting 
them. It’s very true. And also just to comment your answer, I also think that em… when you 
have to actually document every step that you make, that also can reduce satisfaction just 
dramatically, because you don’t wanna stay and wait for your little thing when the employee 
is gonna contact the manager, the manager is gonna contact someone else and then they can 
fill out all the papers… yes, it’s just a… I don’t think it’s gonna work.  
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Said: I think you should watch this video, it’s Marriott and it’s called… I think “Two bellboys”. It’s  
a very good how…how the perfect world is… how a bellboy should actually interact with a guest. 
And what we expect form a bellboy. And you might say that bellboy is at the bottom, but he’s the 
one who meets all the guests.  
 
Iryna: That’s true. 
 
Said: So it’s a good way of actually seeing what do we actually expect from a bellboy. It’s… I 
would say it’s harder to be a bellboy than to be a receptionist. Because you have to go and deal with 
people, talk to them, when they are not feeling right. We don’t have a concierge and all of that, so 
he also has to be a concierge at the same time. So it’s a good way of finding out how we actually 
deal with it.  
Fredrik: And also the perception of the guest, what is a bellboy… Because a guest can be more rude 
to a bellboy than to our receptionist. So you are right, they will put some high demands on him.  
 
Iryna: Yes, it must be hard job.  
 
Said: It’s not easy… but it’s good.  
 
Iryna: Yes. 
 
Fredrik: It’s good training… 
Said: But I also think if you go down to… if you look at some other… You can look at Ritz-
Carlton, they have a different way of approaching it. While they say “We are ladies and gentlemen, 
who serve ladies and gentlemen”. Now, we are at the same level, we can deal with it. And they have 
the same philosophy. Reimbursement takes care of the situation. Everybody can… 

   
 
Date: 1st of February 2016 
Interview with Jacob Brammer, General Manager for Hotel Scandic Front. 
Total time: 1 hour 30 mins 
 
Interview with Hotel Scandic Front 
 
/…/ Introduction to interview  
 
Theme 1 – Type of problem and situation 
 
1. Iryna: In this hotel, would you say that you consider recovery of service failures to be an 
opportunity for making guests satisfied and more willing to provide goodwill and spread 
positive wording about the hotel? How so? 
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Jacob: Short answer-yes. We absolutely try to turn any bad situation into a good one. Em… and we 
do that by… if we are so lucky that the guest approaches us with something - let’s say there’s 
something wrong in a room, they’re not happy with something in their room - that this is not 
something that we see directly, but if we spill coffee in their lap - we see that immediately. But if 
there’s something in the room that they don't like, hopefully they approach us and we can 
immediately take action. Show them another room, show them a different room type to make up for 
whatever they are not happy with. Unfortunately sometimes people don't tell us if something goes 
wrong, and then they leave and they go to TripAdvisor - then we have a problem. And thats very 
difficult to change, but then we try and we always answer every review we get on TripAdvisor or 
booking.com or whatever on these forums  
 
Kristina: We have seen that you do that. We have stalked you.  
Jacob: Yes, that’s a big issue. /…/  And that’s sort of how we try. But then, we try to speak directly 
with our customers and figure out what’s the problem: if it’s a physical thing or more of a taste 
thing, if this is something more aesthetically that they don’t like or whatever. And then we can find 
out “Ok, so you don’t like this kind of room. Ok, but then we offer you this kind of room, with 
different furniture or different design or something”. So then we can turn the situation around so 
that they will feel “Ok, they got a really good service, we were a little bit unhappy, but they turned 
it around and /showed/ that they really cared about us”. And then they will go and tell their friends 
“yes, we weren't too happy to begin with, but then they did this and now we are really happy and 
we really want to come back or at least recommend it”. That’s at least… That’s how we want things 
to happen. That’s what we aim for every time.  
 
2. Kristina: Sounds like a reasonable principle to have. Absolutely. I guess that every time this 
happens, or every time per se can be different each time, because depending on the situation 
that  its also what the theory has described. And one example that we found was that a 
customer coming back or a hotel guest, in this case, coming back, to experience the same 
mistake that she or he has had before in the same hotel would be more dissatisfied that if it 
would just happen just one time. And also according to this theory, the hotel guest would be 
more dissatisfied if they knew that the hotel could have prevented it somehow. So we would 
just gonna ask you what  is your opinion about these statements. Would you say that they are 
true or false? Are the guests acting out in this way?  
Jacob: Absolutely true. No, because if a mistake happens, let’s say that something in the room is 
broken, ok, they stay in this whatever room,  room 210 and the air conditioning doesn’t work. Ok, 
so of course we change the room and they get a room where it works. And we say “Great. Thank 
you for telling us. We can fix it”. Then next time they come back, they get a room where it doesn’t 
work again or maybe they get a 210 again, and it still doesn’t work. So em… Then they will loose 
any trust in us, because we tell them that “Yes, of course, we fixed it and thank you so much and 
your opinion is so important”, and then we don’t do anything. Now, this could be two things. One - 
we actually fixed it, but it broke again. But, more realistically, we wouldn’t have done it. Not in our 
case, we always try and fix it. But if that happens, to just… to… to talk about this theory… then 
they would loose a lot of trust. Absolutely. And there can be any mistake. If they come back, and 
it’s the same mistake again, of course they don’t like it.  “They don’t really care. They just say they 
care but they don’t”.  
Kristina: I know it’s a sensitive question, but have you ever experienced this? 
Jacob: Not when the guest leaves and then come back. More if they are here for a few days. And 
they mention something in the morning when they leave: “Can you fix this, or can you do 
something about this” and we promise to fix it and then and they come back in the afternoon and it 
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still hasn’t been fixed. That’s very unfortunate, but that’s happened. There can be a number of 
explanations or whatever, but obviously that’s embarrassing and not really trusting for the guest.  
3. Iryna: Alright, but then the next question would be if you have a CRM-system, for 
example, where you include all the complaints or any negative, could be positive, feedback 
from your customers? And how is the system used by the front-line employees?   
Jacob: Well, we don’t actually have a database where we fill in complaints and the reviews as such. 
We have a system that we call Scandic Guest Survey, which is em… /I’m sure you have questions 
about something like this later on probably, so stop me if I’m ahead/. But we do send e-mails to 
most of the our guests after they’ve stayed, asking if they had a good stay and then there’s a form 
they can fill out, which contains 8 to 10 questions. And based on that, we get some feedback and 
based on that, we get a report every month, scoring guest survey points that we can use. So we can 
see if go up or down, and then we can measure the bar, the restaurant, the front office, the room, 
cleanliness and so on, the efficiency of check-in, check-out, cleaning whatever… Service in the 
breakfast, service at a lunch, service in the evenings or…Em… So based on that we have a very 
good breakdown of where we can set in to improve things. It also measures actually our loyalty 
program. There are the questions where you’re recognised as a Scandic member, so we measure 
that as well. So then we have a number of answers that we can use to improve our guest satisfaction 
levels. But actual otherwise complaints or comments that come outside of this, directly to us, we 
don’t store that. I mean, I have of course a folder in my system, where I can look at all the 
complaints that I get over time and then go back and see if there is a situation, how do I handle that 
and so on. But we don’t otherwise have absolutely a database or databank, where we store this 
information.  
Kristina: For the employee who just happens to be there, for example here at the reception 
desk, when something is mentioned from a customer. Could that person somehow 
communicate to you, for example, what has happened? But not in the database, because you 
don't have that? Is there any other way to get it out?  
Jacob: Usually, if i’m not here, they… often they ask, if it’s something that we cannot do anything 
about right there, then they would ask the guest to send us an e-mail. Forward it to me and then I 
would contact the guest afterwards.  
Kristina: Great.  
Jacob: Or they give the guest my business card and then the guest /…/. 
4. Kristina: This customer survey program that you have, would you say that you use this 
system for also calculating your financial losses based on complaints, mistakes and what you 
should do when it comes to resources for service recovery?  
Jacob: Not really.  
Kristina: It hasn’t got any connection to finances… 
Jacob: No, there isn't as such a link between the two things. Because this guest survey, these 
questions can be em… like, we’ve had, as you can imagine with all the construction going on, we 
get a lot of complaints about that… of course, cause it makes a lot of noise and sometimes too early 
in the morning. But the guest could also know that its not us, its not our work. So they know that its 
not our fault. So they think “Ok, I had a bad experience because I got woken up at 7 o’clock in the 
morning, and I wanted to sleep until 8. But, the service at the hotel was really good: the breakfast 
was nice, the food was good, everyone treated me really nicely. But I only give you 3 out of 5, 
because there’s a construction outside, I couldn’t park my car, there was a lot of noise”. So it’s not 
directly related to us, but it’s related to the property and the experience. Do you know what I mean?  
And as such, we don't necessarily lose any money, cause he booked and payed everything and he 
doesn’t demand the money back. Because he can see it’s not our fault. Em… So… There can be 
issues where … where its the surrounding, whatever… Like, you know know in Copenhagen 
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they're building metros everywhere. A lot of hotels have issues with that. But they're building it and 
of course thats annoying but it’s not really something you can do too much about. But we don’t 
measure budgets necessarily back to the guest survey. So, let’s say I have a bad guest survey 
generally. I don’t get to have a smaller budget or a lower budget. Because they don’t say its me. 
Because of this construction building, probably your result will be lower next year. Because they 
still expect the same or higher every year. Em.. So, thats something we have to deal with. And then 
we internally of course have to really up our game so that the experience we can give the guests 
make up for whatever happens.  
Kristina: I see what you mean. Yes.  
 
Theme 2 – Prevent the customers from switching brands 
 
5. Iryna: Em… When it comes to the value for the guest in this hotel. Do you consider the 
potential risk of this guest finding a better value at a different or at another hotel? Em… In 
another words, do you take into consideration the concept of value for the guest in this hotel?  
Jacob:  Em… Absolutely. Em… Of course it’s very important that… that our guest feel that they 
get value for money. And by value for money we don’t necessarily mean that its the cheapest 
product on the market at all. Because we’re not by far. For us, we have this prime location in 
Copenhagen and so we have a more modern, more urban kind of hotel. Em… So, the value here 
should really be the experience. The physical experience with the good room, and of course the 
em… the service experience - that they are treated nicely, that everything runs smooth and 
everything is working in the room. They get nice food and that they can …. They can have a seat at 
the breakfast when they come or whatever… the buffet is fool, that they have a choice that they 
want for breakfast. Em… We also… We work hard on improving our menus for lunch and dinner. 
So that we have a really nice selection for this type of guest that we have. So value for money is 
there. Yes, you pay probably more than in most hotels, but you also get what you pay for. So that’s 
what it is. Its quality actually over quantity, that we want to supply.  
6. Kristina: Nice. Em…We haven’t mentioned online reviews yet… TripAdvisor, booking. 
com  and so on. And there are a lot of these platforms as we know nowadays. Em… We just 
wanted to ask you how do you think the guest’s expectations are influenced by online reviews 
from other guests.  
Jacob: Em… More and more. It’s definitely something that’s grown a lot lets say in the last 5 years 
or even just the last 2 years. Em.. And… I think… I think a platform like TripAdvisor, which is 
now the biggest travel platform in the world is greatly influence how people choose. We can see 
sometimes, when we get reviews on TripAdvisor that people write that … and … actually link back 
to other reviews that they’ve read online and say that “even if I read online that there was a 
construction going on, I still decide to give this hotel a try. And we had such and such experience”. 
So we can see that people actually read it and we’ve been… I’ve experienced people sending us e-
mails and asking us questions about something they’ve read online, or TripAdvisor or booking.com. 
Just to check if this fact is true or if this work is done, or how is it going or /…/ So it goes pretty 
deep. But of course its great of people send us direct questions. That they contact us directly, 
instead of just believing everything that’s read. Because as we all know, a review online is very 
very rarely neutral. Its emotional, and unfortunately with all the social media going on, and that’s 
the same on Facebook or whatever, people love to trash other people online. So it’s become more 
and more of a … a … thing, that if I have a bad experience, I have to tell the whole world on some 
sort of social media. If I had a great experience, I just tell my friends, or my neighbour. Which is 
great, but the chances are that Mr and Mrs New York, they are probably not planning a trip to 
Copenhagen. But whoever reads online about Copenhagen, that’s because they want to come to 
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Copenhagen. So em.. so… I hope that the people, they will get a little more positive in this regard. 
Because people have a tendency to post a negative and not so much positive. Because, I know for a 
fact, because we have so many regular guests, and I know for a fact that let’s say 8 out of 10 guests 
are really happy about the hotel. But then people who have been there many times, they don’t 
review us online every time.  I wish they would. Maybe I should ask them. But the people who have 
been there once, who have maybe had bad experience, of course they will So the image online is not 
absolutely true all the time.  
Kristina: It’s very interesting that you mention this lack of neutrality and how the negative 
gets out there in the spotlight before the positive. Because you know how we talked about 
using TripAdvisor as a source of customer information. But then we decided not to do it 
because we were afraid of this exact thing happening. So, we have actually made a survey 
instead and sent it out and we are going to bring some of this people out and sit down and talk 
face-to-face and see what they have to say instead of picking online comments from random 
people. You never know if it’s true or false or… 
Jacob: And also what most people probably don't know, and this goes for all these platforms, is that 
we are also em… rated on these pages by TripAdvisor. So not just the feedback from the guest 
cause that counts for something. But also how many answers do we have. Do we answer every 
single review, that gives us a bonus. So that would place us higher. So in theory, and not just in 
theory, but practically, lets say 2 hotels they have both 4 out of 5 points on TripAdvisor. They are 
both rated equally by the guests. But one answers all the questions, all reviews, and one doesn’t. So 
the other one is higher than another one. But the guests are equally happy with the two hotels.  So 
you don’t really know about these things. On booking.com, hotels.com, Expedia and so forth you 
can buy rating. So if I pay more commissions to them, I get a higher rating. So then it doesn’t 
matter what the guest think. I could just pay more, and then I have a higher rating. Or maybe then 
I’m on the page one instead of the page two. 
Kristina: That was a new information… 
Jacob: Yes, so maybe I should be anonymous now. No, this is common knowledge… This is 
common knowledge and we know its in the contract. So it’s not a secret. But of course when you 
are a consumer trying to find information about a destination or a hotel, you don’t know this thing 
and you think “Uh, they are on the page 1, they must be the best place”. But not necessarily because 
they are doing really well, they are getting good reviews. But they could have bought better placing.  
7. Iryna: When it comes to complaining in the hotel what does the hotel do to make it easy and 
smooth for the customer to complain here on spot?  
Jacob: Well, first of all, everybody knows that if somebody has an issue, we have to take it very 
seriously. That could be anything from “my coffee is not warm enough” to “my room is too cold” 
So even if its a small or big complaint, everything has to be taken very seriously. And … So of 
course, one of our biggest responsibilities as managers is to empower the staff. So that they know 
that it’s ok if they make a decision right there on spot. Because maybe it happens at 10 o’clock in 
the evening in the restaurant and maybe I’m not here. Usually I'm not here at that time. And maybe 
the restaurant manager is not here either. So the waiter has to know that “ok, you are a little bit 
unhappy. How can I make you happy?” So they have to know that’s what we try and tell them every 
time, “You, it’s your responsibility to make this guest happy all the way. So, of course most of them 
are very happy with everyone /…/. But maybe there’s a little slip somewhere and then of course you 
got to talk to them and be sorry about that and that could be enough sometimes. But then they could 
be like, “yeah, don’t worry about it, that’s ok, it happens…”. Or we offer them a glass of wine, 
coffee. Of course if there’s something more, if they order stake medium and its rare so we change it. 
But only if the tell us. And again, its very-very important for people to tell us straight away, that it’s 
much better. Cause then instead of eating something that you don’t really like, and then go on 
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complain about it after to you husband or wife or TripAdvisor, tell us and we’ll make sure you’ll 
get a good experience. Instead of forcing a bad experience on yourself just so you have a fun story, 
of course. I don't think people necessarily do that. But tell us and we can change it, and we can 
make a good one. But thats what we really try and I would say that the key word here is 
empowerment. How we empower employees to make… to take a decision about the guest. And of 
course I’m not saying any receptionist can just give someone 10 000 krona’s and I would like to 
make that decision myself. But…But I'm saying that make sure you do something, to… to make 
them happy. Send them a bottle of wine, if there’s something wrong with something, give them a 
drink in the restaurant or a bar. Do something to make them happy.  
8. Kristina: Could you give us an example of how a problem could be solved on spot and how 
its followed up, for example, by bartender or receptionist. Usually… It just happens to be that 
it’s usually some kind of a front employee.  
Jacob: Usually, we would give them a a free drink, or a bottle of wine and em… its always a good 
example. That is always something that most people will accept as a sign of goodwill from us and a 
present or a good compensation. Em.. Because its…I think for most people when you complain 
about something, you want to be heard. You know,  it’s not so much necessarily about “give me all 
my money back”. It’s more that you are getting heard and understood and that someone takes care 
of you. Then a lot of people can be happy with the small compensation. And em.. in other cases, 
em.. if it’s like, a little bit bigger complaint and I get involved, I always try and of course speak to 
people and then I try to turn it around and say “Ok. Fair enough, you didn't have a good experience” 
and of course then they have some concrete examples, which I can then work with. I can ask the 
staff “what happened? What’s your version of what really happened”. But let’s say something in the 
room wasn’t working and that’s really bad. So of course they shouldn’t pay for the price. But 
instead of giving them money back, I would rather say “ok, but listen, do you have any plans of 
ever coming back to Copenhagen?”, and most people say “yeah, probably”.  -“Ok, let’s do this. 
Next time you come, the first night is on me, I give you free night stay”. And why? Because it’s not 
too expensive for me too, /but/ I get them to come back. And then probably they stay 2 nights, and 
probably they buy something in the bar and probably… but most of importantly, even if they don't 
buy anything, even if they just stay just one night for free, that’s great too, because they come back. 
And they get a good experience here for the second time, and then they go back out and say “Ok, 
listen, I was a bit unfortunate on my first stay, but I spoke to the manager and he was really nice to 
me and he listened to me and he offered me a free night. And I came back, and had a really nice 
experience. What a nice place, they really care about their customers”. You know? And… Why 
not? Because if I give them 500 krona’s and say “I’m sorry about that”, he’s never coming back. He 
takes the money and goes. And next time he stays at the neighbour /-ing hotel/. But if I give him a 
fee stay, then he has to come back cause he gets it for free. You know? So its a bit of a mean trick 
on me, but I get them to come back and I get them to have a second opinion. If I’m unlucky, he 
hates it the second time as well. But most of the time, they like it. And that… that’s a /…/ that I 
give them something so they come back. Because when you compensate someone with cash or 
something, em… and if they are really annoyed, it doesn't matter how much money I give them. 
They will never going to come back. But if I don't give them any money but a free night, then this is 
worth as much as you just payed. “I can’t give you back all your money, cause you stayed here, you 
ate the breakfast, you used the water /…/ You know, I cant’ give you a fee refund. But I’d rather 
give you here. Here’s a full refund but you have to come back and stay. And then the next time tell 
me when you are coming so then we know, and we prepare a little more. And make sure that 
everything works out.   
Kristina:  And what about following up the actual problem that just happened? For example 
talking to the employee … 
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Jacob: I always speak to the staff, who were working when something happened. I always have my 
technician check the room, if its a physical thing in the room so we check that. And if we can’t fix it 
ourself we call whoever can. So we always follow up on that. And if sometimes… sometimes when 
I come in the morning and the receptionist say “we have a problem with this and this and this guest 
say so and so” em… then I actually try and /…/ them to the complain and actually contact us before 
they actually contact me. So that… then receptionist tell me “yeah, woman in room to 211 was 
talking about this and this” and then we get details, “maybe she will complain”.  
“Ok, so I checked if we have an email for this person, and then I send them an e-mail straight away. 
I hear this and this, and we are sorry about that. How can we fix this?”. And then we already are  a 
little bit ahead on points. And it shows and it’s important as a service. Because it shows that… that 
we really do care and you know, of course… and people seem to have… when you care about them, 
when you meet them, they can understand that’s a hotel. I mean we are not even that big. We have a 
132 rooms. But even if we have 20 rooms, or in Marriott’s case 400 rooms, things brake. And 
sometimes the lights go off in your apartment at home as well, or your TV breaks, or it happens, 
stuff breaks…And of course it breaks in hotel rooms as well. And it’s just sometimes you know, the 
housekeeping they don't see that this lightbulb is broken. Ok, so we have to change it. And then the 
guests… that’s unfortunate but that’s what happens. And people can understand that. As long as 
you have…/…/ as fast as possible and then you meet them, show them that you … 
 
Theme 3 – Employee involvement 
 
9. Iryna: And em.. so we’ve talked a little bit just before…we’ve talked a little bit about 
employee empowerment. Now, what is the hotel’s philosophy on actually em.. when employees 
for example give any ideas or comments on service recovery or customer dissatisfaction, what 
does the hotel management do about it, or yes, what is the philosophy on listening to the 
employees?  
Jacob: Em… We actually… we are talking a lot about that here at this hotel. And generally, it 
depends if you want me to talk about this hotel or Scandic?  
Kristina: I think this hotel, if you have any particular examples from other Scandic hotels 
that you think are relevant, of course you can mention it, but you can also stay here.  
Jacob: Then we’ll stay here. Em… In our case right now em… we are … we have together with our 
HR department we have started a project to em… to implement more Scandic culture, Scandic 
service into our staff. This hotel has only been in Scandic for 6 years. So it was a different chain, a 
different culture. Totally different way of doing things. So it used to be an individual hotel and now 
it’s part of the bigger chain. So all of a sudden you have to put a lot of the things into a box, that 
you haven't done before… em… So we are em… we are right now actually working on how… how 
can we become better…  how can we become better as colleagues, as managers, how can we help 
make each other better. So, how can I help make you better at what you do. And that could be a way 
of making a receptionist better, or you know, the other way around, or someone at the kitchen. So it 
can be… If, let’s say we have a new person in the reception, then the other receptionist, who’s been 
there a while, has to tell them when the regular guest comes in. Cause this guy who’s been here a 
hundred times, literally, and… but if you knew, you have no idea, you haven’t seen him before, you 
have no chance of recognising him … But the other person, she knows him, because she has seen 
him come here a hundred times. So of course, this person has to tell the other person “Oh, thats mr 
so and so, he’s a regular, he’s been there a hundred times. Remember to say “Welcome back”. And 
so the guy comes and he’s been here a hundred times and he’s never seen this person. Of course 
they don't know each other. He knows the other person. And then this person says “Hi, mr. Smith, 
welcome back”. Then he’s impressed. Because for some reason she knows who he is. But how did 
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she know? Because the colleague told her right when he walked in the door. That's one example of 
how can this person make this person better at whatever… And thats something we work hard on. 
And so we have… we’ve had one workshop so far. And we are planning on one or two more 
through the year, where of course we sit down in groups em… and also mixing up the departments 
so that the two waiters sit with the receptionist and the chefs or the housekeeping. So that we can 
also get some… some… some sort of interdepartement ideas. Cause the housekeeping maybe will 
tell the waiters what they didn’t think of. And so that way we can get a lot of good ideas out there 
and we often tell them “Just bring out everything. Don't think whether it’s actually doable or not, of 
course a lot of it is impossible, or it’s too expensive or we don’t actually have the physical product 
or frame or whatever. But just get the ideas out here, cause people just… You could have 10 ideas 
But there’s got to be at least 2 ideas that we can work on.  
Kristina: There seems to be like, a good forum for feedback and inputs to come out from the 
employees who are observing and watching so many things that are happening.. 
Jacob: /…/ to bring up the ideas that we have, we really have this open-door policy. Like, also 
physically if my door is open then you are welcome to come inside. If I close the door, maybe I am 
busy. But otherwise my door is open. Many times even sometimes a dishwasher stops me in the 
kitchen and “oh hello, this and this happened.” -“Ok. Good”. And they participate in these meeting 
as well, and sometimes em… I'm surprised actually because many times it’s the house keeping 
department that they really have good ideas. And you would think “but they are just cleaners”. Yes, 
but the thing is that housekeeping department and dishwashers… they are probably the most highly 
educated of all of us. Because they are from the Philippines, from Bangladesh, or from Pakistan or 
you know… so many other places. And all of them have masters’ degrees. My dishwasher has 3 
master’s degrees.  
Kristina: Three?  
Jacob: He’s by far the most educated of all in here. But he’s form Pakistan, so he has a bit of trouble 
of getting to use his education here exactly, you know.  So you know, when we have these 
meetings, these guys have lots of… lots of ideas. And theory, they know they know the theory 
behind marketing, business and everything, so it’s great.  
10. Kristina: Oh well, when you see him next time, you have to tell him that I’m really 
impressed. We are fighting hard to get this one master degree. Well, three of them… I 
mean… how many years would that take. /…/ Ok, that was something new for us, to have 
workshops like that. And just to let you know that we haven’t found that anywhere and we’ve 
read about they about that now for a couple of months, but that has actually never been 
mentioned. So that’s really interesting. Em… And the then next question was quite similar in 
a sense. It’s about how you em… communicate with especially front-line employees about the 
role that they have and also how the atmosphere in the hotel overall makes it possible for 
them to act out? So these two things, how would you say that you deal with those things and 
how do you think its working out.  
Jacob: Well, personally, even you know… even if I'm the General Manager, I try and make myself 
as accessible as possible. So that’s again, back to these open door policies. My front office manager, 
she doesn't even have the door. So she is sitting there in the back office of course, but in an open 
environment, so … so, em… so she sits there of course just behind the receptionist, she's out there 
with them in the from line and when they need help… she had the morning shift today herself, so 
she knows what’s going on, she knows what the work is. Em… if someone’s sick and she can't get a 
replacement, she takes the shift, so that sort of opens up and it also gives her respect, because it 
shows that “ok, we actually have someone who’s there, working with us, not just siting in the office 
doing things. Saying right now, there was a restaurant manager serving us a coffee and a water. So 
it’s her shift but she’s working. And if you go to the kitchen, the head chef is in there, cooking 
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something as well. So we try and be on the floor as much as possible. Em, and… and… that really 
opens up for people to come and talk to us. And then of course we have department meetings and… 
we have manager meetings every month, and then we have department meetings every 3 months. 
But each department… And then we try and have 2-3 staff meetings for everyone. Maybe two in a 
year. And then every morning actually we have what we call it, function meeting, which is one 
/person/ from each department meets up in the back office, and then for 5 minutes we just… each 
go through what was going on in my department space. You know, sometimes nothing, like… the 
housekeeping goes “nothing… we have nothing new. Everything’s as usual”. Ok, good. But the 
conference manager always goes through what’s in house today, what kind of meetings we have, 
some dinners tonight or events or whatever. I can maybe talk around something /…/ So, that 
basically every day each department knows what’s going on.  
11. Iryna: em, alright. And the next question is also a bit about empowerment. And we were 
just interested in… well, how far front line employees are allowed to go when it comes to 
recovering for a mistake, be it a material recovery or… Do you have any boundaries?  
Jacob: Well, we actually we don't have anything written down. I can imagine maybe someone like 
Marriott, they have a very, what do you say… detailed piece of paper, where it says what everyone 
is allowed to. Which is fine, it’s great. We try and be a little bit more flexible. When it comes to 
getting money back, they need approval from a manager. So you can't just give them money back. 
If thats the case, if a guest insists that that’s the only solution, then there will be like, “ok, that’s 
fine. I will give you the details for the front office manager or General Manager or who’s in here - a 
restaurant manager, and then em… we will contact you or you can contact this person and we can 
talk about how we get…But actually giving money back is not allowed by us. But giving them a 
proper wine, maybe even a dinner or a couple of drinks, that could easily be fine. Rather have them 
do something and that’s maybe gonna be too much, and then I can.. I’m not gonna get mad about 
that. I’m gonna maybe ask the person “so you did this and this maybe that’s a bit too much. Next 
time instead of giving them a five-course dinner with wine for 10 people… maybe just for 2 people, 
you know. So it’s relevant to their stay or relevant to the problem. So em… But people are really 
good at actually reading the guest and sort of getting a sense of how… how much do I get for and 
they are pretty free up until the point when it has… when it comes to the point of giving a refund, 
an actual monetary refund.  
12. Kristina: Ok. When it comes to employees who end up in these situations, so to speak, 
em… Could you give us examples, one or two, of what the hotel does for employees in order to 
inspire them, when we are talking about the brand, and we are thinking about how they can 
be inspired to deliver this hotel brand in these situations. Its a little bit abstract, but it’s got to 
do with commitment to the brand.  
Jacob: I tent to think that if… if you give people responsibility, they tend to take it. And if you 
show them the trust, of course you have to show the trust together with giving them responsibility 
and then you have to back them up. So what I said before, you have to tell them and make them 
believe also that it’s ok to make a decision even if it’s a wrong decision. Nobody’s gonna chop your 
head off if you give too much back. But then we can discuss it afterwards, and then the next time 
you know what level to go to. Em.. So, I think it all rewinds back to what we said before about 
being open and accessible as managers. And that we can em… make them believe that we trust 
them. Not just make them… Because we actually do trust them. We wanna show them that we trust 
them. So it also has to do with proper training and… it also goes back to the day they start really. 
But generally, it’s about trust. Does that answer the question?  
Kristina: It definitely does, because like I said its a very abstract question also. And very 
open, so it could be… almost any answer could do, I would say. Em…we don’t know how 
hotels deal with this precise thing, so to speak, commitment to the brand. If you look at 
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theory, it’s mentioned everywhere. But theory is not always that good when it comes to telling 
how do you do this in reality. But this is a way of doing it in a concrete way.  
Jacob: I think so. And that… It’s… it makes it difficult. The question is difficult, because you say 
its commitment to the brand.  
Kristina: …to Scandic. 
Jacob: Yes. Because I… maybe its a bit philosophical, but I don’t think you can commit to the 
brand  that much when it comes to a situation. It’s more commitment to your colleagues and 
managers. Because one thing, if Marriott, or Scandic or Hilton or whatever, big chain… we all have 
a lot of procedures, we have our standards and we are allowed to do so and so or you have to do so 
and so. But when it comes down to a person, we all react very differently to compensation. Some 
get really scared when people start complaining, and some - they don't mind. Some take it really 
personally. And some know that it’s not personal. Some know that it’s related to the property. 
Em… So, when that happens, I don't necessarily think that this particular employee thinks “because 
I work for Marriott, I’m so committed that I’m gonna do this”. Or “I work for Scandic, so I’m so 
committed to Scandic that I’m gonna do this”. What they think is “No, my manager trusts me to do 
this”. And that can then be based on Marriott standards, Scandic standards or Hilton’s standards or 
whatever. So if the manager, that could be a GM or front-office manager or restaurant…whatever 
/…/ someone… If they don’t trust the manager, it doesn’t matter what brand you work for.  
Kristina: It’s more leadership-oriented… 
Jacob: It’s about leadership. It’s about actually empowering to do something and to believe in 
themselves, in their standards. Because there are so many types of complaints. Some people, they 
are really… they’re almost in excuse for them. “Oh, I’m so sorry, but the TV doesn't work. I’m 
really really sorry that I have to tell you this. Really sorry”. And then we’re like, “Of course you 
should tell us. It’s not ok, of course we’re gonna fix it”. Anybody can deal with that. But the other 
guy, he comes down, he is almost chopping your head off because “My /…/ TV doesn't work” 
and… people really go crazy. And it’s the same thing, so the thing is that a little tiny problem… for 
one person it is a huge problem, for the other person… And the person who gets to know that, they 
are not thinking about the brand. I’m sorry, and even if I really like Scandic, but I don't think we are 
that good. And I don’t think that any other brand is that good. It’s about “Do you trust that your 
manager backs you up on the decision you make on that case?”. So, that’s equally abstract answer 
to your equally abstract question. But, I just think that the question is very hard to link up to brand.  
/…/ (talking about the importance of theory and Jacob’s past experience. Theory is for “common 
language and mutual understanding”).  
Jacob: …There’s a lot of other practical issues to how people react in a certain situation. And…I 
know it’s about customer satisfaction and complaints, but… people react very, very differently. 
Both, the staff and also the guests, to what can be a small or a big problem.  
13. Iryna: /…/ Would it be interesting for this hotel do develop service recovery more in any 
way? 
Jacob: I think we can always get better. I think that one of the things that this project we are going 
now is going to also end up with… It’s gonna be a bonus… is actually this recovery. Because I 
think once we get everyone into this more service culture… version 2.0 of this hotel. The customer, 
the problems or the customer satisfaction is going to be a bonus. Because when you work with  the 
employees, they are gonna get better. Because when they feel that we are implementing some of 
their own ideas, they are gonna be proud, they are gonna want to step out and show that this idea is 
working /…/ But yes, we have to get that…  
Kristina: It seems slightly connected to those workshops that you have already started up and 
the way they give feedback. So this is like an are of importance for you.  
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Jacob. A huge area. Absolutely. Because you have so much going on outside with this construction. 
And right now we are renovating our rooms. Because, I can be honest now that we are actually 
doing that. But /…/ So, obviously we got complaints about that. And we charge quite a high price. 
And em… So, some people are like, “Yeah, yeah, but as soon as everything is done, the guest 
survey will ultimately become better”. And I'm like, “Partly, you are correct. But, we cannot just 
leave that till the first of July when the things start to happen. Now everything is gonna be good. 
No, then we have to be at the top of our things. Right there, thats where we have to be absolutely 
ready. So that when the guest comes in, and when he sees a very, very beautiful surrounding area… 
Because what happens when the surrounding are is so nice and newly renovated? They gonna be 
immediately like “Wow, this is where I’m gonna stay!”. And then they come in and the receptionist 
is like “Yeah, hi, you need help?”. Then they also//// from up-down. You know, and then… then we 
fail again. So, we have to improve now. So that both, to handle the current situation and to be more 
ready when the rooms and the surrounding area are done.  
Kristina: Yes, that also seems quite connected to the fact that other factors can increase 
people’s expectations. It’s not only the inline reviews but perhaps also the surrounding 
outside. Because, you know, people probably don’t think about it when it happens but it gives 
you an idea or picture of what you are gonna get when you walk in inside the door. Now you 
have an advantage then I guess. Because it can only be better. /…/ 
Jacob: But em.. Yes, because the first impression is not when they are already inside. the first 
impression is out. The first impression is actually already when they book the room. And of course, 
do they get a nice conversation with someone? Or do they get a nice answer by e-mail or can you 
easily book online? However, the channel they use. but then when they actually get there. when 
they decided to stay, they have already bough the room. And then they come out and see “Oh, what 
a beautiful neighbourhood. I bet this is gonna be really nice, and it really has to be nice inside”. We 
have to be very nice and even more matters when you are inside. 
 /…/ 
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Interview with Tivoli Hotel 
 
/…/ Introduction to interview  
 
 
Theme 1 – Type of problem and situation 
 
1. Iryna: Alright, so let´s begin. And the first question would be, in this hotel, would you say 
that you consider recovery of service failures to be an opportunity for making guests satisfied 
and more willing to provide goodwill and spread positive word-of-mouth about the hotel? 
And how so? 
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Christina: Oh, that was a long question… but yeah, we do believe a lot in service recovery and 
we´re actually a whole department, well a small department of three persons, working with guest 
relations. Actually we´re only working with the guest relations part after the stay, so we don´t do 
any VIP treatments and stuff as a guest relation department normally does, we just work with the 
complaints handling and guest satisfaction. Eh… we also have some marketing things we do, eh so 
it´s like a… a division with more… tasks. But our main focus is the guest relation, the guest 
satisfaction. Eh… and we have an online system called Questback. All guests who´ve stayed here 
receive an e-mail where we ask them to answer some questions and all guests who make a 
comment, being good or bad, will be directed… we will have those answers directly in an inbox 
where we can go in and answer, and we do answer all negative feedback… eh… and compensate 
them according to what we think is relevant.  
 
2. Iryna:  Mm, alright, yeah. Eh… the next question would be about guests who experience 
the same mistake maybe twice if they come back to the same hotel. And, so the theory 
basically says that guests will feel more dissatisfied if they come back to the same hotel, for 
example, and the same mistake happens again. They will also feel very dissatisfied if they 
know that the hotel, the hotel was actually in control and, so therefore the hotel was able to 
prevent the same mistake from happening. Eh… from your experience, do you believe that 
these statements are true? 
 
Christina: I´m sorry (noise in the background) 
 
Iryna: Do you believe that these statements are true or false from your experience with the 
hotel? Yeah… and. 
 
Christina: I think we can agree on that one, if you want to answer. 
 
Elisa: Yeah yeah yeah, it´s true. Mm, yeah, definitely, yeah. 
 
Iryna: Alright, should we proceed just to another question, yeah? 
 
Kristina: Yeah… and perhaps also, do you have any examples of… even though it´s a little bit 
sensitive but… ? About the recurring… 
 
Christina: One example of our breakfast… 
 
Elisa: Yeah, yeah. 
 
Christina: … this summer or this fall, we´ve been quite challenged because we opened many new 
rooms in our new hotel. This is the original part of the hotel, that part opened the first of July. The 
breakfast was not over there, well our breakfast restaurant it wasn´t ready yet, it wasn´t opened until 
October. So from the first of July until October, we had all our guests having breakfast here and 
there was not capacity enough so we were quite challenged on that. We knew it, we couldn´t do 
anything because we… we didn´t have the other restaurant. On weekends we opened some meeting 
rooms, but still we were quite challenged. And guests staying in that period of time, which was like 
three or four three months, were of course very dissatisfied. Eh… returning to the same problem, 
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every time they were here we have many… with many business guests who were staying here a lot. 
So that would be like a good example of it, because yeah…  
 
Kristina: Mm, very good example. Yeah exactly, when it´s not just this one-time exceptional 
case that happens… how tough. /…/ 
 
3.Kristina: Eh… we also wanted to ask you if you have a CRM-system? From what we have 
read, usually the reception would have a CRM-system, if there is one. And we were 
wondering, if you have one, does it also include critical or negative guest reports? 
 
Christina: Eh… by CRM-system, you mean, we have a booking system which is where we have all 
the information contact details of our guests. 
 
Kristina: Exactly, and this is… this is the one. 
 
Christina: Eh…. but this is totally different from where we do our guest satisfaction surveys. So… 
we do not have one place where we have all information. But in our hotel, in our reservation 
system, receptionists or we can go in and write a comment or a note on that specific guest saying 
that he´s been dissatisfied before. Eh… the problem here is that if a guest decides to one time book 
via Booking.com, another time via Hotels.com and another time via our own reservation´s team, 
even though he has the same name, the profiles cannot merge. It will be seen as three different 
persons even though it´s the same name. So, and all comments we make in the system is leading up 
to one profile. So, if he books every time via our own website, that´s perfectly fine and all the 
comments will be there, but if he then one time books at Hotels.com, we will not receive the 
information. 
 
Iryna: That would be quite a challenge, I guess. 
 
Christina: Exactly, so that will require that someone is… well, just coincidentally finds the two 
names and go along merges the profiles. But we do not work so much with that system. It´s only for 
regular guests who always do book via our own reservation´s team or at our own webpage. 
 
Kristina: For the system that the receptionists can see, once they meet a new guest coming in 
to the reception, do you know anything about how they have access to the system and how 
they work with it on an everyday basis? 
 
Christina: Receptionists?  
 
Kristina: Mm. 
 
Christina: Yeah it´s our overall reservation´s system, the same system we work in at the 
reservation´s team, the whole… yeah, the whole hotel is built up on that system. And… I´m sorry, 
what was the question? 
 
Kristina: We were thinking about if they, for example… if I would come in to this hotel and I 
would´ve been here before, and I come up to the reception to tell about something minor that 
happened in the room and you would be a receptionist, would you as a receptionist would you 
be able to look at my profile in the system and report what has happened...? 
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Christina: Yeah, we don´t have procedure, well we could do it but at the moment we don´t have 
procedures of doing so. Eh… if a guest comes down, says something´s wrong, the technical 
department will be contacted and we´ll fix it right away if they´re here. Eh… if we have a guest 
who´s complaining a lot and stuff, we´ll typically write a note on the profile saying that “he has had 
these problems, please be aware of this and that for the next time”. Eh… and we can do so, as I said 
before, but again it would require that the guest, we´ll only get the information if the guest books 
via our own system for the next stay. 
 
Kristina: So again, via the own system. 
 
Christina: Exactly yeah, because all comments is linked to a specific profile. 
 
Kristina: Mm okay, I see.  
 
5. Iryna: Yeah, and the next question is about also the systems and we would just like to ask 
you if any of the systems is used for calculation of losses caused by the mistakes or failures 
and if this information is used for allocation of resources for recovery as well? So is it used for 
financial purposes, any of the systems?  
 
Christina: No, we do not make a specific calculation of losses, no.  
 
Iryna: No, alright. 
 
 
Theme 2 – Prevent the customers from switching brands 
 
6. Kristina: Alright. And the next question is about value. That was a term that sort of popped 
up everywhere when we read about service recovery and it was described as a tradeoff 
between what the guest gives – it could be money but also the whole sort of sacrifice or 
whatever you wanna call it, what you give when you come to a hotel – in balance with what 
you get. So, when you think about value from a customer perspective here, do you ever 
consider the potential risk of losing a customer to another hotel brand?  
 
(Silence) 
 
Kristina: So the value that the customer has in her head or in his head, do you discuss how, 
how a person could consider that the value in another hotel is better for him or her than it is 
at Tivoli Hotel? 
 
Christina: Eh… well, yeah I would say so. 
 
Elisa: Yeah… 
 
Christina: I would say so because of course we do… discuss what they do at other hotels, what the 
guests can get at other hotels and of course we do benchmarking on prices and everything. But I 
would say it´s not for our team, at least it´s not… it´s not what we spend our, it´s not an essential 
part, no it´s not. But of course when we develop a new project with the new… cause when we 
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develop new projects with the new hotel, an extensive part is of course we´ve been out seeing what 
other hotels offer, if see if we can differentiate… a bit. Of course that´s another project. But we are 
quite lucky with our brand, the name of our brand - Tivoli Hotel - it´s quite unique, especially for 
leisure guests, just the name is a huge advantage in the market.  
 
Kristina: Yeah, I could imagine that. And it shows immediately when you come in to the 
reception here; there are so many colors and details and… now we could see that you also 
have this little lounge that you can see when you get in and also another one behind the 
elevators. Those were not here two years ago, so I can really see that you´re developing all the 
time. 
 
7. Iryna: Yeah. The next question would be about online reviews, and how do you think 
customers’ expectations are affected by online reviews by other customers? We are now 
talking about for example TripAdvisor or Booking.com, yeah. 
 
Elisa: I think they matter to guests. I think they actually read both reviews and our replies to the 
guests. I think they are, they matter a lot, yeah. 
 
Christina: And we have had some cases where guests have actually written to us saying that: “I 
have read this and that on TripAdvisor, please be sure to give me a room that´s not facing the train” 
or “that´s here and it´s not there, because I´ve read that another guest had troubles with it” or stuff, 
so people do read it.  
 
Kristina: Wow! Do they actually send this e-mail to a particular e-mail address, right to you 
guys? 
 
Christina: Yeah, to the reception, to the reservation´s team. Yeah, that they would like to book a 
room, they would like to make sure that the room´s facing the street or they would like a room 
facing the sea because they have read about that should be good, or… Yeah you would be amazed if 
you´d see the inbox… /…/ 
 
8. Kristina: Now, going back to mainly the reception situation again, when a customer has 
some kind of complaint or dissatisfaction going on, what would you say that you do overall to 
make it easy, quick and smooth for customers to complain, to speak up? 
 
Christina: Yeah, at the reception, at the moment? 
 
Kristina: I think that would be the main area for it I guess, cause most people go there if they 
have something. 
 18:44 
Christina: We try to encourage all receptionists to take action immediately so that we can prevent 
from having these complaint mails afterwards. Eh… and I think they´re actually quite good at it 
here at the hotel. Our general manager, he´s very aware to tell people that they should just do some 
action in the moment and it´s better to do the action and not ask for permission. What is it he says? 
In Danish, it´s… it´s like, it´s a word of saying he always says. In Danish, it´s “det er bedre at bede 
om tilgivelse end at bede om lov” eller “hellere bede om tilgivelse end at bede om lov”; so, better 
ask for forgiveness than for permission. Yeah, because it´s like “yeah just do it, make the customer 
happy and then if it wasn´t the right thing to do, well we talk about it afterwards and we won´t do 
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the same again next time”. So, yeah. So, they are quite… yeah, they are allowed to give some 
compensation up-front without asking a superior, well depending on the type of the compensation. 
And there are sometimes of the year that we know we have more, we are more challenged than 
other times, and those moments – well, the duty manager at least – the reception know that they can 
offer something as a compensation for the guests. And if they feel they cannot do anything at the 
moment, they will give our company card letting the guest know that they should write us an e-mail 
and that we will help them. So we try to, we try to solve the problems before they get out on, get out 
online on TripAdvisor or Facebook and… 
 
Iryna: It sounds like a very reasonable thing to do. 
 
Christina: And also we have guests who threaten us actually, that if we don’t do this and that they 
will write it on TripAdvisor.  
 
Kristina: This is one of the reasons for why we are including online customer reviews and 
comments in the interview as well. 
 
Christina: Yeah you should, it´s important. It´s very important I think.  
 
Kristina: They´re sort of connected to what they, what the customers do once they´re in the 
hotel. 
 
Christina: And I have a feeling at least like people feel they have like a power over us when they 
threaten with putting stuff on TripAdvisor, because they know that it´s challenging for a hotel or 
any other service provider to have a bad review on TripAdvisor. But honestly, it has… it totally 
depends on us. People trying to threaten, we describe to them that we would be happy to receive the 
online, their feedback online. And they don´t give any feedback. /…/ It´s… yeah. And suddenly 
then, I would only do it sometimes but I do it if I feel that people are very mad, I call them instead 
because writing, you can often get misunderstood and in the moment you´re writing you´re so 
upset, so sometimes I call people and when actually talking to them they´re not that angry. So, and 
that´s… that´s a good thing, I believe. 
 
Kristina: Oh yeah, okay. 
 
9. Iryna: Yeah, and the next question was partially answered already. It´s how, how would 
you describe the way the hotel solves the problem on spot, so inside the hotel as well, and how 
the problem is followed up? Maybe you could give us a couple of particular examples with 
some problems and how was it solved on spot and how was it followed up afterwards 
 
/…/ 
 
Christina: A typical example would be families who have booked a family room. Eh… they come 
here and see the room and are surprised they´re not bigger. Eh… many guests have expectations 
that a family room is very large, but they are not here – they are not in Europe. Eh… and it´s very 
clear in our online website and on all the external websites we sell our products on; Booking.com, 
Hotels.com… We have the square meters put on, it says it´s double bed and the fold-out sofa 120 
centimeters for the kids, so we´re trying to be very clear about the communication for the size of all 
our rooms. But, however, every summer we at least once or twice, no maybe once a day, have 
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families down in the reception saying that they´re disappointed with the room, that it´s not what 
they booked, that´s not a family room. And we can only tell them that it is a family room... and 
show them online actually what they booked. Eh… some people are satisfied, well, with this, some 
people are not. And I would say that that requires a lot of energy from our receptionists, because 
telling someone that they were not aware what they were booking is always difficult. Eh…and… 
we don´t believe that this actual problem is our fault, so we don´t do compensation on this matter. 
Eh… and… well yeah this is not a problem - well it is a problem – to be solved. Eh… we work 
continuously on how we can improve our communication to our guests so we can avoid these 
situations. It is much better now than it was five years ago when we first opened the hotel. But 
that´s actually a situation that happens, especially in summer. That´s because people, they don´t 
read what they book. They read “family room, four persons”, they book it, they don´t see what it is. 
Eh… but what else? It´s typical with the booking actually, because people think their booking 
including breakfasts, with many guests, especially from the Western part of Denmark, Jutland. 
Eh… who… come and think, they´re very surprised that their stay is without breakfast, with 
breakfast not included. Eh… because many people are just used to travelling to places where the 
breakfast is included. I don´t, I guess they must go on charter holidays, where everything is pre-
booked and arrives in package and stuff. And here you have to, you have the opportunity to book 
with breakfast or without breakfast. And of course without breakfast is the cheapest option and 
people tend to just go for the cheapest option - that´s on top, take that - and book, again without 
actually reading. We have some, yeah that´s again every day especially in summer, we don´t have 
these challenges with the business guests. They´re used to travelling, it´s a completely different 
audience we have when it´s business guests - corporate guests - instead of leisure guests. We do 
spend a lot of time in summer and Christmas on guest complaint handling, in our department and 
also in the reception. Eh… I think they calculate well one or two people more a day in the reception 
to handle all the guests because they have so many questions and… and yeah, it´s quite more 
challenging than business guests. 
 
Kristina: Yeah, it sounds like it. Do you think that people sometimes perceive this hotel as any 
vacation hotel in the world, such as a charter hotel in Greece or something like that where you 
basically just go in and then you can eat and have fun and everything is just included as a 
package?  
 
Christina: Eh no, we have some guests sometimes who are surprised that we are limited in terms to 
the Tivoli Gardens, it´s not included… But again, we try to do our best to communicate this and we 
sell x packages with the Tivoli package included or access to the Tivoli Gardens included. But 
again, we cannot… we cannot… that´s how it is and we…  
 
Kristina: That´s how it is. And I have to say, from… now when we have read a couple of 
different hotel websites, this is one where you know you can really get the detailed 
information before you book. I would say that, in comparison to many other websites. 
 
Iryna: Yeah, yeah. I guess people just as you said they´re not as attentive, especially leisure 
guests. So that´s why these problems just kind of arise, so that´s understandable, but… yeah I 
don´t know how actually more clear you can make it for the guest, to you know expose you 
know a lot of information about… 
 
Christina: We are actually making some improvements right now, but we cannot be much more 
clear. And what we… earlier, three years ago, we were very keen to compensate our guests because 
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we wanted happy guests. But now it´s so big, the hotel. It´s very popular, we have a lot of days 
every year with full house luckily, so we´re very fortunate in this market. Eh… and, due to that, we 
of course also get not a lot of complaints. We do get some complaints – we have 679 rooms so in 
summer that´s 1500 guests in-house every day – so we do get complaints of course. Eh… but we 
are very aware of saying that people are responsible themselves to know what they book and read 
what they book, read their confirmations, before they come here. So we have become a bit more 
harsh on that one actually and we do not compensate when we really can see that the guest has 
forgotten what they have booked. Of course then, had they been disturbed by noise from the 
restaurant at the top floor, then we do compensate because this is not what they book – they booked 
for sleeping and not for being disturbed by the party all night. So, of course… but, we… and it has 
been challenging for us too cause it´s actually all about telling the guest that they have just not been 
attentive. But if you can explain it in a nice way, many people see that “yeah it´s true, yeah I created 
the problem by myself”, so…  
 
Iryna: Of course. Alright, so the next question is about… the next section of questions is about 
employees. 
 
/…/ (coffee break) 
 
 
Christina: For the guest relations department, or the complaints handling department, I think it´s 
true yeah, we must be one of the only hotels who, where there is a separate department. I think you 
have to go abroad to have it because in the States, it´s very - well just outside Europe – it´s very 
common to have a guest relations department. But they usually deal with both the pre-stay /…/, 
yeah, abroad they would typically have a guest relations department who handle both pre-stay 
issues, which is arrangement of flowers and chocolate for people - all of that - and then post-stay 
issues. And they would also be the ones who are in contact with all the regular guests. Almost all 
large hotels have a budget for regular guests who stay here on a weekly basis or on a yearly basis or 
many consultants - of course we have many consultants staying from the UK /…/ so those are 
guests staying from Monday-Thursday for three years. And those would be regular guests, and 
those would be the guests that the guest relations department really do take hand of. They know 
what is their favorite newspaper, do they like milk in the coffee and all these things would be 
attached to a profile. So these are the guest relations departments and all large hotels abroad have 
them – Marriot, Hilton, all those big hotels do have these departments. Eh… In Denmark, the hotels 
are not big enough to have these accounts. So here at the hotel, for ourselves, it´s our concierge who 
handle all the pre-stay orders – chocolates, flowers and things, arrange that – and it´s the reception 
who handle all the regular guests who do the knows and “right, he prefers this and that” and we do 
all the post-stay issues, so it´s divided into that. And I see that in most hotels in Denmark usually 
it´s the reception who handle it all, it´s just the receptionists or duty manager who has decided that 
it´s his or her responsibility to handle their guest complaints. Or the reservation´s manager, or the 
reception manager, is taking care of it. Eh… it is because we have a general manager who is very 
keen of the guest satisfaction and it´s very important for him that we do answer all complaints on 
the TripAdvisor. Eh… and because we´re such a big hotel, we need a department for it. It could not 
be managed by the front office manager because she´s so busy with the… with, with her 
department, she has thirty employees in the front office so she doesn´t have time to sitting writing to 
guests.  
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Kristina: No, no that makes sense. Can I ask you if this department was created quite recently 
when the new building came up?  
 
Christina: Yeah, it was actually, eh… 
 
Kristina: Cause two years ago, when I was here, I never heard about this department. 
 
Christina: We started five, I started here five years ago as an assistant to our general manager and it 
was… my task to answer these guest complaints and do the complaint handling. So I did that for 
three years, then I left, well then I started working part-time because I wanted to do a top-up on 
my… top-up degree on what I´d studied earlier. And a new girl was… contracted and she did the 
complaints handling and I did marketing assignments part-time and then when I finished my 
studies, I came back here working mainly as a project manager with the new building, with the new 
projects: executive breakfast, all the new projects that we developed. And then we started being 
very busy so I had to do help with the complaints handling too, because it was too busy, and then 
we employed Elisa also. And then it wasn´t until here in December that it was turning into a real 
department, now called project of guest relations. So that´s a quite new, so we are making a lot of 
new exciting things, working on how we can improve our complaints handling, how we can use the 
feedback more, how we can structure it and use it to improve. We´ve already used it and we´ve 
always say written everything and collected it and given it to the respective… the responsible head 
of department. Eh… but I think now we can be even more, be more focused on it, more structured.   
 
Kristina: Exactly. 
   
 
Theme 3 – Employee involvement 
 
12. Iryna: Okay, so I guess we can ask the next question now. Eh…  so what is the hotel’s 
philosophy on front-line employees when it comes to their comments and ideas on how they 
can improve for example complaint handling or any ideas on customer dissatisfaction? So, 
basically it´s about if employees can easily voice their ideas to for example management. Even 
though the question is about front-line employees, because we thought more about the 
reception area, but maybe you can speak about your department as well now since we have 
that.  
 
Christina: First of all, I would say that this hotel, thanks to our general manager, is very keen to 
listen to the employees. It´s easy for the employees to get their voice heard. And that´s definitely 
thanks to him because he´s very aware that everyone, every… well everybody, I mean, the 
receptionists they are the experts in the reception. We´re not, we´re not in the reception every day, 
and the waiters are the experts here so it´s very important to listen to everyone. Eh… and then 
again, the front office manager, she´s extremely open-minded and respectful to her employees, so 
it´s very easy for them to get something through to her that she can, guess, fill her on. We have one 
of our duty, no our assistant front office manager, he´s really focused on TripAdvisor and that´s just 
something he took on his shoulders himself, he asked me if it was okay if he started making a focus 
on it and I was just like “Yeah sure, go, go for it”. Eh…. So he´s really working on it, really reading 
all what we answer, what our guests say and really encouraging everyone to ask the guests to go, to 
rate us on TripAdvisor. Eh… and that´s just a challenge he took, and…. he´s been rewarded for it 
because it´s such a good initiative. Eh… and yeah I believe actually that the hotel is very good at, to 
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encourage people just to go for what are of their interests and of the hotel´s interests of course too. 
And in our department we are very, we are very free… I don´t know how you say it… we are, we 
can do… we can have all the complaints actually as we wish, as we think it´s the best way of doing 
it. Eh… and that´s yeah, so it´s… people really get to say… 
 
13. Kristina: Some real examples as well of people who have taken on responsibility and it 
seems to be working really well then. Eh… well, the next question is basically about 
communication. So when it comes to, well perhaps not necessarily only receptionists but 
employees overall since we´re talking about your department now. We were thinking about 
the communication about for employees about their roles in service recovery and what kind of 
atmosphere you have here, cause we read about something called a “service-oriented 
atmosphere”. So we just wanted to ask you how you see the communication overall when it 
comes to this aspect and how the atmosphere is overall in the hotel between employees. 
 
Christina:  Between employees? But with a focus on service recovery? 
 
Kristina: Yeah. 
 
Christina: Yeah. I think… it´s good, there´s a good, there´s a good atmosphere. Eh… of course, like 
everything else, we have had some things which didn´t go so well… eh… for example, the thing 
with receptionists answering to complaints for example. 
 
Elisa: Yeah, yeah. 
 
Christina: Eh… we have decided in the hotel that only our department answer complaints to make 
sure that all guests more or less, get more or less the same complaint, get the same handling, the 
same kind of compensation. Eh… and to make sure that it´s written clearly and nicely, because not 
everyone is, because not everyone knows how to spell, or not everyone knows how to write well in 
English or stuff, so it´s… and when handling complaints, it´s crucial that the communication from 
the hotel is correct. At least that´s my philosophy. So, and we have had some issues where someone 
from the reception have tried to resolve the problem themself, which sometimes didn´t go so well 
and other times fortunately it did go well. Eh… so of course just around those matters we´ve had to 
be a bit quite harsh, saying that only our department answer. Unless it´s Christmas time, we´re not 
there for four days and the guests is… request an answer immediately, of course there can be 
exceptions. But overall, it has to come from our department. And if not, and if they do answer 
something when we´re not here, it´s crucial that we get the information; who has answered, how 
they have answered, what they have answered. So we know, so we don´t answer the guests too. 
We´ve tried that too, the guest writing: “Oh, I already got an answer”. /…/ 
 
14. Iryna: Eh… Then we would also like to know, it´s about empowerment. And we´ve 
understood that employees here are pretty much empowered and they´re free to take 
decisions. But also, we would like to know if there are any boundaries so to speak on how far 
you can go to, in terms of service recovery, and yeah. So it´s more about decision-making 
rights versus boundaries, so where about this scope of, where you are. 
  
Christina: Eh… I don´t know the exact boundaries, what is formulated for the receptionists, the 
reception staff, I don´t know honestly. But the duty managers, at least, they have more or less 
unlimited boundaries. But I mean, nobody would give… a very very big compensation after all, 
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they can give a voucher for a new stay, they can do it without asking of course. A receptionist 
wouldn´t do that, but a duty manager can do it. And I see at the reception that they are empowered 
to do it but they just wouldn´t because they wouldn´t feel confident doing it, I believe at least. But it 
has changed a lot now. I mean, before they would be but now we are so big – the hotel is getting… 
from summer we´ve grown to the double and also almost the numbers of employees so we´re also 
getting used to now “what´s, how is it?”, because before people were very empowered and at the 
reception it would be, feel empowered to give a new stay to a guest if it would require so. But now 
we went to, from twelve receptionists to twenty-five, eh… and we have interns and we have part-
timers and we have a bit of this and that. It is difficult to… well empower everybody to have the 
free boundaries. Even though if one receptionist, even if it was a part-timer, so it´s necessary to give 
a free upgrade or something, they could do it, they would never hear from it. And again, if they did 
it and the front office manager didn´t agree, well they would talk about. But if, see we say, if you 
considered it to be the correct thing to do in the moment, then it was right to do it in that moment, 
but next time we won´t do it that way. Eh… so… but people don´t feel, they don´t feel confident 
doing it, they would rather ask and as there´s always a duty manager on guard, then they always 
have someone to ask to take the decision. 
 
Iryna: Yeah, of course. 
 
Kristina: Okay. 
 
Christina: But we, for our department, we are creating now in the process of now, we have started 
to create some boundaries. For now, we have taken every situation and evaluated it, but from now 
on we will work in some kind of categorizing the complaints, into three categories. I don´t know if 
it will be three of four, we are in the process of doing it now, saying that category A they should be 
compensated with a new stay, category B with a free upgrade, and category C with a small refund 
of money, and category D now ref, now compensation of course, or something. So we have these 
exact guidelines to follow, to make it easier for ourselves and also to make sure that all guests are 
treated more or less the same way. 
 
Kristina: Ah, okay okay. Well, that makes a lot of sense. 
 
Iryna: Yeah, I really like this, that you are structurizing everything. Yeah that could create 
some, some I don´t know… if we both for example would stay at the hotel and we would have 
the same issue, we would be compensated differently… 
 
Kristina: Then we would talk to each other about it and find out, so it makes sense to have 
some kind of structure for it. 
 
Iryna: Yeah yeah, for sure. 
 
Kristina: That doesn´t happen in every hotel, so. 
 
Christina: No. I think mostly people just take every situation, from situation to situation, and that´s 
what we did before when we weren´t that much, but now it´s such a big hotel so that we need some 
structure. /…/ And also to make sure, I want to make sure that if I´m not here one day, I don´t want 
the department to fall apart. I wanna, I would like to know that we have some structure so that if 
I´m leaving or she´s leaving or Hannah or another colleague is leaving, then we still have the 
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structure so to say. And I think that´s, that´s quite… well that´s necessary in all companies, in all 
departments because I think so many places they´re so dependent on one person. And I, my 
philosophy is just that that´s not good, I mean they should be able to work even though I´m not 
there. 
 
16. Kristina: It´s really funny that you mention it because I have ongoing similar discussions 
with my boss at the moment, and it´s not about service recovery but the same principle. We 
have to have some guidelines because right now some people are in the front and you know 
the whole department is relying on them. If they would be sick, then you don´t, you just don´t 
know what would happen, so I really agree with you. Well that´s out of… it doesn´t matter if I 
agree or not, but I just happen to agree on it. Not for the thesis, outside of the thesis. For the 
yeah, I think this is perhaps the last one because you had a meeting at 11 á clock right? /…/ So 
the last question, the brand concept – Tivoli Hotel – could you give us one example of what the 
hotel does in order to inspire employees in any way to live up to this brand? It could be an 
event, anything at all, something to make the employees feel as if they connect and they are 
willing to represent Tivoli Hotel, in general. 
 
 
Christina: Our brand is quite special because it is Tivoli, we´re co-branded with Tivoli Gardens. 
Eh… so, we want, here at the hotel it is actually required from the employees that they should be 
able to identify, not a 100 percent, but with Tivoli Gardens because our leisure guests here expect 
that we are the Tivoli Gardens. Many guests come here and think that the hotel is owned by the 
Tivoli Gardens, that we are the employees here. But it´s not, we´re part of a hotel chain called Arp-
Hansen Hotel Group. It´s a privately held chain, the largest privately held chain in Copenhagen, one 
of the largest in Denmark, we have twelve hotels now and we´re building one in Aarhus as well. It´s 
going quite well, expanding year after year, and we have almost 30 percent of the total amount of, 
no 25 percent of the total amount of hotel rooms in Copenhagen, so it´s a large chain. Eh… and a 
chain with a lot of values, a lot of tradition, and it is expected that everyone at the Arp-Hansen 
Hotel hotels can identify with Arp-Hansen Hotel Group and our values. So people here are expected 
to identify with the Arp-Hansen brand and with the Tivoli brand, which is a double thing cause 
normally if you are at a hotel it´s just one brand you have to identify to. So… so people here are 
sent to Arp-Hansen Hotel Group School when they start to know what is the chain about, what´s 
our values, and they are also sent to Tivoli School when they start. And then after one or two years, 
there´s like a refreshment training about Tivoli: “What is the Tivoli brand? What´s their values? 
How do they work with service?” They have a very, they have a huge focus on service at the Tivoli 
Gardens. Have you had them, no have you included them in your research? 
 
/…/ 
 
Kristina: Tivoli School is going to be mentioned, because another hotel is also dealing with 
Tivoli School, but not the gardens specifically, no. 
 
Christina: Aha no, okay, because you´re only focusing on hotels? 
 
Iryna: Hotels, yeah. 
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Christina: Aha because if it was service recovery in total, you should have definitely taken Tivoli 
into consideration. They have a large department and they work very focused with the guest 
satisfaction. 
 
Kristina: I can imagine that. 
 
Christina: Yeah, eh… of course so, people should be able to relate to both brands. But what we do 
concrete in… specifically, besides if the schools… I don´t know in the day to day… do you feel, 
how do you feel? 
 
Elisa: Yeah… I think that´s, that´s it. 
 
Christina: That´s more or less it. 
 
Elisa: Yeah, yeah, yeah. 
 
Christina: We don´t have a whole strategy of our… well of course we have our values, our vision… 
everyone should know that it´s crucial to always be able to put ourselves in the guest´s place, I think 
that´s one of our core things. 
 
Elisa: Yeah, yeah, yeah. 
 
Christina: Eh… and to meet everyone. What is it? Greet everyone you meet along the way; guests, 
and all employees, colleagues of course. And what´s the last one, here at the hotel? Put in the 
guest´s place, greet everyone and be open-minded I think it is, being open-minded yeah to 
challenges and… yeah, to challenges you meet along the way. And yeah, did it answer your 
question? 
 
20. Kristina: Yeah, definitely. It could be anything, it´s really general. So I mean apart from 
that, of course if you want to say something else, if you think that perhaps there´s something 
you´re working on right now in the department in order to improve service recovery for 
example… ? 
 
Christina: We are actually, the meeting I´m having now in four minutes… it´s…. it´s about making 
some smaller questionnaires. Because as I told you we have a system who sends out, which sends 
out an e-mail to all guests post-stay. This system can also be configured to make some mini 
questionnaires, like five seven questions, focusing on one topic. And that´s what I have a meeting 
about now, how we can focus on now children´s activities. On all holidays we have some children´s 
activities here at the hotel and it´s  next week, it´s the winter break in Denmark and week seven and 
eight, so we have a bubbles lounge and we have a wheel lounge and we have face painting every 
day and it´s quite different from what we do normally, so I would like to know what do our guests 
think about these changes; how do they like the hours, the activities and stuff. And that will be a 
small survey we can do and then evaluate on afterwards. And then we also think of evaluating on, 
say, on breakfast - both the normal breakfast and the executive breakfast on the 11th floor - and that 
will also be within one of these small surveys we can do for fourteen days or something and then 
we´ll evaluate. And I think that will be great because it can give us so much information whereas 
the other one we have is more large, more general and more focused on their overall stay, whereas 
this will be more on one concrete thing. 



170 
 

 
Kristina: More like on spot. 
 
Christina: Yeah. 
 
Kristina: Aha. Aha, so that´s what you´re, what your next meeting is… 
 
Christina: Exactly, yes. 
 
Kristina: And that even covered an extra question for the interview at the same time, how 
great. How interesting this has been! 
 
Iryna: Yeah, very interesting. It seems like we have the answers to all of our questions that we 
wanted to ask. 
 
Kristina: Yeah, we even asked some extra questions along the way, I hope that was alright. 
 
Christina: Yeah, no problem.  
 
/…/ 
 
 

 
 

Date: 1st of February 2016 
Interview with: Kuno de Herder - Head Concierge of Nimb Hotel 
Timeline: 1hour 26 mins. 
 
 

Interview Nimb Hotel 
 
 
/…/ Introduction to interview 
 
Theme 1 – Type of problem and situation 
 
1. Iryna: So let´s begin with our questions. And the first question for the interview is, so yeah. 
In this hotel, would you say that you consider recovery of service failures to be an opportunity 
for making guests satisfied and more willing to provide goodwill and spread positive wording 
about the hotel? And how so? 
 
Kuno: It´s a huge opportunity, I think. But I think it is not just for this hotel, I think for any hotel 
it´s a huge opportunity. Eh… I would put it this way, as one of our guests actually said himself: “we 
all fail”. I think… we show our true strength when we recover from a failure because I think we all 
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know that failure happens all over the world, every day, to everyone. I just think that you really see 
the true color of a company or an organization is how the recover from a failure. So, so a recovery 
from a failure is a fantastic opportunity to show your customer that that that… that you have the 
capacity and you have the flexibility and the knowledge and you have the staff and and and… the 
tools to recover from a thing. And I think many times, good recovery can build really a strong loyal 
guest as well. Because I think we all respect… We all have, I think we all have a certain respect for 
someone who takes responsibility. And when we recover from something, we always take 
responsibility, otherwise we don´t acknowledge there´s need for a recovery. So… eh… so 
obviously, when we take responsibility I think that´s a huge sign of integrity. We all know these 
companies who take no responsibility and starts arguing instead of actually saying “you know what, 
we did something wrong”. And it´s really nice when people say that and I would say not only is it 
does it build integrity and brand loyalty and, it also creates respect. But…  
 
Kristina: Interesting. You have already said something new that we have not come across yet 
here actually, so that was very interesting.  
 
Kuno. Yeah. I would say that a lot of people have respect for that. And also, I think that the number 
one thing we teach our staff is that the minute we do something wrong, just acknowledge it. 
Because you can have a guest who is crazy angry, and the minute you say “you know what, you´re 
right, we did a mistake”, you kind of let the gas out of the balloon right away and defuses the whole 
thing because there´s nothing really to argue with you on. And that´s a brilliant way to start. 
Obviously, it´s not always an open-shot case like “we did something wrong”. The other thing is 
also, we always need to see it from the customer´s perspective you know. Sometimes things that, 
and we all different mind of things, tend to be larger things depending on who you are, what kind of 
a person you are, so. Working in the service business is always a tricky thing because we work with 
people. And there are just as many different people as there´s people in the world. So, it´s a tricky 
thing. We try to, we try to earn up to what we do. We wanna be respected, we wanna have integrity. 
And… it feels good as well because it´s the right thing to do and be honest about. And that builds, 
that builds our character but I think that builds our customer and our brand. That was a long answer, 
sorry. 
 
2. Kristina: No that´s, that was really interesting and it sort of connects to the second 
question. Cause just like you mentioned, people can be extremely different. And we have 
found a theory about how the situation in itself also affects the outcome, so to speak. For 
example, if you deal with a guest who has experienced the same so called failure before in the 
same hotel, according to this theory the person would become more dissatisfied. 
 
Kuno: Obviously, yes. 
 
Kristina: Yeah. Also, if they somehow know that the hotel could have prevented this from 
happening, they would also be more dissatisfied than if they thought that it was completely 
out of control. So I just wanted to actually ask you what you think about these statements, do 
you think that they are true or false, based on your own experience with hotel guests? 
 
Kuno: No, they are very much true. I think it´s… I think it´s… I think it´s quite logic actually. If we 
experience an ongoing mistake, obviously that tends to irritate us because we feel that something 
should be done about it. So I think that is, that is a common thing. Eh… we, I would say we log all 
our guest complaints of course and I would say that if we have an arrival guest who had a previous 
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thing that was an error, we will be paying extra attention to that specific field exactly to prevent the 
fact that that would happen again. Because it´s, I would say it´s not good enough and it´s 
embarrassing. We´ve had all, we´ve made clear of it, so obviously we don´t want it to happen again 
and certainly not to the same person, that would be… it would be tremendously embarrassing to us.  
 
Kristina: Do you have any example, if I may ask about that? 
 
Kuno: Yeah I mean… you could, I mean, our physical things is a thing that could be a problem. I 
think a lot of hotels we know the wifi-network… which is, wifi-networks, you know how wifi-
networks are, they work, they… I would say our wifi-network is quite good. But we have we have 
we have, like any hotel, we´ve got some very difficult telephones. That´s a bit tricky to operate 
because it´s a Bang&Olufsen designer phone which is not super intuitive, so I mean that´s a thing 
we´re being… that´s a thing that could be an ongoing thing for us is the phone issue, for example. 
Eh… we have tried to accommodate it in certain ways so it doesn´t exist and I would say luckily it´s 
a thing that people learn so if they are regular guests here, you will get to know the phone, or if you 
come here the second time. It´s just a bit tricky phone. But, that is a thing that is an on… that´s a 
typical thing but of course there can always, there can be things that happens again and it is it´s not 
good. It´s embarrassing. Eh… I don´t have any direct eh…. But I would imagine that if you´re very 
unlucky you could be waiting a long time in the restaurant because… I mean, that´s an honest thing 
that will probably happen in a lot of places. We don’t want it to happen but I guess it could happen. 
Eh… but definitely, we are looking at our mistakes of course. We are logging them. We are, we are 
addressing them to whoever is implicated and we are trying to do whatever we can to prevent it 
from happening again. And especially to the same guest, I mean, I don´t want it to happen to 
anyone. But obviously, if it happens to the same it´s more embarrassing, but we never want the 
mistakes to reoccur so we do try to work with them. We try to log them. And obviously, if it 
happens again, then there might be the beginning of a pattern that we really need to pay attention to. 
But we are trying to prevent by paying attention to our mistakes. Some mistakes you know is a one-
timer, the fire alarm or whatever. We know that that´s not, that´s most likely not gonna be a 
recurring thing or if we are out of supply for something because it simply could not be delivered to 
us. There are some external factors that might not need the same follow-up as when we do direct 
service failures, but those we of course do our best to address.  
 
3. Iryna: Eh… alright and then yeah talking about mistakes happening to guests, do you have 
a CRM-system including critical or negative guest reports and complaints in the hotel 
reception and how, if you do have it, then how is this system used by front-line employees?  

Kuno: All complaints or well any feedback, positive or negative, is logged in our PMS-system, the 
Property Management System. It has a very good feature. So… we are… whenever you make a 
reservation, of course you get a profile. That profile, we… we are trying to build that profile which 
means that if we have a possibility, we will add your favorite things to the profile so we know the 
guest better. Eh… we also log any comments made by guests who has, who we feel that we can use, 
being negative or positive. So these are easible to log in the new system we got. Well new, two 
years ago we got a new PMS-system who was much more advanced. And we are logging those and 
those reports are being pulled. I think we do it actually on a monthly basis now in low season in 
high season, depending on the amount we do it every week. But those reports are printed out all the 
time. And of course, in our days we are also looking closely into our online comments, which is a 
huge tool for us. I would say Booking.com, which is by far the largest booking engine and has 
become… both Booking.com, we see it more with Booking.com but we all know TripAdvisor, 
which is a forum. That´s what they like to portray but they sell a lot of things as well, but we see it 



173 
 

as a forum where you can rate things, I´m sure you are aware of it. Eh… there´s a lot of comments 
on TripAdvisor, we follow TripAdvisor very closely, we answer TripAdvisor comments directly 
and we use TripAdvisor as well. So, but for comments we get, that would be logged in our system. 

4. Kristina: You almost answered the next one by yourself I think. Eh… we were just 
wondering if it´s possible for the employees who work closely to these customers to document 
what has happened in a detailed sense and how they do it, for example if they could document 
what kind of guest they were dealing with. Was it a recurring guest, for example? Or the 
situation around what happened and so on.  

Kuno: Yeah I mean, the whole procedure on how this works is that since everything is logged in the 
PMS-system you need of course to have access to that system. Now that access is limited to the 
front desk staff. Eh however, the front desk is, like all hotels, that´s kind of the nerve center of the 
organization so that is where things are being gathered. So obviously, complaints throughout the 
property are being reported at the front desk and the front desk logs them. And our staff are pretty 
good at coming up. If there is an incident in the restaurant that we should know of, they will report 
it at the front desk and we will report it. And that is a huge help for us. We also, first of all, because 
we do service recovery, we are trying to be active on the service recovery part but also it´s a huge… 
it often makes a huge difference if you are the one who approaches the guest first. And I have many 
times, if I know there´s something happening, if I have the possibility I´ll go and address the guest 
before he addresses me. So, I´m not afraid to, if I see one of our guests, go over and say “I talked to 
the staff in the restaurant and they were very sorry but I… there seems to be a long waiting time, 
I´m terribly sorry about that” and then we´ll take it from there. But then I´m the one who´s starting 
up the dialogue, so… so, I think that´s… I think it´s important to show that we´re actually not afraid 
of, we´re not hiding and again we take responsibility. So, we are trying to teach our staff to 
communicate with the front desk. They will log it. We are, the front desk has, they have high level 
of contact with the guests of course, they´re front of the house. But that´s also where a lot of our 
guests will confine in us. If something happened in any of the other areas, for some reason they are 
usually confining at the nerve center, which is the front desk. That´s where you express your 
gratitude for something but it´s also where you express your discontent. Eh… so, it´s always nice to 
be informed in advance because we have an upper hand and we can prepare on how to tackle it. So 
it´s always, I always like to know things in beforehand so I can prepare. So, usually our staff will 
come up and inform the front desk, they´ll log it. We log it actually two, I mean we log it two places 
here, we log it in the system for the reports but we also log it in our daily handle so the entire front 
desk staff is aware of what happened. We don´t always, we don´t go in and check reports in the 
PMS-system, they are being pulled for statistical use and for prevention and so forth, but for direct 
service recovery now while the guest is here and for how we tackle him is being shared on our 
hand-over by our staff, so they´re aware of this incident.  

5. Iryna: And now that you said that you use this system to prevent future mistakes for 
example, do you also use it for calculation of losses caused by failures and distribution of 
resources for recovery? Yeah and… 

Kuno: I would say, yeah. 

Iryna: And if you can also give us an example of how this process works, if you if you do it, 
and maybe it´s based on a type of problem or clusters of guests or any other classifications, 
yeah.  
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Kuno: Eh… we are… I would say that that that… the profile we´re building on guests, the thing 
with this system we have… the system most hotels have can log the guest in multiple ways. I´m just 
addressing with the point of how if we can divide it into is it a cluster of guests and so forth, we can 
do it very roughly. The thing is, nowadays with reservations coming from a vast amount of 
reservations engines, it´s very difficult to have a very specific division of customers. I would say 
it´s very roughly done. We´ve got business or leisure, you have country codes. But, any more from 
that is quite difficult because again we have, we are having less direct contact with our guests 
nowadays when they book on so many different websites where they just enter…  
 
Kristina: This is also something new for us, I have to say. 
 
So I would say that that that… it is a bit more difficult for hotels to divide your, to make these 
statistics on your guest types because we are… well, with the whole web reservations, we are 
having less direct contact. Not a lot of people would pick up the phone and call us anymore. I guess 
50 years ago, that´s what you did. You called the hotels and “hey we´re coming on Wednesday”, 
“Okay cool, who are you?”. Now, it goes either to an agent or you go online on some website and… 
some websites are more explicit than others, some websites you have to write age and business or 
leisure. A lot of them are divided into business and leisure, but… eh… so I would say that I don´t 
think we pull a report on... the thing is, we are a small hotel with 17 rooms, so our reports are not 
huge so we don´t… we have, we have few enough complaints of these reports that we can deal 
with, we can easily see if there´s a pattern among Chinese guests, so… I don´t, we don´t pull a 
report that is very indicative of as if it´s a Chinese guest or if it´s Russian business travelers. I mean, 
I´m sure it´s statistically wise if you know statistic and if you´re dealing with the SPSS system you 
can add multiple amount of factors and you can find out that women who are 43 don´t like the tea if 
they have one child. And I mean, we don´t do it like that. But… we are addressing the, we are 
addressing the… but again, we´re a small hotel here so it might be, obviously if you have 600 
rooms you can draw different patterns because you have more the tools to do it and you´ve got the 
material to do it. But obviously, I mean we´re going through our complaints and we are… we are 
obviously, if we´re seeing recurring things among certain specific type of guests, we would 
naturally react to that. But we don´t pull a specific report. In terms of the money we give in service 
recovery, that of course is being logged in the system. Eh… both in restaurants, there´s a certain 
account for whatever is being either discounted or removed or… At the front desk, if we´re actually 
giving them cash on pre-paid or if we´re giving them room discounts or restaurant discounts, that 
amount is being logged and of course is being monitored because that´s an important factor in what 
we´re doing as well and mistakes and so forth. So we do, that we do. And if I give you an example, 
a service recovery for us could be, that could be dinner in the restaurant. I would say, when you´re 
dealing with service recovery it´s also important you try to read your guest because a lot of our 
guests here, our segments of guests, they don´t care about money. Some do, you get the feeling on 
who doesn´t usually. But a lot of people they don´t care about the money because they´re paying 
2000 dollars a night here, so I mean… Some does and some are very direct and say “I don´t wanna 
pay for this, because this and this”, “and you know, no that´s fair enough, let´s talk about how we 
can adjust the rate so it´s sort of, it´s a fair compensation for you”. And other times if we feel that 
people go and say “you know what, it´s not the money, I´m just angry about this”, then we would 
probably say “you know what, I´m sorry about it, why don´t I invite you and your family for dinner 
in one of our restaurants”. And that´s another way to do it. But again, that will be depending a little 
bit on the guest. I would prefer for the restaurants to do a service recovery as fast as possible 
because I think the faster we can recover from the service, the shorter the time the guest will be 
troubled about it. The faster he can get it out of his mind and get on with his life and his vacation or 
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whatever he´s doing. So I think service recoveries needs to be dealt with as soon as possible. So if 
we´re having a service recovery incident in the restaurant, we encourage our staff to deal with it 
right away: “The wine is on us, can I give you a bottle of wine or champagne? Or you know what, 
you don´t have to pay for this”. I mean, if we can close the case, the faster we can close it, I feel that 
we can minimize the psychological damage we´ve done to the guest because we will get rid of it 
and he can go on and we can go on, we can all go on with our lives (laughter). So that´s another 
thing, if it´s possible, do it at the outlets, do the service recovery. And then we´ll do the follow-up 
because we will be, we will always be told what happened and we´ll do the follow-up, but they´ll do 
it as directly as possible and then we´ll follow up. 
 
Theme 2 – Prevent the customers from switching brands 
 
6. Kristina: Eh… this is funnily enough directly connected to the next question again. It´s 
amazing how we have this flow here, it´s almost like you read the questions beforehand, but 
you haven´t. Talking about how, well how different customers can be when it comes to 
whether they prefer to have money or dinner or any kind of experience or just an apology, 
there is a term called “value” from the customer´s point of view. It´s often described as a 
trade-off between what they give to the hotel – this could of course be seen materialistically 
because they always pay to stay in a hotel – but they also give some kind of sacrifice from 
their own part. And the trade-off is about what they get back from what they give, so there´s a 
balance there. And we just wanted to ask if you, if you have discussions about value from this 
point of view and if you try to look at the potential risk of losing customers to other hotels? 
They could switch brands and go to another one and not choose Nimb the next time they come 
to Copenhagen, for example.  
 
Kuno: Because we… because they get less value compared to what they pay?  
 
Kristina: Yeah. And the value here, from a customer´s point of view, could be… they could 
easily compare the value in one hotel with values in other hotels. Consciously or 
unconsciously.  
 
Kuno: I mean yeah, I would say… In the best competition for customers, there are different ways 
we can, we can exceed and there are different ways in how we can maintain our customer base. One 
thing, one thing is the tangible things. The other thing is the intangible things, which is our service. 
Eh… a lot of people would argue that a room is a room. Tangible things are easily compared and 
are easily, whereas the service is what actually differentiates the hotels. We like to think that we 
actually also has a tangible advantage because we have a quite unique hotel. Eh… but but… and 
I´m saying this because I really like this hotel and I think we are unique, but of course if you are a 
business hotel that would be a different story because then we are talking basically tangible things 
that could… if you stay at four-star Sheraton or Radisson, it´s very easily… I´m guessing that for 
hotels like that, the intangible difference is what makes the difference. To a certain extent, that´s of 
course, we are also working under these conditions… we , we are but we have a small advantage I 
think, that we have quite a unique building, we´ve got a unique product. So that gives us a small 
advantage in that direction. Eh… the thing is, there are a lot of other unique hotels probably. So, but 
let´s just say that we are unique in some parts but of course I think the intangible things, the service, 
is where we are really trying to exceed. It´s also where we try to develop ourselves all the time. We 
are, I mean we can´t really, it´s hard to add things to the tangible building. We´ve got a TV in the 
room, we´ve got a docking station and pretty much you need. So, we´re looking in to that as well of 
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course, but the whole intangible things is often cheaper. If we can find a lot of other ways to do 
service, it doesn´t necessarily need to cost more but it might be a way to create an advantage 
compared to our customers, so I would say that we are… we are constantly looking in to how we 
can improve our services. Eh… we are trying to, we are trying to think, right now we´re thinking a 
lot on what you need as a traveler when you´re in Copenhagen, what would be very nice that would 
exist, what do we always need ourselves when we go abroad to a hotel, are there certain things that 
we can add on to maybe… to… so we can create a better experience for our guests. Eh… if I should 
come with examples, we´re trying here to… we want to get to know our guest better. Like any 
company, knowing your customers is always a huge factor in knowing how you can cater to them. 
So we are… we are trying, we are getting a system where we are getting a better correspondence 
with our guests. So we are getting a whole concierge and hotel system that will contact our guests 
before they come. And for those who are interested, create a dialogue pre-stay instead of having the 
main dialogue while they are staying here. So see if we can grab as many as possible and have a 
small dialogue before they arrive so we are better prepared. But then again, also then we are looking 
at the service, what we can contribute with while we, while they´re here. And that is a huge factor in 
diversification and in competing with other hotels, is the very experience when you´re here, how 
you feel the whole stay were. Because a lot of people who stay here, they stay at other unique nice 
hotels so… in that sense, we need to excel and we need to be on the cutting edge of how we can 
cater to these people. And that we do all time. We are starting, we started already, but we are 
launching… eh, we launched a system last month which is gonna be really running from the high 
season now, is we´re gonna offer all our guests free wi-fi in Denmark, which I think is a tremendous 
/…/, which we feel is a thing that you all in these days… it´s a thing you always need cause going 
online from your phone, most people don´t do it when you´re abroad because it costs a fortune 
and… so. Now we´re doing that and we´ll see how that goes. But we are initiating projects all the 
time to see what works and improve our service on that level. But, we are of course always looking 
at service and our service numbers and again it goes hand in hand with complaints. Complaints and 
service recovery is a great way to see what the guest expects and how we can meet them and maybe 
even exceed their expectations. So it´s part of a long process but I think the most important thing is 
that you are doing it all the time. I mean, we have to be looking at things like this all the time, how 
can we improve service. And not be afraid of trying things, we are trying project that turns out to be 
not really appreciated. That´s fine, we remove it again and we´ll try something else. But that´s, I 
think that’s the ongoing process if you are a hotel who wants to be in the leading place of the 
market. You really need to rethink all the time and look at ways where you can differentiate and 
how we can better our service and add service to the stay. And we´re trying to develop all the time. 
 
 
7. Iryna: and yeah again, a question about expectations. So, how do you think guests’ 
expectations are affected by online reviews from other guests? Now that we talked about 
TripAdvisor and other online platforms. 
 
Kuno: They are very much depending on online reviews. Eh… the expectations are, I mean there 
are so many ways we build expectations. And one is our peers, we talk to people, it depend on how 
you recommended the hotel from your agent but... but nowadays TripAdvisor is gigantic, I mean we 
can´t ignore it. TripAdvisor, Booking.com. People are browsing the websites, blogs, and they´re 
looking at reviews and that´s how they… that´s one way to build expectations. The other one is the 
price. With the price we have, that´s already setting the expectations high, so you might not be very 
active in the online community but you´re looking at prices and going “for that amount of money, 
my expectation is already high”. So there is a… several factors who determine your expectations 
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level, but you´re right, the online sites is getting bigger. And we´ve seen it throughout the last five 
years that it´s really taking off, big time. And I don´t think there´s a lot of hotels today in our, on 
our level who can ignore TripAdvisor. And we have to acknowledge that we need to be active in 
TripAvisor as well, which we are. And we were not in beginning, but we can just see how important 
it is. And honestly we are now seeing dialogues, that we are having dialogues with our guests on 
other booking sites like Booking.com, which is a bit uncommon to us that they´re using the 
reservation site because TripAdvisor is more known as being… I think TripAdvisor is more known 
for being a place where you can rate your… the experience you had, whereas… but they also sell 
rooms of course, but it´s more known as a site where you can… and I think that also adds to their 
credibility. They come off as not selling anything, TripAdvisor. They actually do, I mean you can 
book hotels in there as well, but they come off as being a totally unbiased open source of 
information where everyone can place it up and they have an… but it´s all, they also sell things at 
TripAdvisor, but there´s not a world thing in creating this free ways where we can exchange 
information for customers, which is great. We see that on Booking.com now actually, we see that… 
we´re having people who, we´re having guests who communicate through Booking.com. I´m 
getting messages from Booking.com saying “do you have twin beds?”. And then I have to log in to 
our Booking.com site and answering guests through Booking.com. So, we´re seeing that the online 
thing is taking off, so. I think you´re right, it is probably maybe even bigger than we think. I mean 
TripAdvisor, it´s probably huge in building expectations actually. And reviews and blogs and… 
yeah.  
 
8. Kristina: Yeah if we go back from all these platforms at the Internet to your hotel and the 
hotel´s walking up to the reception as you mentioned before, since most of the enquiries and 
comments are placed there. What would you say that you do in the hotel to make it easy, 
quick and smooth for the customers to, or guests, to file a complaint? And it doesn´t have to 
be like a file, it could be just to speak up. 
 
Kuno: Yeah. I would say, at this property here that’s an easy thing because we got 17 rooms. And 
we are, we´re having that, we… I would like us, I want us to have a dialogue with all guests staying 
here, whether just “good morning, how are your day?”, but we need to show an interest in all our 
guests. I would say, our goal is to whenever we see a guest in the morning ask how they´ve been 
sleeping. If they come home from the city, I want our staff to ask them “so what did you do today?” 
or when they are going out “what are you doing today?”. It´s a very simple little phrase and it 
immediately engage us in a dialogue and… and once we are just over the first barrier as human 
beings, the first interaction barrier, when that´s broken, then we are usually getting a lot of 
information from our guests. And… so I would say, creating a small talk dialogue with our guests 
open us up for a lot of information. And once we are showing the guest that we are… I mean, we 
are trying also to be at the same level of our guests here. We are trying to meet them without the 
thing that you will see at other 5-star properties maybe where it´s more like at The Four Seasons 
where the guest is at a different level than you. We are a small luxury hotels, we belong to the small 
luxury hotels world, we are a bit more intimate.  
 
Kristina: It sounds a little bit more personal. 
 
Kuno: And we are more personal and we like to be… having our guests at an eye-height and at a 
level where we are talking to each other as we are having a normal relationship where… being 
understood that he is still of course the customer and we are supplying, we are supplying him. But 
still we are, I think we are very good at creating a mutual respect and I hope that we are creating… 
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we are very intimate, we are very personal and we have a small front desk where we are meeting 
our guests. They pass us, a lot of them leaves the key at the front desk like the old days. We don´t 
have key cards, we have normal keys and they usually leaves them at the front desk so that always 
gives us an opportunity to meet them anyways. Eh… and I would say that encourages creating 
dialogues with our guests, that also encourages them to tell us if anything is wrong. Eh… because 
they get more confident and I think that´s a good way for us and it works well.  
 
Kristina: Talking to them. 
 
Kuno: Talking to them. And… and you also see that when you are, when you´ve stepped over that 
first barrier of interaction with your guests, the way they handle complaints with you are totally 
different because then we are already on a more intimate level so then they would probably just say 
“you know what, I had some problem with this, I don´t know if it´s anything to do with it” and I 
would say “you know of course, I mean we fix it right away, I´m sorry about that”. But then it´s a 
different way of complaints than if we don´t have had any interaction and he´s just a guest who 
passes by, because then we are also just a work face of the hotel standing there. We´re a more 
private person and that´s… I hope encourages people to talk to us and tell us what´s wrong, but also 
tell it in a different manner where it´s easier for us to work with them and create solutions instead of 
them just screaming at us and leaving. Or, the worst part that can happen, is they don´t even 
mention it and just check out and write it on TripAdvisor so they didn´t even give us a chance… 
to… that´s the worst part because we don´t even have a chance to make it up to him, we don´t have 
a chance to explain ourselves and we don´t have a chance to create a service recovery. So 
obviously, we wanna talk to our guests and that´s… I think that´s one way that works here is 
creating dialogue, talk to our guests and then just gain their confidentiality and be on a different 
level where they feel they can tell things. Because a lot of complaints is not… I think a lot of 
complaints we don´t hear of because minor things and a lot of people don´t care you know, it´s like 
it´s a small thing, but… So, I don´t know, but I think the dialogue part with our guests, whenever 
we can… sometimes I´m walking through the restaurant and talk to the guests, and whenever we 
have the time we try to catch them and just ask. But that´s, that´s part of the whole service thing as 
well, it´s not just to encourage people to complain but it´s also… half of our guests, they wanna go 
in to the city in the daytime but they don´t really know where to go. They think they know a few 
things, and they don´t wanna ask us. And the minute I ask them “what are you doing today”, a lot of 
them say “well, I don´t know, we´re thinking about going to this museum”. And then we are already 
having a dialogue, so I mean in terms of service and the whole thing… that´s a huge, I mean talking 
to a guest is just, that´s what we have to do. That´s the essence of it all, knowing our guest. We can 
only know them by interacting with them and talking to them, so. 
 
 
9. Iryna: Yeah, true. But then maybe we, maybe you could elaborate also a little bit more on 
what do you do or maybe you could describe the way you try to solve the issue on spot inside 
the hotel and how the problem is for example followed up.  
 
Kuno: Eh… As I said earlier, we encourage the outlets to deal with service recovery directly. Eh… 
and… in order for that to work, we need to empower our staff. They need to have the means and 
they need to know that we are also onboard with them, no matter what they do. So of course 
empowerment of staff is an important factor, they need to know that they can take a decision. The 
need to know that they can give the guest a 2000 kr. of champagne, if that´s what´s needed. We 
need to have confidence in that they are, they can take the proper decision and somehow measure 
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the scale of what´s needed. But we also need to back them up even though we might not feel that 
that was the right decision to do. I don’t think that´s so important. I don´t think the size of the 
recovery is as important as them knowing that we support it. I don´t, I would hate for them to be 
afraid of doing service recovery because one time they gave expensive champagne and then they 
were almost… then there was a huge problem afterwards where they had to like defend what 
happened. If you create a culture like that, then you´ll definitely see less of these service recoveries. 
 
Kristina: And that does happen. 
 
Kuno: It happens a lot, it happens a lot. And… so, you… I think if you look at the big pictures, 
service recovery is usually always worth the money. In some way, it is. And I think that… that, I 
think it´s more important that you have capable staff who can do that, whereas comparing these 
prices then we´re really looking at micro management: “oh it´s 700, but you know he only spent 
800…”. You know that´s, I don´t think, I think it´s more important that we have staff who is not 
afraid to do things like that because it´s just so nice to meet staff who is empowered. We all love it. 
I hate going to a place where then I´m like “oh I don´t like this” and “oh you know what, I just have 
to talk to my manager…” and then she talks to the manager and he comes out and says “oh you 
know what, I need to call the head of the department because…”. You know, it´s just ridiculous, 
and you know what, it´s just a small thing and most people go “you know what, I didn´t even intend 
for all this to happen and now I´ve created this large chain of events where you´re contacting four 
people; it´s getting even more embarrassing for me now”. So, we all want it just to do deal with it as 
swift as possible. And so, empowering our staff and making them feel comfortable and back them 
up. Don´t ever beat them down on doing a wrong thing because that´s gonna destroy more than 
we´re actually gonna help. And those crowns on the bottom line is just nothing compared to the 
positivity we can get from just dealing with things. And, sometimes it might be a too large 
compensation but the worst thing that can happen is they are getting more happy and for us it´s… 
obviously everything within limits, but you know it´s usually smaller money for us, compared to us, 
compared to the guests. And they´re talking to their network and we all know the mouth-to-mouth 
and so forth, so empowerment of the staff and letting them know that they can deal with it as swift 
as possible at the outlets, and then I think doing a follow-up is just… follow-ups is always super 
cool because that just shows that you´re not only, you´re not afraid and you´re really engaging this 
head on and you´re totally blunt about what happened. And honestly, the times I´ve experienced 
these things I always go “oh! That´s pretty cool you know, not only did they compensate me, now 
they´re asking me ‘is everything okay, because we know this and this happened and we just wanna 
make sure that everything is fine’”. That´s really not only compensating but that´s also taking the 
next step and going “is everything okay now because we´re really sorry about what happened”. And 
I think that is a… that´s a really, that´s a step that also… I think it shows a little bit of guts but it 
also shows integrity and it shows that you´re not hiding about it and you´re really willing to 
acknowledge the fact that this happened on an extra level, which I think is something that we are 
trying to be better at. Eh… we´re doing it, but we… I always want us to be better. So I want us to 
do it more because I think it´s, I think it´s a really cool thing and it really shows that you´re having 
the excess amount of energy to do a little thing like that. That shows… we call it “overskud” in 
Denmark, but that you´re having the extra energy and the extra… you´re willing to do the extra 
effort and more than was actually expected. And that´s what it´s all about in the end, we wanna do 
more than what´s expected at the end of the day. 
 
 

Theme 3 – Employee involvement 
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10. Kristina: Cool. For the last theme of questions for today, we´re going to focus especially on 
employees and that is something that you already mentioned now by yourself. /…/ Well, eh… 
front-line employees often stand out as particularly important when it comes to service 
recovery, I guess it makes a lot of sense because they are in the front. We just wanted to ask 
about your opinion of the relationship between them specifically and the brand of this hotel, 
how you see that relationship so to speak. I know it´s abstract, but. Again, in the context of 
service recovery. 

Kuno: Eh… 

Kristina: It could be for example like, what is your opinion about them as brand 
ambassadors, living the brand or delivering the brand to customers? 

Kuno: Eh… I´m not sure I understand your question totally. Eh… what do you mean? 

Kristina: Like in general, if you look upon this group of people as they´re standing there in 
the reception or maybe cause that´s where they usually are. Do you ever talk to them about 
their role when it comes to delivering the brand, so to speak? What they are when it comes to 
Nimb, as ambassadors of Nimb and not just any hotel in Copenhagen? 

Kuno: Yes. I think… we are… we are doing… whenever our guests, whenever we are having an 
employee that starts, actually they´re undergoing, they´re undergoing a small course.  

Kristina: Yeah, okay? 

Kuno: This course is actually provided by Tivoli. I don´t know if you know but Tivoli is owning 
this, they own this hotel.  

Kristina: I have heard about that course, I think, before. 

Kuno: But we have a Tivoli School… 

Kristina: Yeah, the Tivoli School. 

Kuno: … where people are being… are getting a three-days course in history and… well, the 
history has built our brand, so. More than in a lot of other places, this place has been built by 
history, our brand is built by our history. That´s our legacy here. So, they´re getting an introduction 
to the brand and the history behind it. And… and obviously, I would say that at any job interview, 
to, in order to… in order to tell people what we expect and what they get, that is definitely also a 
point we come in to, because it is important that our brand that our employees knows our brand and 
I think they should… I also think it´s important that they like the brand. And… I mean otherwise, 
they would have, they should work somewhere else. So of course it´s important that they know the 
brand, they know what we stand for, they know our expectations and to a certain extent we also 
inform them of what our customer expects because we know that of course after being in business 
for many years. So, I would say that the training part of the staff of course needs to be, a part of that 
needs to be where we address our brand. Eh… and our history and what we stand for and what we 
expect. So I think it´s, I think it is important and it is something we are very focused on. 

/…/  
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11. Iryna: Alright then. The next question is yeah, what is the hotel’s philosophy on front-line 
employees when it comes to their comments or ideas about complaint handling or customer 
dissatisfaction or service recovery in general?  

Kuno: I think that we are taking it very seriously. We of course have a small team here so we are in 
a very close dialogue, we are just a few guys working downstairs, so. But, I think any hotel should 
take it very seriously. I mean, the front-line staff is the one who knows the customer, they know 
them best. So, of course their input on how to perform the service recovery and to a certain extent 
maybe also the scale of the service recovery is very important because they are the one who knows. 
So I think it´s very important for us to hear their point of view on this… I think it would be strange 
if someone was sitting up on the third floor dealing designing how service recovery should be 
handled and what should be done. I mean, obviously, obviously we are… the parameters within we 
are working are set, of course. I mean… I don´t know if it´s necessarily but we have a rough frame 
set that we don´t give out, I mean there are limits of course, but honestly the front-line staff they 
know the guest and I think they are the one who has the finger on the pulse and know what´s going 
on, so it´s very important to have a dialogue with them and create again an atmosphere where they 
can outer themselves and talk to us and let us know what´s going on and being listened to as well. 
And also there is, again as I told you before, there is no… there´s no repercussions to doing a 
mistake in this area because we want people to work freely in this environment, to create an 
environment where people feel that they can take a decision of “I pay the taxi for this guy” or… I 
mean, whatever happens if there is a mistake, we´ll pay the taxi to the airport or whatever he feels is 
necessary to give us a happy guest. 

12. Kristina: Eh /…/ But the next one is a little bit tricky. About empowerment, about the 
decision-making from the employees´ side, I mean what is the hotel´s take on the right of 
making a decision but also the boundaries? Do you see what I mean? For example, the taxi to 
the airport. Could there perhaps sometimes also be some boundaries of when it comes to what 
the employee can do and can´t do?  

Kuno: I would that… we often, I would say that there´s always boundaries, I mean the world works 
within boundaries and we have boundaries as well. Obviously, obviously there are limitations to the 
extent of things we will give out. Eh… we are, we hope to create employees who has a common 
sense and can work within that… I know common sense is not that common but we are still trying 
to create staff who can put things up with reality. So, I would say that we often have a dialogue 
on… If we´re doing larger service recoveries, we usually have a dialogue on how was it done. And 
we´ve had things where we would go “ah, that was a very kind gesture, honestly”. But that´s it, I 
mean, nothing else. We would probably say, I would say that I think that was a bit over the top, 
compensating for example 50 percent of the room night because the TV didn´t work because they 
didn´t call us. So… but, we don’t punish anyone again, we don´t wanna create an environment 
where people is afraid. I´d rather they do it and give them too much than we´re having a negative 
review on TripAdvisor or we´re having an unsatisfied guest. I think it´s better that… and also, in 
order to create an environment where people are not afraid to do it. You have to be able to accept 
mistakes, but we usually talk about it and we, usually when we´re having meetings we would 
probably say “Okay, I think that might be a bit too much, but then again I wasn’t the one dealing 
with the guest”. So I mean, sometimes you´re having a guest where… where that might be the size 
we´re talking for that guest because this was… again, service recovery is so difficult because they 
have to be aimed at what the guest feels he´s lost. And if you love TV and you´re spending 90 
percent in your room watching TV, obviously if you don´t have a TV it´s a huge loss. If you´re with 
your girlfriend and you´re walking around in museums all day and in nighttime you don´t watch 
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TV, then I don´t think you should have the same level of compensation because it´s just a small… 
and you probably don´t want it either. So, first of all you can´t make, you can´t create a guidebook 
on how much did you give. I mean, I´ve been working for companies who have… if the swimming 
pool didn´t work, you come and say it´s 100 dollars a day, if the TV doesn´t work 50 dollars a day 
until it´s repaired, ff the air condition doesn´t work, 55 dollars a day until it´s repaired, and so forth. 
And then, I think it´s a good, it´s a good indicator on what level we´re talking here but it´s not really 
a super good tool for… because the guest has different, they see, we evaluate things differently. 

Kristina: So I guess you´re not working with these materialistic money lists… 

Kuno: No, we don´t. 

Kristina: … or giving out a specific sum of money to each employee that they can distribute 
for mistakes? 

Kuno: No we don´t, because… 

Kristina: Because some companies choose to do it that way, and… 

Kuno: The thing is, if you´re a large company with 10.000 employees, it´s a different story. There 
are more, there is of course, I can acknowledge that there is a need to create some sort of a 
guidelines. And if you´re having like, like an airline company SAS who maybe globally has 10.000 
frontline staffs, it´s difficult to have a laissez faire attitude and say “hey you know what, make an 
evaluation on it and decide”. You know, I do understand there´s a need to make a book of rules, a 
set of rules on how to compensate, but in our lines of business… I mean I can only talk for our 
perspective here. For us, we really have to acknowledge that all our guests are different and the loss 
of a TV to someone is a disaster and giving them 50 dollars a night is a joke, whereas other people 
they don´t even want anything, they come down and say “you know what, the TV doesn´t work but 
I´m checking out on Thursday so you can fix it then”. And then, hey you know, I´m fine. I put up a 
bottle of red wine in the evening and say “I´m sorry about the TV” and then he didn´t even expect 
that. He´ll go “oh, wow, thank you”. So, and other times we´re having a TV doesn´t work, we´re 
talking 50 percent of the room rate because it´s a grave grave thing that´s needed in the room to this 
guest. So so… I mean, that´s why it´s difficult, that´s why it´s tricky, but that´s what we are 
upgrading on it so we are trying obviously. I think compensation should be measured after the level 
of what you feel that you have been, what you´ve lost and how important it is to you. So it´s 
difficult to just… so we´re taking things from time to time and we see that… we´re taking things at 
the time and we let the best one to decide. Honestly, the best one to decide how important this thing 
is, is the front-line staff. So, they´re designing to a certain extent. Sometimes we´ve got complicated 
matters and they will be discussed within the department of course. And… often if they´re very 
complicated then… sometimes compensation is not even possible at the very day because it´s a 
larger case. And then it would be, probably also because the agent is involved, their communication 
and obviously then we´re talking larger compensations and also who´s fault is it. Eh… then it´ll 
take time and then we will talk about it. But otherwise, front-line staff they know the guest the best 
and they will decide the level of compensation more or less, within reason. We hope we develop 
employees that has the means to know what spectra they can. We don´t, honestly we haven´t said 
that we, nothing has been written down in where you can… we haven´t written anything down. We 
really hope that people, and it worked so far. I mean, people has a common sense and they know 
within reason what spectra they can operate within so… I think it works okay. 

13.  Iryna: Eh… and you´ve also mentioned a three-day course in Tivoli Gardens for your 
employees, with regards to teaching. But may you can also provide us with, if you have, 
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maybe one or two examples about the ways you teach and inspire your employees to, well 
basically to teach them about the brand. Maybe there could be some events or..? 

Kuno: I would say… I would say that the brand… we´re not too focused about the brand. We 
acknowledge that we have a brand but I would say the brand… the brand is nothing without the 
proper service and the proper qualities to back it up. So I would say the course itself, the brand is a 
part of it, but I think what´s more important and what we use more energy on is the service level. 
For us, that´s important and the service is our brand. If we can perform the service, if we can, if we 
can be outstanding at all levels, the brand will build itself I think. So rather than we building and 
promoting a brand, I´d rather promote the qualities that will promote our brand. Do you understand 
what I mean? The other way around. I feel, I think that´s the right way to do it because I wanna 
create this brand that people are just think focused on the brand and we have this brand. This is an 
enormous brand, fantastic. I mean, it´s only a brand because we are delivering outstanding product. 
So I think that´s more important than doing a long three-day course on the brand. The brand they 
should know about, and they need to know more importantly what´s expected and so so… we use 
more time in service because service is the essence for us and we´re doing more time than that. And 
the higher service level, if we can exceed and be excellent in these areas, that will build our brand 
and that´s, I think that´s how the circle goes. So, I would say branding and imprinting the brand in 
their minds is not as important as letting them know why we are a brand. I think that´s more 
interesting. The brand is a thing we see. And it´s important, brand is everything nowadays. But in 
terms of educating our staff, the brand doesn´t, they´re not buying Nimb. They need to know why 
we are a brand. Why are we a brand? That´s the interesting question actually. The reason we are a 
brand is because we are doing this, this and this and that´s what we want you to do. And if you do 
that, we will remain a brand and we will build an even stronger brand. So so… they need to know 
the brand and our history and so forth of course, but more importantly is they needs to know why, 
why we are. 

Iryna: That´s very interesting, eh… 

Kristina: Yeah, that was a bit of a different answer I think. 

Kuno: I know, because… 

Kristina: …because you see it the other way around and I…  

Kuno: I think a lot of… 

Kristina: … I really understand what you mean by that because it´s not just about selling 
your own brand to the employees so to speak.  

Kuno: No, it´s not. It´s also because you see a lot of chains - if you talk to Marriot, Radisson - 
branding is huge. And branding is huge because branding is brilliant because if you have a brand, 
people, the customer will… accept. Well, there´s a lot of, I´m sure you know, but there´s a lot of 
advantages in having a brand you know. Brand loyalty and all these things. But but but… I think to 
the staff, it´s more important to know why and why are we a brand. So for the staff part, I would say 
the circle goes the other way around. If you, I´d rather instruct them in we want you to perform like 
this, we need to be at this level. If you are consistent and if you are performing, then we will create 
the brand we have. And that´s how it goes, our brand didn´t, we didn´t just invent our brand. We 
came up with the brand but the brand was developed by staff who did exceptional things. And I 
think that´s the way we need to go and that might be us. I don´t know, but we´re not, we´re not a 
huge global brand, we are Nimb, a little single hotel with 17 rooms, so that might be our take on it. 
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But we, we have a brand in Denmark but we´ve created the brand not by branding but by delivering. 
And I think that´s more importantly actually.  

Iryna: That´s interesting as well. 

Kristina: Yeah, it is.  

Iryna: It works. 

Kristina: I really think so too. 

Iryna: Yeah. 

/…/ 

 

 

Appendix 5 - Transcriptions of potential customer interviews 
 

Date: 8th March 2016 
Interview with: Sara 
Timeline: 36:00 
 

Sara - potential customer participant 1 
 

/…/ Introduction to the interview 

 

Theme 1 
 

Kristina: Okay, so the first statement, I´m just gonna read them through and then you can see 
where you fit in on the scale and just tell me a little bit about why, why you agree or why you 
disagree. And the first statement is: “if I receive what I believe is to be a fair recovery for the 
error, I would speak positively of the hotel afterwards”. 

Sara: Yeah, I strongly agree. 

Kristina: You strongly agree. And an error here could be then something that matters to you 
of course and something that goes wrong when you´re in the hotel. 

Sara: Yes. I really appreciate if… I can understand if there´s an error and I appreciate if it is fixed 
accordingly. And it actually improves my view of the hotel, it would. I would say it like that. 

Kristina: Okay. As we have also studied positive word-of-mouth a lot during Service 
Management here at CBS, would you say that you are a person who practices positive word-
of-mouth when you´ve been to a hotel? 

Sara: Yeah, I think, yeah. That fits. 
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/…/ 

Kristina: And also if we turn it around, negative word-of-mouth, if you would… something 
would happen and you don´t get what you think is a fair recovery. 

Sara: Yeah, I would probably, at least in my network, I would probably talk about it, yes. Yes, I 
would. It would, I would say I wouldn´t recommend people to go there because, yeah… I think I 
would approach it like that. 

Kristina: You would approach it like that, okay. For the next statement, we were wondering if 
you would agree or disagree with what level of dissatisfaction you would have and here we 
asked: “my dissatisfaction would be stronger if I knew that the hotel could have prevented the 
error, than if I knew that they couldn´t”. So it´s got to do with prevention and how you look at 
that. 

Sara: Yeah. Yeah, I would be more disappointed if I knew that if it was an incident, if it mattered to 
me and it was an incident that could have been prevented with just like providing a service you´re 
paying for, do you understand? Yeah, so I would be more disappointed – yes – if I knew that it was 
an easy fix. Well, easy prevention. 

Kristina: Do you have anything that you remember or any example from a hotel visit? 

Sara: Not from the hotel… no, not from a hotel, just in general from a service perspective, yes, from 
a company. Do you want an example of that? 

Kristina: Yeah, of course only if you have one.  

Sara: Eh let´s see… I don´t have anything, in the top of my mind, but I will let you know if I will 
think of something while we´re talking. But I just know that, if there´s an incident – an error that 
could have been prevented with just doing your job, doing what´s expected of you according to the 
hotel and the stars and the things you are paying for – then yes, I would be more disappointed than 
if it was just an honest mistake or something like that. 

Kristina: Oh yeah, okay.  

Sara: And I´m seeing it, yeah.  

/…/ 

Kristina: And the next one has been tricky for some participants. Here we were stating: “I 
would prefer the hotel to document the error for quality improvement purposes”. So basically 
we were wondering if it matters to you if what you´re saying – your complaint, what you´re 
voicing – is documented in the reception. 

Sara: Yeah. It, that… actually I have a strong view of that. Yeah, based from… it´s a part of what 
I´m writing. No, it´s a part, it´s a part from my experience in services. I believe that it is, it should 
and it does matter for the customer and it would matter to me that my information – if I´m taking 
the time and giving the time to complain and tell you about “this could be done better”, then I 
would like to know that it would be used for quality purposes. To improve the services, to improve 
the processes. 

Kristina: Yeah. 

Sara: So yeah, I would appreciate it.  
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Kristina: Okay, so you had a pretty strong… 

Sara: Yeah, I would… this is how I would provide the service and that, this is how I expect the… I 
expect the same when I´m a customer, not a service provider, yeah. 

Kristina: And do you think that it´s important that the yonly keep the documentation for 
themselves or would you also like to get something in your hand? 

Sara: I´m not sure if it matters that if you.. and if it´s relevant for the customer to be involved in the 
quality process in the improvement, but I think it should be at the point when you are complaining 
you should be told “yes, I´m going to write this down”. It should be visible, like “I´m going to take 
this by the moment”, maybe read it over and say “okay I´m going to send this to our database and 
this will be used to improve”. So for me, that is a part of a good service. 

Kristina: Aha, so is it more about them telling you that “this is what we´re going to do”? 

Sara: Yes, be valued; “your opinion values, it is valued”. Yeah. 

Kristina: Aha, okay. Could I ask you where on this scale that you, which box you belong to? 

Sara: It would be “strongly agree”, yeah.  

/…/ 

 

Theme 2 
 

Kristina: Alright, and now we´re moving over to the price, so again we´re focusing especially 
on 4- and 5-star hotels and this is why we also wanted to include price, because you know 
obviously it costs more to go there than to go to a hostel, for example. So we were wondering: 
“the more expensive the hotel is, the more recovery I would expect to get for errors in 
general”. If this matters for you and what your opinion is.  

Sara: I… I would say yeah “agree”, not “strongly agree”, but “agree”. I don´t think that… if you´re 
talking about the compensation itself, if it should be bigger? 

Kristina: Exactly. 

Sara: Not necessarily, I wouldn´t expect in any case… something, like price per se, unless maybe 
upgrade and I think an upgrade - it doesn´t matter if you´re in a hostel and if you can upgrade there, 
it´s an upgrade. So, maybe in a way you would expect to get a better upgrade in a more expensive 
hotel, but it´s kind of the same though; it´s an upgrade if you´re in a hostel versus a 4-star hotel. So 
I kind of agree, I wouldn´t expect more, of course a little bit… a little bit more. But I don´t know 
how to explain it. It would be more because it´s a better hotel, but it would be the same 
compensation, like if I… like, yeah. And upgrade is something I would just assume would be… if 
you want to do something to like fix an error that was made towards the customer. I would, my 
rational thinking is saying that it would be an upgrade to a better hotel room rather than a package 
or something like that, or a discount, I don´t know. 

Kristina: And apart from the materialistic side of it - if you get more so to speak – apart from 
that, would you have any higher expectations for the rest of it, like how you get approached or 
how they treat this complaint? 
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Sara: Actually no, no, no. I would say that it should be the same.  

Kristina: Yeah? 

Sara: It doesn´t matter, so maybe… so maybe if I look at it that way then it´s more like I disagree, 
because I think it should be the same. I think it should, it doesn´t matter where you are, like… I´m 
puzzled, I´m not sure. I think so, I think that´s my opinion. 

Kristina: There are no right and wrong answers in here at all. 

Sara: No, I´m just thinking I´m trying to be like… I´m somewhere in between, if you can have 
that… it depends, it depends on the circumstances, but I always, I would expect good service even 
though if I´m paying a little bit less. I think that´s something that should be, maybe less - maybe not 
as many factors of service - but in general service, the attitude should be the same. So, yeah. 

Kristina: Did you say…? 

Sara: I´m just thinking… I wish I could do both, agree and disagree, it´s so… yeah, just yeah. Well, 
I have opinions though, but have it there. And maybe it´s better for us.  

Kristina: Okay, and the next statement is about complaining, basically your willingness to 
complain. And here we were stating: “I would avoid complaining about the error if I was in 
doubt about the hotel´s capability of dealing with complaints”. So we were just wondering, 
based on your feeling of how the employees are or how the environment is in the hotel, could 
you ever be in doubt about complaining? 

Sara: Yeah, if I knew it would be a lost case and it wouldn´t matter, then I… I think I wouldn´t use 
my energy, I would just try to… I would probably go and not come back, if that was the case. So 
yes, I think I would… it would reduce my willingness to complain if I knew it wouldn´t be or they 
couldn´t or wouldn´t care about it, yes then… yeah, in a way, yeah. 

Kristina: In a way, okay. And this sounds like, which one would you like to pick, from 
strongly to strongly? 

Sara: Just “agree”, yeah, because it´s… 

Kristina: Do you have any experience of… of this from when you go to a hotel that you have 
felt like there´s something that you would like to say or mention? 

Sara: I have to think, it´s been a while since my last visit to a hotel. Actually, I´ve been quite lucky, 
I´ve been not having a lot of troubles when I´m staying at hotels. Eh… no, I don´t have any 
examples for you, it´s just something I think and I know how I am, just generally regarding service 
at a hotel or somewhere else I think, yeah. 

Kristina: Yeah, cool. And in the next one, we were wondering if you feel like the hotel´s 
approach to the error was below your expectations, would you then consider not going back 
to the same hotel again? 

Sara: Yes. Yeah. 

Kristina: Consider? 

Sara: Consider? I would say ”agree”, yeah.  
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Kristina: Yeah, we didn´t wanna use the word “never” because then maybe people would say 
“yeah but if my workplace would go there or if my mom would pay for the trip, I would do 
it”, so the consideration is just about how you would look at it, and… 

Sara: Yeah, I think I would try to avoid it, to go there again. But of course I wouldn´t say never, 
because… yeah. So I would avoid it, I´m not sure. 

Kristina: So to go back to the approach, the approach from the hotel to you as a – as in 
general – if it could affect you to not going back there again – does it matter very much to you 
how you are approached by employees and so on when you stay at a hotel? 

Sara: Yes yes yes, of course, it does. Yeah, it matters that they are service-minded and that you can 
feel that you´re appreciated and stuff like that, yeah. So it does matter for me. 

Kristina: Where should I…? 

Sara: I would say “strongly agree”, I think.  

 

Theme 3 
 

Kristina: Okay. And the next one is a little bit similar, here we are thinking especially about 
the employees in the hotel and the statement is: “if I would experience lack of empathy from 
the hotel employees, it would have a negative impact on my view of the hotel brand”, for 
example Tivoli Hotel, Ritz-Carlton. So we were just wondering if you see… like when you 
think about a hotel experience, if you see a connection between the employees and the brand. 

Sara: Not if it´s just one employee. If it would be a general culture of bad service, then it would 
affect the brand for me. Maybe it would make it go up a little bit if would be a really nice hotel, but 
it would yes – it would affect the brand – but if it´s just one employee having a bad day or 
something like that, it would probably… I would, I think I would know, I would see that “okay, this 
is an incident – what to say, yeah it´s a one-time scenario maybe” or something like that. Then it 
wouldn’t affect me that much; one bad employee wouldn´t affect me, no. So, but if it was a general 
cultural thing, then obviously something wasn´t working there – people were not happy in general 
and something – yeah, then it would… if employees wouldn´t, yeah if… can I, can you use that? 

Kristina: Yeah, definitely.  

Sara: Does it fit, is is…? 

Kristina: You choose.  

/…/ 

Sara: I would say “disagree”… well, “uncertain”.  

Kristina: Uncertain, yeah. Cause as you said, it´s more about if it´s a general thing, right? 

Sara: Yeah, yeah. Yeah, I think it´s more the atmosphere, like… how, how people are, yeah. If 
everyone was unhappy working there, giving bad service, yes of course it would affect the brand 
name but I don´t think that is a common thing in a 4-, 5-star hotel. I would think it would be less 
likely. But… if it was just an… once incident, one employee, maybe almost quitting or had some 
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problems or something, yeah I would be aware that it wasn´t reflecting the attitude of the hotel at 
the brand name, so yeah. 

Kristina: Yeah, and this one has sort of created a lot of different types of answers from 
people. So… like you´re saying here, it´s more about it´s only one and it´s not necessarily 
connected to the brand, but if there´s many of them then it starts to become a thing. 

Sara: Yeah, then it´s more… and if the group - the group is of course the front-line is representing 
the hotel - so if the whole front-line is like having a sour face and a bad attitude, of course it would 
affect the brand name. 

Kristina: Ah yeah, okay. If we turn it around to… to the other outcome. If it´s a positive thing 
and if you feel like the employees are giving you a positive empathy so to speak, does that have 
anything to do with the brand of the hotel for you? 

Sara: Yeah, yeah it… more probably more than the opposite. And it would be in the way that 
maybe, maybe one employee can give more positive feeling towards the brand, I think. If there´s 
one like super-employee giving a super-service, I think it probably would affect me more. Just, 
yeah, it would affect my feeling more if it was a positive than if it was a negative. 

Kristina: Right, well that´s pretty interesting.  

Sara: Yeah. 

Kristina: It could be more on the other positive side than the negative side. 

Sara: Yeah actually, because it´s a different way of connecting to a customer, like… like if it would 
be a bad service provider, or employee - in a bad mood and giving a bad service - I think I would 
try to isolate the case in my mind. It´s like “okay”. It wouldn´t, I wouldn´t take it with me maybe. If 
there was someone else who were improving his work, like if someone would step in and say “hey, 
sorry about that, how can I help you?”, that would be… yeah, so it´s easier to fix that, but if there´s 
a one really good service provider, I think that would be enough to just “yes, this is a great place”. I 
don´t know why, it probably affects me more with the good energy than the bad energy, yeah. 

Kristina: Right, I see what you mean. 

Sara: Yeah. 

Kristina: Then for the last two statements, we are also thinking especially about the 
employees, and in the first one the statement is: “I would want the employee that I contact 
about the error to have the ability to solve the problem on spot”. So this could be for example 
if you go to the reception to speak up about something and if it matters to you whether this 
person has the ability to fix a solution.  

Sara: It matters, but it is not crucial for me. It would be how he would then like, because he´s a 
contact person, if he would say “okay I cannot fix this, I´m going to take this to my… to the other 
department or something or to my boss, and I´ll contact you when you come back from your tour” 
or something “just come here and talk to me”. If it would be, if he would be taking charge of giving 
you the solution. If he wouldn´t just hand it over and just “it doesn´t matter to me now”, if I could 
feel that even if he couldn´t solve it, he would still take the responsibility of finishing it, like just 
getting the right answer and taking it back. I would, yeah in that way it matters. But it doesn´t 
matter if he has all of the answers, it doesn´t matter to me, just if he solves it.  
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Kristina: Right, I see what you mean. That´s yeah, that´s a very clear answer. And from the 
scale, where would you be… ? 

Sara: Yeah I would say probably then “disagree”. Yeah, that it´s not important that he has the 
ability to have all the answers, no. It´s more about how he, how he process it. 

Kristina: Okay, alright. Yeah, I see what you mean. And the last one is basically the summary 
of your hotel experience and if you would summarize the approach from the hotel employees 
as dissatisfying – however you define that – would you then be inclined to write a negative 
hotel review? So we´re basically thinking, would you consider writing a negative hotel review? 

Sara: Yeah I would consider it, I´m not sure I would do it but I would consider it. But I´m not sure 
if I would use my energy… I´m not advanced in that way of giving reviews, it´s more with my 
personal network, but my reviews would go out to them. But it´s not a habit of mine to go in and do 
a review, unless maybe if I get an e-mail “please, could you give us a review”, like if there´s a 
reminder or something that drags you in to it, I would probably do it because… but, I think I 
wouldn´t like find it with myself to go in to their site and do a review or to Hotels.com or wherever. 
I´m not sure I would do it from my own origin, if you know what I mean. It would be if someone 
would ask me to do it. 

Kristina: I see what you mean. When these hotels send out e-mails like that, after you´ve been 
there, what do you think about that, when they send you a questionnaire or some kind of 
reminder? 

Sara: If it´s, I understand it, I feel it´s valuable. And it´s because I use reviews myself, I think it´s 
helpful. So if there´s some encouragement of doing a review, I understand it and I appreciate it, that 
they do value your review of your stay and I would do it, but I probably would not find the time to 
do it unless I´m asked. So, yeah, so… does that answer your question? 

Kristina: Definitely. Can I also just ask you if you ever go out to write any positive/negative 
hotel reviews online? If this is something that you ever do? 

Sara: To write a review? Yes, I´ve done it a few times, yes.  

Kristina: Oh, you have, okay. 

Sara: Basic reviews, I try to have it short. It´s not my favorite thing to do, so… I… it´s kind of 
maybe, it´s kind of I´m trying to be more… better at it, because I do appreciate to use it but I´m not 
really like… I could do better in giving reviews, so.  

Kristina: Okay, alright. And then I just need to know which one we should pick for the last 
statement, about the consideration of writing a negative hotel review? 

Sara: I probably would say “disagree” then, because it´s not, you´re not… yeah, because it sounds 
like you´re asking if I would take it up on my, like…  

Kristina: Your own initiative. 

Sara: Yeah, that was the word I was looking for, yeah. 

Kristina: Yeah, I can… basically, we´ve noticed from research that the threat of reviews – 
negative reviews – is always there in the background, basically. So this is why we also want to 
include this to see what kind of willingness do people have to go out and write something 
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negative and then we can also tell the hotels if there´s a high tendency of doing it or a low 
tendency of doing it, so to speak. So then they will know. 

Sara: They can use that, I think. 

Kristina: I hope so, definitely. Well, as just a very last general question that we also asked 
everyone else – if there is something else outside of these statements that you have thought 
about when it comes to service recovery in hotels or something that you think should be 
improved, for example, then feel free to mention it. 

Sara: No, I don´t have… not anything, unless what I said about the questions. There´s nothing 
specific I can think of. No, I don´t have any, sorry. 

Kristina: No. That´s completely fine, just to see if there´s something that maybe is not covered 
in the statements.  

Sara: I will send you a line if I´ll think of something, but I don´t have anything for now.  

Kristina: Oh, you don´t have to. That´s outside, so it´s just like extra information. 

Sara: Actually no… I don´t know, maybe… I don´t know if hotels have it, but a customer database 
like… I think about sometimes do they, if you´re a frequent customer – if you come again like – do 
they have information like a notepad or something that when they put in your name and social 
security number or something like that, do they get the information? Like how it was the last time 
or… was there something you said or something like they could use, because I have seen… many 
years ago I was working in a company, and they had, they had… what do you call? The system… 

/…/ 

Sara: … yeah, that… in the company system - the main system we used to keep information about 
customers - we had a little section where we could just write like “he called, he was really 
dissatisfied about this and this and this is what I did and said”. So it was kind of a communication 
textbox or something and I know it´s also used in the bank, so I´m just… just to cover like if you´re 
not always meeting up with the same service provider – like a front-line person - then they could 
know what has been going on and maybe more give you a sense of like “yeah, they know me a little 
bit”.  

Kristina: Ah, yeah. 

Sara: I don´t know if it´s common in hotels because probably people are not going often at the same 
place, more if it´s… yeah if it´s a hotel you´re always frequently going to if you´re travelling for 
your company or something like that, if it´s a business trip. So, but I don´t know if it´s…  if they 
use that. It would be an interesting approach, to give me a more personal feeling maybe – I don’t 
know.  

Kristina: Alright, okay, basically some kind of documentation of what you did last time or 
what you said last time perhaps.  

Sara: Yeah, I had a… at a beauty salon I went to also a few years ago, she just had an old-fashioned 
folder, like… and she wrote down so when I came maybe two months later – I didn´t go frequently 
– she remembered like, she probably read through before I came. And she had written down that/…/ 
what I did at school, where I was working, so she could ask me like “Hi, /…/ What about..? How 
are you doing with work?” and… so that´s on a really personal note of course, but I think it can be 
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adapted to use as a little bit personal. It was a nice, you get a nice feeling if you can feel that “hey 
they know me, they appreciate me”. So maybe that. That´s, yeah, I have that. 

Kristina: You have that. Okay, cool. Well, thank you so much for that answer. That was 
great, that was a lot of extra information, I think. And… yeah thanks, thanks for everything.  

/…/ 

 

 

Date: 3rd March 2016 
Interview with: Anna 
Timeline: 00:13 
 
Anna - potential customer participant 2 
 

/…/ Introduction to the interview 

 
Theme 1 
 
Iryna:  So the first statement would be: if I receive what I believe is to be a fair recovery for 
the error, I would speak positively of the hotel afterwards. Here “speak positively” could 
mean online positive word of mouth or you just could say something positive about the hotel 
to your friends or family, or yeah, any relatives.   
 
Anna: yeah, I agree with that. Because yeah, once you received a good fair enough recovery for the 
failure, where you actually feel good about the service afterwards, in a way sometimes like, even 
better if it didn't happen because that like close interaction with the service. And yeah, I would most 
possibly speak positively about it afterwards. Of course probably depends like, what kind of failure 
it was. But if it’s like fair enough recovery, most possibly I would speak positively.  
 
Iryna: All right. Next statement is: my dissatisfaction would be stronger if I knew that the 
hotel could have prevented the error, then if I knew that they could not. So here we mean that 
basically if you think, or if you believe, that the hotel was in control, you know, of something 
and then the hotel basically did not prevent the failure from happening and you experienced 
it. So you think it's the hotel the one to blame so to speak… 
 
Anna: Yeah.  
 
Iryna: …You know, then your dissatisfaction would basically be stronger.  
Anna: Em… I don't think I really agree with this. Because I think my dissatisfaction or satisfaction 
would more depend on the recovery process and how… yeah, how nice and good the service would 
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be to recover. But I would not say that much if the hotel could not have prevented it before or not. It 
would be more about the afterwards process. /…/ 
 
Iryna: Alright. Then I would prefer the hotel to document the error for quality improvement 
purposes. So this means, for example, if you come up to reception and you complain about 
something. Would you like the employee to, you know, document everything or… yeah, does 
it matter to you at all? 
 
Anna: well, I guess for sure, it would be good if they document it. But it would not matter that 
much to me, I guess. But then when you think about it, of course it's better to document it, then you 
can prevent some future mistakes again.  
 
Iryna: yeah, alright, so basically it depends on the severity of the problem or…? 
 
Anna: Yeah. I mean, I think at that moment when something go wrong… happens to you, you're 
more thinking about yourself in that moment, how is it going to be and how they're going to solve 
this. And you don't think that much about whether they documented it or whether they don’t. If you 
ask a question like this, it would be the correct thing to say “yes it'd be good to document it”. I think 
at that moment when I would be in that situation, I wouldn't think about it that much.  
 
 
Theme 2  
 
Iryna: So the more expensive the hotel is, the more recovery I would expect to get for errors 
in general. This is a pretty straightforward statement.  
 
Anna: Yeah. yeah of course. You always expect the more expensive it is, the more stars it has, you 
expect the better service. You know, and you have like, higher expectations. So it would have to be 
better recovery process and better service than, you know, for less expensive. 
 
Iryna: I would avoid complaining about the error, if I was in doubt about the hotel’s 
capability of dealing with complaints. So if you just… Here we mean “I was in doubt”, so we 
mean by saying this… If for example you… You don't know it for a fact but you, you know, 
you feel it, you sense it or even believe it, or you saw something that made you, you know, 
kind of doubt their capability of dealing with the failure.  
 
Anna: Yeah, if you probably would see that's the problem is something that maybe you see the 
others… other guests are experiencing as well. And you see that the hotel service is obviously not 
good. And you don't think that they would be able to do anything about it, I possibly would avoid 
complaining, I would be just like, disappointed. And not expecting from them maybe to correct it. 
 
Iryna: Right. If I would feel like the hotel's approach to the error was below my expectations, 
I would consider not going back to the same hotel again. And here again, “I would consider” 
is more.. You… you're not sure for a fact. Maybe there will be a, you know, just a situation 
where you have to go to this particular hotel. But you would be thinking like “ah, maybe, you 
know, I would not go to this hotel”. Like, it’s more about your feelings and perception… 
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Anna: Yeah. If I would feel that it's below my expectations… yeah, If I had the choice and most 
probably I would prefer to go somewhere else. But then it also depends from other circumstances. 
Because maybe they have some other service or facility that it's really good, better than others. And 
then maybe this error could like… Someone could be just like, forget about it. In a way it depends 
like on that. But that like, the service is bad and nothing else is like, as good, Then, definitely I 
would choose something else. If I had the choice.  
 
Theme 3 
 
Iryna: Right. If I would experience lack of empathy from the hotel employees, it would have a 
negative impact on my view of the hotel brand. So we mean that… We want to ask you if you 
connect employees to the overall brand. If you… if you connect their behaviour to the brand. 
You know. Or if you just think that employees is employees and the brand is… Your 
perception of the brand remains, you know, unchanged.  
 
Anna: Yeah…In my mind, for sure employees are part of the brand. And then I'm also thinking if 
there might be some errors, which are not dependent on employees. But then if employees are 
empathetic and nice, then I would still have positive image of this brand. So that definitely, like, the 
empathy of the staff would be a good thing for the brand.  
 
Iryna: Yeah. So and in the same manner, if you would experience a lack of empathy, then the 
perception of the brand would be decreased…? 
 
Anna: Yes, definitely, definitely. They can like, in the hotels it's a really important, life, staff. 
Because that's most that you are interacting with them.  
 
Iryna: Yeah. Yeah it's true. Alright. Then: I would want the employee that I contact about the 
error to have the ability to solve the problem on spot. So, for example, if you approach the 
reception area, and you can /…/ the receptionist about some kind of mistake that you have 
experienced. And would it matter for you if the employee for example, goes back to manager, 
you know, and ask the manager questions if she or he can do things for you? Or do you want 
the employee to take immediate action just hear on spot on without having asked anyone.  
 
Anna: Well, it probably depends on the problem but of course you want an immediate action. But 
then if it requires also talking to the manager or somebody else to solve the problem, it's not really a 
problem as long as it's like, that action is taken immediately. And that employee would like, 
immediately go and talk to the second person to solve that. Maybe, as long as you say the action is 
immediate in that way, it doesn't matter if he is the one solving it or somebody else but that /…/  
that the process is like starting.  
 
Iryna: So, in essence, what you mean is that you would want it to be… you would want the, 
let's say, you want someone to tackle… to start tackling the problem on spot, but it doesn't 
matter if it's the receptionist or… 
 
Anna: yeah, that you see that they actually are doing something about it. It might take longer in 
some cases, depends on a problem. Like, I understand that. But then as long as you see that they are 
actually care about solving this problem.  
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Iryna: All right. I would summarise the approach from the hotel employees as dissatisfying… 
Sorry, if I would summarise the approach from the hotel’s employees as dissatisfying, I would 
be inclined to write a negative hotel review. So “inclined” also, we mean you would think 
about it, you would consider writing a negative review of the hotel. 
 
Anna: Yes. I would consider that. I haven't done that for a fact before in my life. So, but it also like, 
depends on the situation of course. If it is like really dissatisfying and below my expectations, I 
would definitely be inclined to write the review. I can’t say for a fact if I would do that but if there’s 
some parts was going bad but then still there was a part of the service which was good, I might also 
not consider doing it. So just like, depends on the situation.  
 
Iryna: yeah, it’s very… I guess the whole service recovery topic so to speak, it's very context 
based. All right /…/. As a last question, I would just ask you if you have any comments, any 
ideas, anything that you would like to say about the topic, if you would like…? 
 
Anna: Yeah, I mean in all the service recovery and failures, it is that front line employees are really 
important. In a way that they show their interest to the problem and solving it and show the 
empathy. And I think that for me that would be the most important aspect even if I know that there 
is a problem that maybe it could have been prevented before. But if I see that there’s somebody that 
can take care of it, I would be like, feel much better about the brand and the service.  
 
Iryna: Yes, of course. Alright, thank you very much.  
 
Anna: No problem.    
 

 
 
 
Date: 3rd March 2016 
Interview with: Peter 
Timeline: 00:14 
 

Peter - potential customer participant 3 
 
/…/ Introduction to the interview 
 
Theme 1 
 
Iryna: So, all right. So the first statement is: “If I receive what I believe is to be a fair recovery 
for the error, I would speak positively of the hotel afterwards”. And here “speak positively“ 
we mean… you would either think about writing an online review, positive obviously, or you 
could just maybe recommend a hotel to your friends or family or people that you know. Yeah. 
And what is your stance on that statement?  
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Peter: I think I would speak positively about them because even though it's a four or five star hotel, 
everybody can make mistakes. So it's just based on how you recover from it. So if you recover 
positively and yeah, if you walk out happy then yeah, I would talk positively about them.  
 
Iryna: uh huh. OK. The next one is: my dissatisfaction would be stronger if I knew that the 
hotel could have prevented the error, than if I knew that they could not. So here we mean 
basically, when you're in a hotel and for example, mistake happened. But you know that it… 
That the hotel was in control of this thing that happened, you know in uh… For example, as 
opposed to like, weather factors or taxi drivers, you know. So yeah…  
 
Peter: Yeah I think I would be… yeah, my dissatisfaction would be stronger. Because I couldn't be 
dissatisfied if the… If it was because on natural causes or something. So if I knew it was the hotel's 
fault, I would be more dissatisfied. But then again if they would recover effectively then maybe 
they could… Yeah, I would be less dissatisfied if they did that. So yeah, I think I would be more 
dissatisfied, if that was their fault, they were in control.  
 
Iryna: alright. Then, I would prefer the hotel to document the error for quality improvement 
purposes. So here for example if you… If the mistake has happened -  you’ve experienced that 
and then you come up to reception. And then you voice your complaint. Would you like this 
person who… who you’re contacting, would you like he or she to document the error or… I 
don't know, does it matter to you as a guest. Or what is your perception of it?  
 
Peter: I think it wouldn’t matter to me but I would expect if it's a four or five star hotel that they 
would be interested in documenting all errors. So for me personally I wouldn't care. But I still 
would  expect a four or five star hotel to do it. Even though it wouldn’t maybe change my 
perspective. 
 
Iryna: So here, I'm just going to ask you a follow-up question: is it a matter of maybe time for 
you? You know, if you complain for example, would you like as a guest to …Would you like to 
for example a hotel receptionist to solve it as quick as possible for you, you know, irrespective 
of if they document it or not? 
 
Peter: Yeah. I would. I think you if it's not recovered until maybe days after I leave. Then I think 
it… Yeah, I would prefer… prefer to be handled as soon as possible. But for the… yeah, if they 
document the error, I think it's just for their quality control. So maybe I wouldn't benefit that much 
from it.  
 
Iryna: Yeah. At least not… 
 
Peter: …not in that stay.  
 
Iryna: Yeah… 
 
Peter: So maybe, yeah, if I have a return, then…  
 
Theme 2 
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Iryna: Yeah. OK. The next one is very general. The more expensive the hotel is the more 
recovery I would expect to get for errors  in general.  
 
Peter: I think that should be like that. Yeah, the more expensive and higher quality like five stars, 
you would expect a better recovery. So I think, yeah, it should follow that in price and in stars. 
 
Iryna: I would avoid complaining about the error if I was in doubt about the hotel’s 
capability of dealing with complaints. So, here “if I was in doubt” we mean that if you… it's 
not that you know it for a fact, you know, that they are not able to deal with your complaint. 
But maybe if you could sense, you could feel something, or you have observed something and 
this made you doubt, you know, that they are… Would this influence your desire… ? 
 
Peter: Could be. If I have a feeling that the person in the reception maybe wasn't interested or was 
not capable of doing anything, then yeah, I would probably be less likely to complain. Or if I heard 
from somebody else that they don’t deal very well with recovery. So yeah I think it could affect the 
likelihood of complaining. 
 
Iryna: So even if it was like a five star hotel, still… 
 
Peter: It may be based on how serious the error is. If it's just a small thing that maybe doesn't matter 
that much, then I would probably just wouldn't do it. But if it's a serious error that affects my… how 
I experience the stay,  then yeah, probably I would complain. 
 
Iryna: Alright. If I would feel like the hotel's approach to the error was below my  
expectations, I would consider not going back to the same hotel again. And here “I would 
consider” would mean that you would actually just think about it perhaps of not going back 
to the hotel. Because, I think sometimes it happens that you sort of, have to go there, you 
know. But in this statement we mean particularly that you would… After your stay you would 
think “Yeah. I would not like to go…” 
 
Peter: If I can avoid it, I won't go back. Yeah, I think it's based on how… If it’s just slightly below 
my expectations, maybe it couldn’t affect me. But if it's way below my expectations, then yeah, 
probably I would avoid it if I could in the future. And I would probably choose alternative hotels if I 
could.  
 
Theme 3 
 
Iryna: So the next statement is: If I would experience lack of empathy from the hotel 
employees, it would have a negative impact on my view of the hotel brand. So here the key 
words are empathy, employees and hotel brand. And we want to know if you link employee’s 
behaviour to the brand… to your perception of the brand overall. Are they linked… 
 
Peter: I think it could affect it in the short term. But it’s… I think If it would affect it in the long 
term, it would have to be very memorable. Yeah, the person's behaviour. So yeah, probably not in 
the long term. Unless it's like something like I would never forget. Like the… How he would 
behave, so… Yeah, probably not. But it would have to be something serious to…to.. affect it in the 
long term.  
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Iryna: So again I guess it depends on… based on your answer, I guess it depends on the 
severity of the problem that happened.  
 
Peter: Yeah, yeah, probably.  
 
Iryna: Yeah, mhm. All right. I would want the employee that I contact about the error to have 
the ability to solve the problem on spot. Here we mean that, let's say you're coming up to a 
reception, you are voicing your complaint. And how much it matters for you if this employee, 
for example, solves the problem on spot, instead of, you know, going back to manager and 
asking them if they can do something for you. And it also can take time I guess.  
 
Peter: In a four or five start hotel I would… I would prefer that the employee has the authority to fix 
problems. But of course that can’t… Yeah, it's not all problems that can be fixed by front desk 
employee, I think. But yeah, I would prefer that the employee was able to fix it right away.  
 
Iryna: And also in this case, would perhaps things like time matter to you? Like,  would you 
prefer to have a quick, you know, solving of your problem from the employee’s side? 
 
 
Peter: Yeah I think so. Especially if we’re talking about the weekend stay at the hotel. Then I 
would, yeah, just want the problem fixed right away. 
 
Iryna: Mhm, all right. If I would summarise the approach from the hotel employees as 
dissatisfying, I would be inclined to write a negative hotel review. So here we wrote it as “I 
would be inclined” so as well, it means I would think about it, you know. Maybe it doesn’t… 
maybe it wouldn't mean that you would actually go and straight away write a negative review 
but you would think about it, you know. 
 
Peter: Yeah probably could happen but I personally don't write a lot of reviews. So, I think I would 
be more likely to write a negative review than a positive review based on…Yeah, if I would have a 
negative experience, I would be more likely to write a review than if I had a positive experience. 
And, yeah, I would have to be very dissatisfied to write a review. So, yeah, it could affect me. But 
yeah, I'm not used to writing a lot of reviews.  
 
Iryna: So again I guess it depends on severity of the problem. If it's something very serious… 
 
Peter: yeah, yeah based on the seriousness of the problem and the reaction that I get and my 
expectations for the reactions.  
 
Iryna: Mhm. All right.  
 
Peter: So at a four or five star hotel it would take less than at a two or three star hotel to, yeah, be 
dissatisfied with the reaction. So… Yeah.  
 
Iryna: alright, alright, so thank you very much for these answers, for statements. Otherwise I 
would just like to ask you if you have any other comments, any ideas, any, I don’t know, 
examples from your past, or something on the topic, that you would like to add?  
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Peter: No. /…/ I’ll let you know if I come up with anything.  
 
Iryna: Alright. Otherwise thank you very much. 
 
 
 

 

 

Date: 3rd March 2016 
Interview with: Gina 
Timeline: 00:16 
 

Gina - potential customer participant 4 
 

/…/ Introduction to the interview 

 

Theme 1 
 
Iryna: So, the first statement would be: If i receive what I believe is to be fair recovery for the 
error, I would speak positively of the hotel afterwards. And here “speak positively” we mean 
em… you could for example either write positive online review, or you could suggest hotel to 
your friends, or family - just say something positive about this hotel that you have stayed in 
and received a fair recovery. 
 
Gina: Ok. I agree. Actually I strongly agree because I think that it’s also part of the service - being 
able to correct mistakes. And of course if they are able to solve it quickly and in a positive manner, 
of course I would recommend the service.  Because they are able to fix everything.  
 
Iryna: Mhm, alright. My dissatisfaction would be stronger if I knew that the hotel could have 
prevented the error than if I knew that they could not. So, here we mean that if you know that 
this mistake that has happened to you was caused by the hotel and not by some for example 
external factors, such as for example weather or em…I don’t know, taxi, which then not 
belong to the hotel. So, yeah, your dissatisfaction would be stronger if it’s the hotel, if you 
know that it’s the hotel. 
 
Gina: I would say that I am neutral. Because personally I’ve never experienced something wrong 
with hotels. But we are humans, so sometimes it can happen. But it’s important how they fix it. I 
mean, if they are truly honest with you and they try to do their best to fix it.  
 
Iryna: Also, em… I’m gonna just give you an example. For instance in one of the hotels, 
they’ve been expanding and they, during the breakfast, they knew that their previous capacity 
was for certain amount of people. But as they were expanding, they had, they were able to 
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take more people in, but the room for breakfast was still the same. And you know, so there 
were more people coming, you know. So as a guest, you probably would know that, you know, 
this is something that hotel could have prevented.  
 
Gina: Yes, exactly. 
 
Iryna: Would you be even more dissatisfied with that? 
 
Gina: It depends on the problem. In this case I would be dissatisfied.  
 
Iryna: Yeah. Alright. I would prefer the hotel to document the error for quality improvement 
purposes. So, here we mean, as a guest, you are for example coming to a reception area and 
you are complaining and would you… To what extent it matters to you that the hotel actually 
takes your complaint you know into documentation when you complain?  
 
Gina: If it is something that can happen to another guest, I would expect that the hotel keeps like 
traits and documents of the problem, because probably it can be avoided in the future of course. But 
if it’s something that happens on the spot - no.  
 
Iryna: Yeah. And… so perhaps it could be related… or do you think that it could be related to 
time, in your instance? When you are complaining, you know, does time matter to you?  
Gina: the time it takes to fix it or…? 
 
Iryna: No, maybe for example imagine such a situation: you are complaining, right? And 
would it matter to you as a guest that it takes… that it’s, you know, quick, that they document 
it for example? 
 
Gina: They can do it afterwards.  
 
Iryna: Yeah. 
 
Gina: Not necessarily in front of me.  
 
Theme 2 
 
Iryna: Yes, exactly. Alright. This is a general statement. The more expansive the hotel is, the 
more recovery I would expect to get for errors in general. /…/ 
 
Gina: I agree.  
 
Iryna: Do you have any, like, comments and why it matters to you?  
 
Gina: Because the more I pay the more I expect, like… 
Iryna: So it’s expectations… 
Gina: yes, exactly. From a 5 star hotel I expect the best. And also in terms of service recovery in 
general.  
Iryna: yeah 
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Gina: It’s like with airlines. I mean, with RyanAir you don’t expect that much but if you pay like a 
full rate, you expect, like, a perfect service from the beginning to the end.  
 
Iryna: Yes. I would avoid complaining about the error if I was in doubt about the hotel’s 
capability of dealing with complaints. Here we say “If I was in doubt”, so we mean em… it’s 
not that you know it for a fact, that they are not able to deal with your complaint. But maybe 
you have observed something, you know, from the guest. Or you have a sense or feeling that 
the employee is just not, you know, taking… 
Gina:… able… 
 
Iryna: Yes, not able… 
 
Gina: No, because I mean they should know what the customers think and probably this could 
happen to future for them to implement something to solve this problem. But I think they should 
know what I am experiencing. Otherwise… I mean, probably they are not able to fix it, but they 
should know that. So in a way give them a chance to solve it.  
 
Iryna: yeah, so you mean that you would… you would go and complain if you had 
experienced mistakes anyways?  
 
Gina: Yes. 
 
Iryna: Alright. If I would feel like the hotel’s approach to the error was below my 
expectations, I would consider not going bak to the same hotel again. Here as well we say “I 
would consider”, which means that it’s not that you know for a fact again that you would not 
go to this hotel, but you would think, you know, after you’ve stayed in this hotel, you would 
think that “maybe, you know, I would not go back”. Just consideration of not going back. 
Would you… 
 
Gina: I have no idea, because it depends on the mistake. But in general I would say I would go 
back, because I had a nice experience there, but I have to take into consideration “this”. So probably 
if I am in doubt about two different choices, probably this could affect my decision. If I made a 
decision.  
 
Theme 3 
 
Iryna: Alright. If I would experience lack of empathy from the hotel employees, it would have 
a negative impact on my view of the hotel brand. So here the key words are empathy, 
employees and a hotel brand. So we basically want to know if you link employees’ behaviour 
and approach to you as a guest to the overall hotel brand, you know. So does the employee 
behaviour links to a hotel brand in your opinion?  
 
Gina: I don’t think so. But I’m from Service Management so I know that it’s employees delivering 
the brand. So probably it is can affect the whole perception of the brand. But of course it’s 
employees: it could be one nice person and the other one it’s not nice. So, ok, we have two, like, 
remotest person that is affecting negatively our brand. But I don't think it’s affecting that much the 
perception of the brand in general. Of course empathy is important, because they still or at least 
pretend to care about what your problem is.  
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Iryna: Yeah. So, it’s more like, again, depends on the context of the… 
 
Gina: It depends on the person you are talking to, or the employees you are talking to.  
 
Iryna: Yeah. Alright. I would want the employee that I contact about the error, to have the 
ability to solve the problem on spot. Here, em… we are asking you if… For example you go to 
a reception area, and you are complaining. Would you want this person that you are 
complaining to, to solve the problem for you or is it ok for him or her to go, like, you know, to 
the back-office and contact her manager perhaps, before she starts making up for the 
problem that happened to you?  
 
Gina: I don’t mind if it’s another person, I just think that the quicker the better. Yes.  
 
Iryna: Alright, so here it’s more like time related.  
 
Gina: mhm. 
 
Iryna: Ok.  
 
Gina: Or at least that the problem is solved when I’m back to my room. I mean if I like complain in 
the morning and then I know that I'm back in the evening, I would like the problem to be solved 
when i’m back in the evening.  
 
Iryna: Yeah, so basically irrespective of who solves it. 
 
Gina: …And also on the problem.  
 
Iryna: Yeah. So here for example, I don’t know…we know for example hot water is not here 
in your room. It’s not the receptionist who basically solves the problem but it’s actually… 
 
Gina: …Exactly 
 
Iryna: …he or she who contacts the person to, you know, to send to your hotel room.  
 
Gina: Yes.  
 
Iryna: Em…And then the last statement is: I would…If I would summarise the approach 
from the hotel employees as dissatisfying, I would be inclined to write a negative hotel review. 
As well “inclined” would mean that you would consider writing a negative hotel review. Not 
necessarily /…/ 
 
Gina: really negative? 
 
Iryna: Well, yeah.  
 
Great: saying “it happened this, this and this”. 
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Iryna: Yeah, like, maybe not as precise but overall a negative hotel review that you have 
experienced.  
 
Gina: I strongly agree.  
 
Iryna: Yes. 
 
Gina: I always like, write reviews on TripAdvisor. Also to like advise people what my experience 
was. And if you go there, be aware that this might happen in the future and also to you.  
Iryna: And in such case if you already are writing reviews for your hotel stays for example, do 
you… well, if I can say, do you pay closer attention to hotel employees and their approach to 
you during the experience?  
 
Gina: Yes 
 
Iryna: Like, how much it matters, you know, behaviour from hotel employees? 
 
Gina: Because when I also write positive reviews, I always say that the people at the hotel are really 
kind and helpful and smiling. I would also consider including this as in the negative reviews. 
Because this affect the perception of the service in the end.  
 
Iryna: Alright. Thank you very much. And as a last question, I would like to ask you if you 
would like to comment on something or add something or maybe provide some examples, I 
don’t know, from your past.  
 
Gina: I dodn’t have any negative experience fortunately. But, as I said, like, the last question: If I 
had a nice experience, I will say… I’ve been to Venice, like 2 months ago, and the employees were 
really-really kind, smiling and saying “hello” all the time, and really helpful. And I also wrote that 
in the review on TripAdvisor, saying that “all the people, the staff working at the hotel is really kind 
and helpful and also showing all the attractions on the map". So if this is a positive, it works the 
same for the negative 
 
Iryna: Yes 
 
Gina: But also I would say how the problem has been fixed. It’s not only “I had this problem”, I 
would also say “the problem has been solved…” 
 
Iryna: Yeah, yeah exactly. And yeah, so I guess it doesn't matter in this case, but for me… I 
always pay attention to employees in hotels especially. Because it’s them who actually provide 
service. Of course, i mean the hotel and the design, you know. 
 
Gina: Yeah, but of course if you book a room in a 4 stars or 5 stars hotel, you know what to expect 
from a room.  
 
Iryna: yeah. 
 
Gina: everything that creates the perception is employees. 
 



204 
 

Iryna: Yes, I totally agree on that. Alright, thank you very much.  
 

 

Date: 19th February 2016 
Interview with: Jenny 
Timeline: 00:22 
 

Jenny - potential customer participant 7 
 

/…/ Introduction to the interview 

 

Theme 1 
 
Kristina: And in the first statement we said: If you receive what you believe to be a fair 
recovery for an error, mistake happening during this weekend in Copenhagen, you would 
speak positively of the hotel afterwards.  
 
Jenny: Yeah, exactly. 
 
Kristina: By “positively” we mean positive word of mouth. 
 
Jenny: Word of mouth… yeah. I would and em.. 
 
Kristina: And em, how would you… 
 
Jenny: How would I do that? How would I… 
 
Kristina: what are you… what are you thinking of this statement overall for you? 
 
Jenny: Well, first… first of all because I read that theory as well, that after the service recovery, 
customers are more likely to express their attitudes more positively and actually express them like, 
to social media, to their friends, family and something like that. So and… having in mind that I’m 
kind of active on social media, I think I would well… probably post something or… yeah add some 
pictures and at the end of the weekend I would say that “oh yeah, it was really nice and…” maybe I 
wouldn’t specify what happened, but I would just express that I really liked that service and that 
hotel. And I recommend my friends to come there, and I would come back later.  
 
Kristina: Yeah, ok! 
 
Iryna: Alright. Next statement is as follows: My dissatisfaction would be stronger if I knew 
that the hotel could have prevented the error, than if I knew that they could not. So, meaning, 
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if you know… if a failure happens, you would be more dissatisfied if you knew that the hotel 
was in control and they could have done something… 
 
Jenny: … Yeah, I totally agree with that.  
 
Iryna: Yeah, and why? why for example… 
 
Jenny: why would I agree with this? 
 
Iryna: Yeah 
 
Jenny: I don't know, I think it’s just a human thing to think that “ok, if you knew that could happen, 
if you knew you could take control of that, why didn’t you do that then?”, you know? If you are 
working in service industry and you are the one providing that service and Im paying for that, so 
why wouldn't you prevent me from having that dissatisfaction?  
 
Kristina: True. 
 
Irina: Yeah.  
 
Kristina: The third statement is as it goes: I would prefer the hotel to document the error for 
quality improvement purposes. So here we wanted to know if this is something of relevance 
for you.  
 
Jenny: I don’t know. I don’t remember what I marked in the survey, but now I would think that “ok, 
as a customer, I’m not that much demanding in term of documentation”. I mean, it’s just for them, 
just for their own sake to improve. And if they truly care about their brand and about their 
customers, from their perspective, yes it would be advisable to document that. But, from 
customer… I don’t know. It depends on their policies, I think. But, you know sometimes there are 
customers who want to see it going until the end, like, the process, that it would be solved until the 
end and then they would require for documentation. But, I don’t think I’m that kind of customer, 
who would actually require it to be solved until the end. If they satisfy me, like, if they solve that 
solution and I see and I'm happy, than I'm fine. I don’t think I would necessarily need that, to see 
that they actually register that and yeah…Not really.  
 
Theme 2 
 
Iryna: Alright, the next statement is about the value for you as a customer. And for example, 
the more expensive the hotel is, the more recovery I would expect to get for errors in general. 
So does… does that matter for you and why?  
 
Jenny: I think it is related, yes. Because I would expect that they are em…more experienced in that 
and the staff working there are more trained. But that’s why they have those 4-5 stars, right? It’s not 
2 or 3, so, of course there could be experienced staff in 2 or 3 stars hotel. But then in those, like, top 
hotels, well that’s what they provide. They provide the service which you are paying for and I 
would expect them, yeah, to be better at that. It’s just like a logical thing, I think. 
 
Iryna: Yeah, alright. 
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Kristina: And then in the next statement we were thinking about the complaint situation. So 
this is if you choose to actually complain about what happened. And the statement is: I would 
avoid complaining about the error if I was in doubt about the hotel’s capability of dealing 
with complaints.  
 
Jenny: Well, I think it depends on the severeness of the situation, of like, how bad it is. But, yeah, if 
its actually a situation I am dissatisfied with and I want to complain, I would do that no mater what.  
I mean, I would complain and then… Can you repeat the beginning of the sentence? 
Kristina: Em… If you… We are thinking that if you would be in doubt about their…If you were i n 
doubt about their capability of dealing with complaints, then you would also avoid… 
Jenny: … keep it to myself… 
 
Kristina: yeah, and keep it to yourself.  
 
Jenny: Well, previously I was like that, I can admit that, because maybe I was younger and I 
thought , like, “ok, maybe I don’t have to complain, it’s… yeah, it’s all fine, but now when I am 
working in service and when Im studying Service Management, I think I actually expect more. And  
then I would actually yeah, still complain even though I am in doubt. It’s their job to… to make me 
happy as a customer and yeah, I would. Even though I am in doubt, I think I would still complain. 
And expect them to solve it.  
 
Irina: yeah, it makes sense. Yeah… Then, if I would feel like the hotel’s approach to the error 
was below my expectations, I would consider not going back to the same hotel again.   
 
Jenny: Well, I think it depends on the strength of the brand. Because, if it had like, a strong image in 
my mind and then it was only once, when they were… when I was dissatisfied with their service, I 
think I would still come back and also like all the membership and loyalty card and stuff, I would 
come back. But if it was my first time, and yeah and … oh but you said they have a strong brand… 
like Marriott and stuff. Maybe I would just go to another one, like same brand, same company but 
not the same location but the other one. I don’t know, it really depends on the situation. You can’t 
really generalise that.  
 
Iryna: Or perhaps it depends on severity of the problem I guess.  
 
Jenny: Yeah, exactly. 
 
Iryna… If it was something minor, then it’s ok… 
Kristina: And then also in this statement it says “consider not going back”. We didn’t write 
out “I would not go back”, so that’s also the consideration… It’s more like… 
 
Jenny: …thoughts? 
 
Kristina: … would it come to your mind, that you will perhaps not… 
 
Jenny: I think it would. Cause like, any negative experiences would influence my thoughts, I think.  
And if you say “consider”, I think I agree, that I would consider.  
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Kristina: em… Anything that you would add to that? Like, why? If this is something that you 
could perhaps think about when it comes to the next time you choosing which hotel to go to? 
 
Jenny: Well, of course it would depend on the availability. Like, next time if I was looking for 
rooms and if I see that in that hotel there are rooms and in the other there are not. And if they have 
some offers and stuff, I would go to the same one then. Maybe, but if there are others em… They 
have better deals and better locations. You know, it depends on any, like more factors, I would go to 
other ones then. Cause then I would think that “ok, something happened there. It maggot happen 
again”. Maybe I would just try other locations and see. 
 
Theme 3 
 
Kristina: And see… yeah.I see what you mean. And the next statement is: If I would 
experience the lack of empathy from the hotel employees, it would have a negative impact on 
my view of the hotel brand. For example, Marriott, or Nimb. 
 
Jenny: Well, first of all, I don’t know, I don’t really see that coming from those employees, but of 
course they are all humans, and everything could happen, even in 5 or 4 star hotels there. And… I 
don’t know, it depends. But can you repeat again? Empathy?  
 
Kristina: We are thinking especially about hotel employees and brand. And if you connect 
those two variable so to speak, in your mind. So if you would feel like “uh, the hotel employees 
were actually not that nice to me when I was there”. If that would influence what you think 
about the brand? 
 
Jenny: I think it does, yes. I think in every kind of service industry it does. Because it’s just a 
natural thing from human brain that you connect the people, who provide service of the brand. I 
think it would. Because I know from my own work experience that, yeah, whatever you say, 
customer thinks that brand says that, and the company says that.  
 
Iryna: Yeah. 
 
Kristina: Yeah, that’s spot on.  
 
Iryna: Yeah, then: I would want the employee that I contact about the error, to have the 
ability to solve the problem on spot. So here we are talking about when you are for example, 
complaining about something, you would want this person, who you are complaining to, to 
solve it right away. 
 
Jenny: …Immediately. 
 
Iryna: …Without you know having contact his or her manager… 
Jenny: well I would… Not necessarily. I think that it doesn’t matter. I mean, of course it depends on 
the emergency and yeah, the severeness of the problem. But, I think that as long as they solve it, it 
doesn’t matter if it’s him, her or his or hers manager. It’s still fine. And I’m not that picky and not 
that demanding but… I mean sometimes, you know, they are not just empowered to solve that 
situation themselves. They just due, like, due to all the policies and the regulations, they just have to 
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ask for manager’s help, so… I mean, I can’t control that. If it’s not up to them to solve that 
situation, they just have to ask their managers for help. 
 
Irina: Yeah. 
 
Kristina: Interesting point. And for the last statement, we were thinking more about the 
overall experience that you had in the hotel throughout the weekend. If you would summarise 
that the approach from the hotel employees was dissatisfying for you in any way, would you 
then be inclined to write a negative hotel review?  
 
Jenny: I think yeah, it would. I would. Em… yeah, especially if they… You know sometimes after 
your stay in the hotel, they just send you automatic email, which says “oh, could you please fill out 
the survey?”. And then of course I would. But, if they don’t do that, I might forget about it, you 
know. Yeah, it’s… As I already said, it all depends on the severeness of the problem. It might just 
fade away, my negative emotions and my negative feelings about the hotel. But if they actually send 
me the survey and ask, then I would have it as a reminder… then of course, I would just complain 
again, and I would rate them, I think. 
 
Kristina Cool.  
 
Iryna: Alright, so so far that was all the questions. 
 

Date: 23rd February 2016 
Interview with: Erica 
Timeline: 00:41 
 

Erica - potential customer participant 5 
 

/…/ Introduction to the interview 

 

Theme 1 

 
Iryna: So the first one is. If I receive what I believe was to be a fair recovery for the error, I 
would speak positively of the hotel afterwards. “Positively”… To “speak positively” would 
mean that could be, I don't know… There could be an online review for example, or you could 
just tell your friends or family members something positive about this hotel. And recovery for 
the errors basically… in any type of recovery, as we've just talked through, for the mistake 
that you've experienced.   
 
Erica: Yeah yeah. And if you want me to answer in those terms or just like…? 
 
Iryna: No, you can just say if you agree or disagree…yeah… 
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Erica: I think, I appreciate the effort if they recover the error. I would definitely speak positively of 
it, whatever the type of it is. Because as I having experienced it myself, I'm working in that type of 
business, I know that it might be hard for certain people to have the empowerment to actually try 
their best. I can imagine if you… if you haven't been in their position it might be a little less easy to 
understand. Like, why can’t you just give me my money back or why can’t you just fix it. But for 
me, I… any kind of attempts to recovery is appreciated.  
 
Iryna: Alright. 
 
Erica: So I would speak positive.  
 
Iryna: Alright. 
 
Kristina: Nice and clear. In the next statement we were wondering if you agree or disagree to 
the following statement. My dissatisfaction would be stronger if I knew that the hotel could 
have prevented the error, than if I knew that they couldn't. So here we are thinking about 
prevention as in… if you believe or feel that the error that happened was of such nature that 
they could have done something about it beforehand, was sort of an unnecessary event. And if 
that would make you more dissatisfied than if something external happened for example, like 
a snowstorm. That they couldn't have prevented.  
 
Erica: I think anything the hotels could prevent, it should be prevented or it should be explained 
why they couldn't have prevented it. So for example if something doesn't work in a hotel room like, 
OK it could be that the shower will be a bit warm at the beginning. “Sorry, we couldn't have fixed it 
beforehand”. Just explained. Then it’s already there, it's already fine that they just notify - OK. But 
then again, if they actually could have prevented it, they would probably have said it. What kind of 
situation should I think? If they could have prevented, so if they… they knew something is wrong, 
but they are not fixing it?  
 
Kristina: We actually have an example from the hotel that we interviewed. Where they went 
through a major renovation quite recently. And it turned out that the breakfast buffet that 
they had had the same capacity as before the renovation. So the breakfast buffet was basically 
too small for all the extra hotel guests that they took in after the renovation. And that 
basically caused a lot of problems.  
 
/…/ 
Erica: But with the breakfast buffet, so it's something that they could have prevented but they didn't 
realise it? Like, or is it something that they don't prevent on purpose? Cause that will make a big 
difference for me.  
 
Kristina: I mean, as it was explained by the hotel, this is something that basically came up to 
them as a consequence of the renovation. As, basically an inconvenience, according to 
themselves. Because the new restaurant that they had in place could not be opened yet for 
whatever reason. So of course this wasn't explained to us as a mistake, that they could have 
prevented. But then again it depends on what you think. Because from a customer perspective 
if you come in and you pay the money and you realise that  “Oh, there is no space for me 
today for the breakfast”.  
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Erica: No. I think this is in the case that they could have known it. And it's more like, it's an error 
that if you would think of like one step further, they could have prevented it. So then I would be 
annoyed, to not be notified before at least or compensated by… ?Ok, you will get or free rooms 
like, room service free of charge”. Like, if you don't have to pay for this. So you're walking up and 
down or anything that will at least make you feel like they are trying. Again like, it's again not the 
monetary area. Em… How do you call that? 
 
Kristina: The monetary… 
 
Erica: Yeah, that they give you money back. Like the monetary /…/ compensation. It's in that case 
it would just feel like yeah, you could have known that. At least try… Like, I cannot be the first 
person who said anything about that. Like, at least one of your colleagues should have mentioned it 
or should have notified… So that you come in, if you say “OK, the breakfast is really small right 
now, we will be open for another hour or so. If you don't have to be early, please see if you can go a 
little bit later”. You know, to make it a little bit like they are at least trying to make up for doing 
something without even saying “you get it for free” or what service. Just before … Act just before 
the complaint actually comes. I think that one is what it could be like. The same with the shower 
example. Like, if it doesn't work, just say “It might not work. If you have any problems with it, just 
come back, we see if we can find you an other room the next day or whatever. So, It will be a little 
bit… That they're trying. I think already saying it beforehand is  better than coming afterwards, like 
“oh, yeah, that was broken”. /…/ People should check it before they give out the rooms. It will be… 
 
Kristina: I see what you mean like, with a shower for example. If you would be the one 
coming up saying “my shower is not working”. Would that almost make you think or wonder 
if they already knew from the beginning that the shower was actually not working? 
 
Erica: Because I know from my experience as often that “OK, this week we won't have this”, if 
somebody say it. To say that “oh, I didn't know. I'm so sorry, I would tell someone right away” and 
you know. And then… just pretend every time it's something new, which is OK. But yeah.. If they 
know they should just… If it's nothing too big, just say “OK”. Of course if the shower doesn't work, 
they cannot give you the room. I thinks that’s… That will be… that I would say like, if they come 
“The shower didn’t work and they shouldn’t say it beforehand because they know, like “Why do 
you even…”. It just depends on the extend of the error that is happening. But otherwise to answer 
this question is, that I would definitely be a more dissatisfied, if I knew that they could have 
prevented it in the breakfast example.  
 
Iryna: Alright. Then: I would prefer the hotel to document the error for quality improvement 
purposes.  
 
Erica: Yes. 
 
Iryna: So you as a customer, when you complain about something and when you're talking to 
a person for example. Would you want this person to document this complaint or…? 
 
Erica: Definitely. I think this is in order for me to feel they can… Unless they cannot fix it 
straightaway, kind of. But I think even for the purpose of… If I would stay at that hotel again, I 
would know that it will kind of pop up in my profile. Doesn't matter like, I would like to actually 
just document it as in just /…/ But if possible, also write it down with my booking. So in all that 
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“OK that person had problems last time, let’s make sure it’s not gonna happen in the future”. So I 
don't need to tell the next time like, “well last time I was staying with you, this and this happened” 
and they… You know, I would like them to be a step ahead.  
 
Iryna: Yeah 
 
Erica: /…/ 
 
Kristina: It’s very interesting that you mention the possibility of you coming back to the same 
hotel again in the future. Because I have sometimes used this as a follow up question. What if 
you would come back to the same place again? And in the worst of cases, the same mistake 
happens again.  
 
Erica: Yeah 
 
Kristina: Because that could be related to whether it was documented or not. And I guess 
even if it's documented, it also depends on if they read it and use it and act on it. So here we… 
it's nice to see what people have to say about… about documentation and why it matters. 
Like, for you what is the most crucial reason for the importance of documentation. 
 
Erica: I think it's just not having the need to explain in multiple times. I think that also it's like, the 
personal experience at the hotel. 
 
Kristina: Ok. 
 
Erica: Like, it will be nice if I will come back and… They don't need to tell me like, “oh, this time 
we made sure that your bed wasn't broken”, you know. Because that issue /…/ If it just doesn't 
happen again as if it will happen again I will definitely be more dissatisfied. It’s like, ok, it 
happened before. If it doesn't happen any more afterwards - good. Or if they compensated for it next 
time you know, like, I'm fine. Because I just say like, ok, you don't need to do anything right now. It 
is like we having a system, it will be fine. In next time  you're like “OK. So sorry for your stay last 
time, the inconvenience”, depending on the grade of the inconvenience of course. “And just to make 
you feel better, we gave you a room with a view” or “you have the best stuff in the shower”, or, I 
don't know, “get a free drink at the bar”. Anything, like, anything small that already would help me 
feel so much more like… I will be… 
 
Kristina: Yeah.  
 
Erica: It would be… it would add something extra. And it is that general thing to document it. 
Just… them writing it down will already feel better. Doesn't even have to be my problem, which is 
then is like “uh huh, uh huh, uh huh”. It’s just “OK, just let me take a note. OK, when it happened? 
What was your room?”. Like, they don't need to use it, it’s just that feeling. It's already better. 
 
Theme 2 
 
Kristina: Very interesting. The next statement is: the more expensive the hotel is, the more 
recovery I would expect to get for errors in general. And we have chosen “expensive” here is 
since we are especially looking at four - five star hotels. So in comparison to what you would 
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pay for a hostel, this could be defined as expensive. But I mean, this is up to you of course. 
And we are basically… We basically want to ask you if you can see a connection between the 
sum that you pay, and the expectations that you have, in case something goes wrong.  
 
Erica: I think I would expect more recovery if I pay more. And that's just because I think the more 
you’ve payed, the more, like, it's kind of a guarantee for it will be perfect to a certain extent. And if 
something goes wrong which… I would just expect more. Not monetary value wise, not like you 
get a free dinner and we serve you a sandwich. But  like, them trying better.  
 
Kristina: Oh, OK. 
 
Erica: So they get sort of like, “oh, ok, thank you so much for letting us know. I will contact my 
colleague”. That they will be like, “OK let me call somebody right now. We have sent a meal to 
your room” and “please sit here, get some drinks from us. If you’d like to go somewhere, let me get 
the cab for you”, right? That they are really like a step ahead of you even proposing something 
yourself. Like, of course, there's always a chance that I will just say “no, never mind”, just like there 
would be fixed. But that they are a little bit too much. It’s… it’s… I would expect them kind of to 
talk down, instead of the other way around.  
 
Kristina: OK. All right. 
 
Erica: And I will expect more.  
 
Iryna: Yes. All right. Next statement is as follows. I would avoid complaining about the error, 
if I was in doubt about the hotel's capability of dealing with complains. So basically if you… 
in doubt, again… We thought about you know, if you could feel or sense or if you could 
clearly see that hotel is just, I don't know, maybe is not capable of dealing with a complaint. 
Would you go and complain or voice your dissatisfaction to a whoever at the reception for 
example.  
 
Erica: In a four or five star hotel…em…yeah. I might avoid it if I really feel like nobody is even 
interested. Like, if already at the check-in “yeah….”. You know, if there is no connection from the 
beginning and if I don’t have the feeling that I'm really welcomed there, that already will kind of 
create a barrier between me and actually giving them an opportunity to improve. Because that's kind 
of seems like it's their loss not mine. So if they don't give me the opportunity to /…/ or to feel 
welcome or to say anything positive or negative, then… And… Do you also mean like, online 
complaints or even complaining afterwords? Or is it during the stay?  
 
Kristina: We were particularly thinking about your time at the hotel. Because of… Because of 
how you feel as a guest when you're there. And if you have something on your mind and it 
doesn't necessarily have to be a huge complaint. But maybe just something that you would 
like to say to them as feedback. We were thinking… Because we have read a lot of research 
pointing out that customers often hesitate to say something. And they need to sort of feel as if 
the arms are open and it's a warm atmosphere that invites them to talking. So this is why we 
wanted to include this as a question or a statement. And it's basically about your time at the 
hotel during this weekend.  
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Erica: Yeah, I just try to think of it as well as because in my experience I noticed that people can 
complain to anyone. Like, they don't really see the difference between somebody working at the 
reception and somebody working, walking around in their front or back office, at the the front door, 
or somebody at the bar. Like, for them you are the hotel so… I would not like, I don’t like to have 
the feeling, like if I would ask somebody like, “oh, by the way, the window in my room doesn't 
open”. That they were like “oh yeah, but you shouldn't talk to me, you should talk to that person”. 
You know, that they are… everybody will be like, “oh thank you so much. Let me just call my 
colleague. Just sit down and I'll talk to my colleague. They will be right with you”. That they 
straightaway feel the empowerment and are in a position to kind of take… take it all out of your 
hands straight away instead of “oh yeah but you know you should talk to the technician. He is like 
this taller guy with this hair and…”. You have to actually look for that person or whatsoever. 
That… Then I will be like, “OK, never mind”. So it's kind of how easy they make it. And if their 
approach is that they call you in the room “Hey, how is it going” and… Well, I actually stayed once 
at a hotel when after check-in we go to a room like, fifteen minutes later or so that they actually call 
to the room, like, “Is there anything you would like, and do you miss anything?”. So that was. That 
could be bit creepy depending on the hotel. But it's really nice actually. Because it's always like, 
“Oh it’s really nice, thank you”. And they kind of can take hands off it as well, like, “Ok, at least 
the room is fine”. And… yeah… 
 
Iryna: Nice. 
 
Kristina: Ok. /…/ The next statement is: if I would feel like the hotel's approach to the error 
was below my expectations and that is of course defined by you whatever that is, I would 
consider not going back to the same hotel again. And here we have used the word “consider” 
instead of saying “never going back”. Because according to what we have read about this, 
there could be so many situations where you would come back to the same hotel anyway. 
Because of a business, or because your mom will be for the vacation and that is the hotel you 
are going to. So the consideration is… is your thought of it, so to speak. A thought in your 
head.  
 
Erica: Actually, I also have an example for his one. It was… I was staying at Ystads Saltsjobaden. 
 
Kristina: Oh /…/ 
 
Erica: Like, at the spa there. /…/ This was also a present /…/ Super nice. And it was including 
dinner as well, so it was kind of their greeting, which was awesome. And then before we went to 
bed there was this really loud music. And it's kind of like at the coast so you don't expect this music, 
so we were ready for a bit, like “maybe it will go”. So eventually we called the reception like 
“There is really loud music. Do you know if it's one of the neighbouring rooms? Could you send 
somebody who…Because we cannot hear where exactly it’s coming from”. So they said “OK, there 
is a company event going on further down. So it might be them”. But an hour later it was still really 
loud music  /…/. So we called them again. And then they said “OK, the event stopped half an hour 
ago. The music is off, so we don't know if it actually comes from there, from other room, we will 
send somebody to walk through hallways to see if they can place where the sound is coming from. 
 
Kristina: Right.  
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Erica: And when they did that, they couldn't find it, so then we called for the third time, like “Ok, 
it’s still on” and in the meanwhile it was 2 A.M. It was really annoying. So I actually went down to 
the reception, in my bathrobe like, “Ok, seriously, this is not normal. What could it be? So he went 
with us and they found out that our room was right above the fitness centre, which is open twenty 
four seven. And they cannot close the fitness room. But they could ask the people to turn down the 
music. So the /…/ what we heard was somebody running on the treadmill. So it's like “OK, we 
cannot ask them to stop but we will just ask them to turn down the music. Like, I'm so sorry, could 
we offer you a treatment for  your morning. So you kind of relax a little bit”. So it was really nice, 
cause I thought it was very… I thought it was a good compensation. Like, that was good. That’s 
nicely done. And so we came back from the treatment and had to check out. And when we were 
packing our bags and went to the bathroom and then the lamp, like, the light bulb, was a giant glass 
thing, fell down on the floor. It was glass everywhere. So it was really like “Perfect, of course”. 
Again to reception, “Hi, here we are again”. The same guy was there because he had the morning 
shift.  And we were like “Yeah, so, that thing happened and we don’t know if there’s glass in our 
luggage”. But we just kind of left the room like that. “So if we forgot anything, could you please let 
us know afterwards?”. And he was like “Yeah. Ok. Very good, thank you. So the bill will be this 
and this much for the wine and…”, I don’t know what we left from restaurant from the day before. 
And we were kind of like, “seriously, do we have to pay for that?”. He was like, “yeah, but you 
already got the compensation from the spa”. - “That was for something else. This is something new, 
right? Don't even try to do that”. Because like, “Ok, I need to call my manager again, because the 
was probably not empowered to deliver everything. So she came, like, “did you like everything? 
I’m so sorry and she wrote down the note like… That was the other example. “I wrote down notes 
in your profiles. Next time you come, we’ll make sure you have the right room in the right location. 
And we’ll make sure that this won't happen again. I am so sorry you had to go through all of this”. 
And we were like, “Yes, this is good, awesome”. And I was thinking as well, when we left, like 
“this is a good service recovery”.  
 
Iryna: Yeah. 
 
Erica: That was nice, yeah.  
 
Kristina: Overall from that experience, would you say that they sort of met your 
expectations? Or was the whole experience below your expectations? 
 
Erica:  They met my expectations until the guy on the reception said “ Yeah, but that was the 
compensation for that one”. And it was like… 
 
Iryna: Seriously?  
 
Erica: So, the lamp compensation, that compensation thing, you already didn't have to pay for 
that… You should never say that. Like, as soon as like… Then you should say “OK. Then what can 
I do to make you feel happy?”. And then you just say “OK. Can you please clear the bill or… 
Because OK, a check I cannot do, but I can take away 50% of the bill or I can make sure next you 
come, you will get discount”. Anything like that. /…/ 
 
Kristina: And exactly by saying “if you come again we will give you a discount”. Going back 
to this statement, the consideration of not coming back to the same hotel again, is probably 
what would scare the hotel the most. 
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Erica: Yeah. 
 
Kristina: Because the perfect situation is of course that you as a customer would recommend 
the hotel to other people and also choose to come back there again.  
 
Erica: Yeah 
 
Kristina: So by saying something like “we will give you a discount next time”, I guess that 
they are also sort of assured themselves so to speak. You know, by inviting you again, so that 
they will think they  will continue their relationship with you. 
 
Erica: Yeah. And also we use that a lot at “Sticks and Sushi”. If some… if you forget something. 
It's more like “Oh, the next time you pass by, you will get that one on the house”. /…/ It always… 
people always come back, so it’s fine.  
 
Kristina: Do you think that people sort of feel curious about what's going to happen if they 
come back the next time then? 
 
Erica: Well, we make a note of it, but it doesn't pop up. So they have to notify us. We tell them on 
the phone as well, like, “OK next time you come just let us know . we promise you something on 
the house”. And we have… we have this online thing that we can just look it up. But it’s only at this 
restaurant. They can get it for free, otherwise we have to call the other one. Otherwise it's like “OK. 
We trust you”, you know. 
 
Kristina: Oh, cool. Nice system.  
 
Erica: So they don't really check it for a name and everything.  
Iryna: Interesting. 
 
Erica… Which is nice.  
 
Kristina: Really nice.  
 
Iryna: Alright.  
 
Kristina: /…/ 
 
 
Theme 3 
 
Iryna: So moving on to the next statement: If I would experience lack of empathy from the 
hotel employees, it would have a negative impact on my view of the hotel brand. Here we 
would like to know if… if you link or connect the treatment of employees at the hotel to the 
overall brand, or how you view the brand.  So are the employees and their approach to you 
connected to the overall view of the brands? 
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Erica: Yeah, I would say yes. I think once you're working, you are not representing yourself, you 
are representing the brand. So whatever you're doing, should be from that train of thought. Like, 
even if they're super annoyed with you, but you are trained to not show that, you shouldn't show it. 
And if you show it, apologise straight after. /…/ No, but I would say that if I have never… If I 
would have never been at the Ritz Carlton and I would go there with expectations and somebody is 
not treating me with empathy, wherever I come from. If I come with my backpack like “yeah I have 
my room booked - Yeah so you have to wait for your room” or if they didn't have something, I will 
be like ok, not feeling it. Then ok, from that attitude for me was from the Ritz Carlton.  
 
Iryna: Yes. 
 
Erica:  So of course, if I have more experience with that brand, I'll be more able to… to kind of like 
be OK with the fluctuations in the type of behaviour. But if it's the first time, that will be my… my 
standard to go from. Yeah. 
 
Iryna: Yeah. 
 
Kristina: Uh huh, OK. This is very interesting because some people that we have talked to 
have said that it's about the first impression that you get. Some people have said “no, If it's a 
recurring pattern at Ritz Carlton for example, or Scandic Hotel or whatever it is, then you 
can connect the employees with the brand. So yeah, there different views about that.  
 
Iryna: Also depends on the person I guess.  
 
Kristina: Very much, very much.  
 
Iryna: All right.  
 
Kristina: And in the next statement we are also focusing on treatment from employees. And 
the statement goes: I would want the employee that I contact about the error to have the 
ability to solve the problem on the spot. So this is also inside the hotel.  
 
Erica: Yeah, I would say this is kind of the example that I had earlier about the bartender. If I go 
there and tell them “my window’s broken”. They don't have to go there and fix the window. I 
understand that. But I would like them to take the problem out of my hands at that time. They don’t 
need to do it straight away, but they just can say “OK I'm sorry, I can't do it right now. But I will 
contact my colleague”. Make a note of it, like, “what was your name? What was your room 
number?. I will notify them and we will take care of it. As soon as possible”. And then I don't have 
to think about it anymore. And because than I also… when it didn't happen yet, I can feel like, I can 
go down like, “Yes I did talk to your colleague at the bar and… about the window that has to be 
fixed. Do you know if anybody is working on it? Or did he notifying you about that?” I think that 
will be easier for me than going from person to person and just getting really annoyed and that 
costing me time. So, yeah. So, not really solving, but just taking care of the problem on the spot or 
at least taking out of my hands on the spot. The solving is depending on the urgency is ok.  
 
Kristina: Would it matter for you for example if you would walk up to the bartender or the 
receptionist and tell them what was wrong. And they have to go back office and talk to 
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another colleague or a manager. And then come back to you. Would that be of relevance at all 
for you if they would do that? 
 
Erica: No, I think that’s fine. I think it's important they feel… It's better that they are double, that 
they were sure. That they also are sure, I mean “ok. I cannot say 100% what we can do about it. Let 
me just contact my colleague. I'll be right back”, just to see what what the possibilities are. Then I 
will be fully understanding. If it takes too much time that they come back. “Sorry. It took a little bit 
more time that they were thinking. Would you like to take place in the bar and have coffee on us 
and then we will find you there. As soon as we have something. Or would you like us… Would you 
like to go to the city, and come back and then we have a solution for you”. Offering or I don't know. 
That they are… They don’t have to be like “oh my God, let us fix it right now”, like, I don't expect 
everybody to be able to know exactly what to do.  
 
Kristina: Ok, All right. I see what you mean.  
 
Iryna: So the next statement is. If I would summarise the approach from the hotel employees 
as dissatisfying, I would be inclined to write a negative hotel review. So we mean if the 
overall… overall experience at the hotel… if you were somewhat dissatisfied about it, would 
you maybe think about it and write a negative hotel review or actually write the negative… 
 
Erica: I wouldn’t take the initiative myself but if they would send me e-mail afterwards, like, could 
you please answer this five question survey quickly. That'll be very appreciative. So I click, click, 
click, click. That I would definitely do it. The think especially if it was like, a very like, extremely 
negative or a super positive experience, or if I just feel like writing it kind of… I depends on if 
there's an e-mail that “Thank you so much for staying”. They get  personal. It could be “Dear Erica, 
thank you so much for staying with us, hope you enjoyed it. Here we have a survey. We would like 
to use it for your and other guests future experience, to improve it. If you have any suggestions, 
would be appreciated.…”. You don't even have to say, like, “you get a discount when you do that”. 
Like, that's not really needed. It’s just… Is that… it's also like, if they being taken seriously. And I 
think especially when it's dissatisfying, I'll be like, I don't even take the effort to write on 
TripAdvisor. If they don't reach out to me, then I'm not going to even… Unless I know that I'm 
going to go back there often. Like, I mean if I'm a business guest and I will be here for one 
weekend… Either way, often, then I would write them some email /…/ 
 
Kristina: uh huh, would you rather then contact them in person? /…/ 
 
Erica: Yeah. I will first send them an e-mail, give them the chance to make up for it before  I will  
write it on TripAdvisor. Because then I know that I pay a lot of attention to what people write on 
TripAdvisor. So if they say something about like “oh the stake was not as good as I thought it 
would be, it was a lot smaller”, I'll be really like…”hm, ok”. So I wanna give them the opportunity 
to fix it before. 
 
Kristina: Right. Ok, I see what you mean. We were actually also going to as a follow up 
question to this one. I have asked the others, what their take is on a survey by email. But you 
also said that. That you would probably respond if you received a … 
 
Erica:  I would be more likely to leave feedback, positive or negative. If they reach out with the 
survey then - nothing, I wouldn't be inclined to do something myself that quickly.  
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Kristina: Alright, ok.  
 
Iryna: As a last question, would you like to comment on anything or if you have any questions 
or ideas or anything that you would like to tell us in regards to topic?  
Kristina: For example something that you have thought about should be improved from the 
hotel’s side when it comes to service recovery? 
 
Erica: I think that the entire saying of like, the customer is the king in like, this entire service 
recovery should be human as well. Like if somebody is really like, having ridiculous complaints or 
whatsoever, if I would see that as a customer like, the other one screaming at staff, I would be more 
like “I am so sorry that you had to go through that with that person”. Than, “oh wow, she’s not or 
he's not taking care of them”, you know.Like, I would feel embarrassed… so it's like… Open 
reviews on TripAdvisor like, “this hotel was shit, they were all like awful, when I asked them for 
this, they didn't do that”. I wouldn't be that influenced by that. So, extremely negative feedback, but 
as well extremely positive feedback, which is too detailed, will make me wonder if they wrote it 
themselves. I will be like, “Oh yeah. That's a typical of that type of person” so… /…/ 
 
Iryna: Alright, it’s very interesting answers. And a lot of new inputs. Yeah I think it's going to 
be extremely nice to go through this and start analyzing it /…/. 
 

 
 
Date: 23rd February 2016 
Interview with: Jacob 
Timeline: 33:02 
 
Jacob - potential customer participant 6 
 

/…/ Introduction of the interview 

 
Theme 1 
 

Kristina: So in the first statement we wrote: “if I receive what I believe is to be a fair recovery 
for the error, I would speak positively of the hotel afterwards”. An error here is some kind of 
mistake that the hotel is in charge of – not the snowstorm outside or anything that they can´t 
be in control of – but some kind of error that they…. that they should take responsibility for, 
so to speak. 
Jacob: Yeah. Yeah. Yeah, I would say there could be you know if… if I ordered the room with a tub 
or something and they gave me a room that hadn´t one, you know I would… if they you know fixed 
the error right away I probably wouldn´t even think about it when I got home, so I think that, yeah I 
would see that as a positive thing. You know, even though they make a mistake you can… if they 
provide a good service /…/. I either wouldn´t think about it or use it as, as a way of telling “alright, 
they have actually a pretty good service”. So I… I think I said “strongly agree”. Yeah. 
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Kristina: Cool. 
Iryna: Alright, next statement is: “My dissatisfaction would be stronger if I knew that the 
hotel could have prevented the error than if I knew that they could not”. So again, if you 
could tell us your opinion about this statement. 
Jacob: Yeah. Eh…it´s a bit tricky one, because you know in the ideal world they wouldn´t make 
mistakes because they should be able to prevent mistakes from, from you know basic mistakes like 
giving you the wrong room or something. So, I´m not sure that I would be you know more 
dissatisfied, I´m not sure I would. But it depends on what type of error, you know if… if it was 
something you know really really really basic like it could happen and you know “this is something 
that could happen at a 1-star hotel and it happened at a 5-star”, I would of course think “okay, if you 
charge me that much, you have to be able to…”. So, I might, I might say “agree” actually when you 
think of it, I might say it. And if it was something I had told them in advance, like “I have special 
needs” or “I have a certain request”, I would of course be… I would actually be more dissatisfied. 
Yeah.  
Kristina: And also for this statement and for the rest of them, if you have any memories or 
examples from… also from other hotels that you´ve been to, anything that you could relate to 
– your expectations as a customer if something goes wrong in a hotel and how you would react 
- you can always mention that. That´s completely okay. The next one might be tricky as well: 
“I would prefer the hotel to document the error for quality improvement purposes”. What 
would be your take on that? 
Jacob: So in case I experience a mistake, they would log it somewhere and then for the future they 
could go back and see how do we prevent this? Yeah, I would… you know, I think it would be okay 
to do it, because you know as a customer you would like for other people to not get, if you had a 
bad experience you would not like for anyone else to have it. So I think it would be good and 
maybe it could be a trend for other hotels to see “okay we have to, actually have to focus on this to 
keep improving”. So I think, yeah I think it would be good.  
Iryna: But for you as a customer for example… do you, when you imagine a situation when 
something happen and you come up to the reception – just as a customer, not from the hotel 
perspective – would it matter for you if they document it? 
Jacob: If I experience a mistake and I, alright. Not in the situation, to be honest I wouldn´t care I 
think, I just wanted the error to be fixed. And then they… I wouldn´t use my time after having a bad 
experience for them to log it if… you know. In the situation I probably wouldn´t care actually. 
When if you have a bad experience you just wanna get it over with and keep on going with your 
stay there, yeah. 
Kristina: For this statement I actually asked another person if you would come back, for 
example – in the worst of cases – if you would come back and the same thing would happen 
again - would you, would you think about whether they documented what happened the last 
time? 
Jacob: I would definitely think about how it could happen twice, like they… someone should be 
able to you know think like “if this happened once, how can it be prevented from happening 
again?”. So, some initiative, I would think, some initiative I would think in the second round, some 
initiative had to be done or some thoughts had to be given about “how do we prevent this in the 
future”. So either log it or change it right away or something. So I would, if I experienced the same 
mistake twice, I would think “this is, this is wrong”. This is even worse than… yeah. 
Kristina: Not to decide for you what to answer to that one, that´s not what I´m… I´ve just sort 
of been linking this statement to the possibility that something could occur again. 
Jacob: Yeah. Yeah, I mean. 
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Theme 2 
 

Iryna: Definitely. So: “the more expensive the hotel is, the more recovery I would expect to get 
for errors in general”. So… 
Jacob: Yeah, yeah I would say I strongly agree. If I pay a premium price, like with anything else, I 
expect the premium service. And especially with the hotel where you have to you know, it´s quite 
personal to move in to a room. I would say that, if they make a mistake and I paid a lot of money, I 
would expect them to fix it right away or at least make some sort of compensation like giving me 
better room or something, give me a free meal or anything if they really screwed up. So yeah, I will 
say “strongly agree” with this one, yeah. 
Kristina: Very interesting. Yeah you were pretty sure about that one. 
Jacob: Yeah, I´m you know. That´s how it is, if you pay, you know. If you move into a hostel and 
there´s an error /…/, that what you would expect if you pay a hundred krona you know for a room 
or bed, but not a 4- or 5-star hotel, no. 
Iryna: No, that´s true.  
Kristina: And the next one is, and just ask us if you wanna know what we mean by this: “I 
would avoid complaining about the error if I was in doubt about the hotel´s capability of 
dealing with complaints”. It´s basically a feeling from you. 
Jacob: So if I was unsure about the ability to you know handle complaints? 
Kristina: So the doubt in itself is not defined by us, so this is basically a feeling that you would 
have, like we can have about people sometimes where we question whether they will take it 
seriously, whether something is gonna be done about it if you go up and complain. 
Jacob: I would say… 
Kristina: That would be a doubt, I guess. 
Jacob: … I would say I agree because if I was at a hotel and they made a lot of mistakes and I felt 
like everything was a chaos and I was really angry, I would I would naturally think “if they can´t 
handle this simple service of giving me a room or providing me with the service I was entitled to”, I 
wouldn´t expect them to have a system or you know a process for handling complaints and even if 
they did it wouldn´t help me at all because I would never come here again. So I would say I agree, I 
would never use my time… use my time on it, if I didn´t think they could handle it. 
Kristina: That´s very interesting because we also read a lot of research stating that people, 
just like you, could avoid complaining if they´re not sure of whether it´s gonna lead 
somewhere. And then they drop the case instead of moving on.  
Jacob: Yeah, and if… from your own perspective, you don´t care if they fix it or not because you´re 
never going back, so it´s like “what the hell”. And also because you would think that they won´t 
even read it, or throw it out or put in I a pile somewhere and then never look at it or… yeah, so I 
agree. 
Iryna: Yeah, yeah. That´s number six, okay, so: “if I would feel like the hotel´s approach to 
the error was below my expectations, I would consider not going back to the same hotel 
again”. 
Jacob: Yeah and I would say in this question I agree, because if they made a mistake, that´s… that´s 
fine. And in case you know in this case with a 4/5-star hotel, I would expect them to again make 
some kind of compensation or some kind of service recovery that would benefit me and if they just 
said “we´re sorry” and I had to wait for an hour or something, I would say “this is not okay, you 
made a mistake and you didn´t really, you didn´t meet my expectations of how to you know move 
on with it”. So I would say it would be a really… it would be a really bad situation from my point 
of view and I wouldn´t, I wouldn´t go back. So in my opinion it could be either you know a very 
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positive thing, like “they recovered really well” and I was really happy or “this is not good at all”. 
So it´s… there´s no way in-between for me cause either they did a really good job or “this is not 
okay, you made a mistake and now it´s, it´s my problem”. 
Kristina: Ah yeah. And even though we said “consider not going back”. We made the decision 
not to say “I would never go back” because situational factors could make a person coming 
back through colleagues or somebody else booking the hotel, so that´s why we used the word 
“consider”. 
Jacob: I would definitely consider not going back if they didn´t meet my expectations. Definitely, 
yeah.  
 

Theme 3 
 

Kristina: Okay. The next one: “if I would experience lack of empathy from the hotel 
employees, it would have a negative impact on my view of the hotel brand”. What we´re 
looking for here is if you see a connection between empathy – how you get treated from the 
employees – and the brand, for example Ritz-Carlton or Tivoli Hotel.  
Jacob: Yeah. Again, I strongly agree because if I pay a premium price, I expect everything from the 
moment walking through the door to I get out again to be good or great. And that… if their 
employees is not you know nice to me or giving me the service I need, then again I would say so 
that´s the face of the company so that must be the company´s fault and they have to hire someone 
else or you know give them some… some you know, some tutoring in how to you know provide 
great customer service. I would definitely, I would definitely find that out – lack of employee… 
would give me a bad experience, and I… it would definitely have a negative impact, for sure, yeah. 
Kristina: Yeah. Again, any… if you have any kind of experience of it, anything that comes to 
your memory…? 
Jacob: I´ve tried once but I can´t remember what particular request it was but we booked a room 
and we wrote the hotel like we “can we please have a room with this and this” and when we got 
there it didn´t. And then when we were going down to talk to the receptionists – I think it was a girl 
– she was really really nice and just tried to help us right away and eventually got it fixed. And she 
tried as hard as she could and even though we had to you know - I think we had to wait one night to 
get it -  but still her, you know… her efforts you know was like at least she tried, there must be 
someone else here who made the mistake or… at least she tried, so you can´t blame her. So every 
time we saw her from the next twelve days, it was like “hello,” and “you´re happy?” because she 
actually fought for you and you know, she met our expectations of how to recover from that 
mistake. So it has an, it has an impact, so to this question I would say “strongly agree”. Yeah. 
Kristina: This is, this is nice to hear even if… even if I mean the memory doesn´t come exactly 
from a hotel in Copenhagen, it could still…  
Jacob: It would be the same. 
Kristina: … it could still help a lot and we´re trying to help hotels here as well, to give them 
some suggestions on how they could improve service recovery. So of course it would be helpful 
to get something, get something in. I mean, like you´re saying, a hostel can´t be compared to it 
of course because you know a bedbug in a hostel is perhaps more acceptable than a bedbug at 
Hilton Hotel. 
Jacob: Exactly. And even though it´s you know, it´s you know… experiences from other cities than 
Copenhagen you would still… even when… when you go to a hotel in Europe you have still expect 
the same. If you went to a hotel in the middle of Africa, your expectations might not be that high 
but in most of Europe you will still have the same expectations if it´s a 4- or 5-star hotel, so… so 
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you know… if it´s Copenhagen, Berlin or Paris it doesn´t matter, you will still think “alright, I´m 
still entitled to this” so, yeah… 
Iryna: Alright, next statement is: “I would want the employee that I contact about the error to 
have the ability to solve the problem on spot”. So we mean that, imagine that for example 
you´re coming up to reception and you´re voicing your dissatisfaction or complaint, would 
you want this person in front of you to be able to provide you with sufficient explanation or 
solve your problem right here, or does it matter to you if she or he goes back to the manager 
for example and fixes it at the back of the office first? 
Jacob: Hmmm… it depends on what kind of mistake but in general I would at least expect to have 
some kind of explanation… and she… the person – the receptionist – should be able to provide me 
with some kind of information of why it happened and what they possibly can do instead of having 
you know to go to the back-office and you´d have to wait. If it takes them five minutes I don´t care, 
but if they had to talk to someone for fifteen minutes and I´m just standing there waiting, I would 
expect them to… you know, then the receptionists should have some more responsibility to make a 
decision, so… and if it was a 5-star hotel, I would expect the ones in the reception to, you know, to 
be able to handle… if it´s you know within reason, a reasonable request, they should be able to fix it 
right away. So I would say “I agree”, I think they should be able to solve the problem on the spot or 
at least it shouldn´t take them more than five, five or ten minutes. So, yeah. 
Kristina: When I asked this question to somebody else over the weekend, he said “no, you 
can´t expect that because if it´s a reparation of a window for example, they would have to call 
an engineer to fix it so the receptionist is not the one fixing the window”. And then I asked 
“Okay, but is it the receptionist who calls the engineer or do the receptionist have to go back – 
ask the manager or a colleague – and then come back to the reception, call the engineer, get it 
fixed…? 
Jacob: Yeah. And to work with that example, I would say that it doesn´t… in this case, I booked the 
room and there was something wrong with the window, I would go and complain, I would expect 
the receptionists to find me a similar room right away and I would never think about that window 
ever again. So, for me it doesn´t matter if the receptionist has to call the engineer or the manager 
has, she just has to get that window out of my life. So, give me another…. she should be able to 
solve that problem for me because I personally do not care about that window, so my problem is 
that my room is having a broken window and I need to get a room with a functional window.  
Iryna: Yeah but still it´s the receptionist who solves your problem…? 
Jacob: Yeah exactly, she solved my problem, yeah so that… I see what this person means, but the 
window is not my problem. That´s the hotel´s… my problem is my room is not living up to my 
expectations. Yeah. 
Kristina: It seems like the timing perspective is quite important for you here, how long time it 
takes. 
Jacob: Yeah, of course. It… of course it depends on what kind of situation it is because if it´s very 
you know… of course sometimes they have to talk to the manager because it doesn´t make any 
sense for me to get a, you know… they solve a problem and then fifteen minutes after someone else 
comes up and says “alright, this actually can´t be done”. So I´d rather have they talk to someone, 
but if it´s something you know… there´s a broken window, it shouldn´t take them more than five 
minutes you know to come up with a solution. 
Kristina: Probably not, no. 
Jacob: Even, they don´t have to walk and change a room, like instantly, but they have to say 
“alright, we will have given you another room by four a´ clock” and if I don´t have to sleep there, it 
doesn´t matter. You know, if it´s during the day. So of course timing is… you shouldn´t wait longer 
than necessary. 
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Kristina: No. And the last statement is more or less a summary: “if I would summarize the 
approach from the hotel employees as dissatisfying – however you define that – I would be 
inclined to write a negative hotel review”. Again, not “I would jump on it and do it right 
now!”. Not the same thing, just the consideration of it, that you would be inclined to do it.  
Jacob: And with this question we mean that if the service like from the employees are not meeting 
my expectations, for example? Yeah, I would definitely be inclined to write a negative review 
because again, when you pay a premium price you expect everything to be good and that´s… that´s 
everything from your bed to the TV to the food and the kitchen of the hotel restaurant – it has to be 
you know of a certain standard and I don´t wanna pay a premium price and get in to a hotel and 
then people treat me like I don´t matter. They don´t have to treat me like a king or anything, but 
they still have to be you know meeting my expectations, because otherwise I could just book 
something else. And I think it´s… if you pay a premium price for the entire package and then the 
hotel has to live up to the entire package. So the higher the price, the better the service – and that of 
course is also from the employees because that´s the only contact you have with the company. I 
don´t meet the managers or the CEO:s, I meet the staff so they´re the face to whoever I´m paying. 
So they should at least be able to you know be polite and be ready to solve my eventual problems or 
something, yeah. 
Kristina: Mm, I see. We thought this was pretty interesting to include because over this 
project so far we have come across millions of both positive but also very negative hotel 
reviews on TripAdvisor, Booking.com and so on. So we started asking ourselves, and also of 
course in accordance to theory, what it takes for people to do this. You know, if it´s like it has 
to be a very extreme event for a person to sit down and take the time to write this review, 
either if it´s negative or positive. What is, what is your take on this… 
Jacob: I agree. 
Kristina: … when it comes to what it takes from you to spend energy on it? 
Jacob: There´s two, there´s two situations, either it´s a really you know extreme experience – either 
very positive or very negative – and then you have to you know share it. Or either you know you´re 
very – what do you call it? – enthusiastic traveler, like you enjoy the travelling part and you like 
going to Trustpilot or what is the other called? 
Kristina: Tripadvisor…? 
Jacob: Yeah Tripadvisor, that´s the one I´m looking for. Yeah, and you know… 
Kristina: Trustpilot is very big in Denmark. 
Jacob: … you enjoy you know reading those forms and, yeah but for me it has to be you know a 
very extreme one. Yeah, to spend my time on it but… I would definitely do it if I had you know a 
really really bad experience and it was at a 4/5-star hotel you know, as I said. In a hostel, I would 
just think “alright, what did I expect?”. I would be kind of like but on the other hand, 4- and 5-star 
hotel you know, I expect a lot cause you have so many options. 
Kristina: Okay, eh… I´m just thinking, since I mean going back to service recovery, if you 
would be dissatisfied and you received… like in statement one, if you received what you 
believe is to be a fair recovery for what happened, do you think that this would affect you in 
any way when it comes to writing the review? 
Jacob: Yeah, it definitely would. You know, if they make a mistake – mistakes can happen – and if 
they find you know either a fair way of solving or you know a great way it´ll be you know, then 
that´s a plus. It´ll end up when I get home and thinking back as a positive experience, even though I 
might have been angry for ten minutes but at the end I would say “alright, that´s actually pretty 
good, that says something about their you know willingness to make my stay even better”. And on 
the other hand, if it was you know not a fair recovery, it would be twice as bad as initially. So it 
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either works, it works in two ways, either really bad or really good. So, it would definitely affect 
me.  
Kristina: And it seems like this negative experience could turn around and it could sort of 
result in a positive review in the end of the day.  
Jacob: Yeah, yeah you know I have this... you know, I think that if you went to a hotel and you had 
the stay you expected, you would say “alright, this was good”. And if you go to a hotel and the 
mistake happened and they did a really good job, you would think of that experience as even better 
than the one before without the mistake, because they show “alright, we´re actually capable of still 
providing with a good experience and we take your complaint or your problem serious”. And you 
feel like “okay, they´re actually valuing that I pay to be right here instead of the hotel next door”. 
And I would think “okay, I will definitely come back again”. So I think they can turn around to a 
really really positive thing or turn into you know, the you know “I will never come back here 
again”. There´s no way in-between. It is either good or bad, I can´t find in-between in my opinion, 
from what I have experienced other places. Yeah. 
Kristina: How interesting. You know, the answers from people are actually really not the 
same and I like that. That´s very… yeah. It´s very cool to see that there you know, that there´s 
so many contrasts. Well, as a last very general question, we just wanted to know if there´s 
something else that has come to mind for you as we now have talked about this topic and… if 
there´s something that you have thought about when it comes to potential improvements for 
service recovery, anything that could be done differently on the hotels´ side. 
Jacob: I… I just think that… providing… if a mistake happens, then the most important thing is to 
provide people with information, like “this is what we can do and what we are trying to do”. And 
then people can… you know if you have to wait and you don´t know what the hell is this person 
doing in the back-office, they should be able to tell “alright, I´ll go in and ask about this and that 
and what we will try to do is…” and then you can think “alright, that´s… that´s a fair solution, I 
hope they can give me that solution or on the other hand they can give me this solution”. So, 
providing people with information… 
Kristina: Be clear…? 
Jacob: Exactly, be clear about what can happen instead of just saying “alright, I´ll look into it” and 
then you can stand and wait and things, so “is my problem solved or am I waiting to get an even 
worse situation than before?”. So I think you know, providing persons with information when 
something bad happens on how they intend to fix it, that´s important. 
Kristina: Yeah, okay I really like that suggestion. 
Jacob: I don´t know if it´s not done anywhere, it´s just… I would prefer that people told me what 
can happen and what will we do to fix it right away. And then I could wait for the problem to get 
fixed. Yeah. 
Kristina: Yeah. Yeah, it sounds like a little bit more controlled… in a sense, you know. 
Iryna: Yeah, I guess as a guest you just don´t feel like you´re… if I could say left alone here or 
waiting. You wanna be treated fairly you know, you want to be… you want to know 
everything.  
Jacob: Yeah, you want to get the feeling that someone has listened to the problem and they´re doing 
something to solve it, and then they can do that by telling you “I will do this and that and I will talk 
to this person who probably can fix the problem” or… so you don´t feel like you´re standing alone 
and just “did she or he even listen to my problem or is he just drinking coffee out in the back or 
what is he, what is he doing?” (laughter).  
Kristina: I mean, I guess it makes a lot of sense for them as well, both managers and 
employees, because if they´re working really hard for example to get something solved and 
people just don´t know it. Then they don´t get a lot of credibility for it. 
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Jacob: No. No and if I had to wait… if I had to check in to a hotel and I had to wait twenty minutes 
extra or thirty minutes extra, it would be such a bad experience if I just if I was standing and 
waiting, I would just be looking at the clock and “now it´s thirty minutes” and then she comes out 
and says “alright, we can give you this room”. If she told me “I´ll fix it right away” and then she 
came out again and said “alright, it will be twenty minutes from now on”, I would say “okay…” 
Kristina: “… okay then I can get out and I can get some fresh air…” 
Jacob: I probably wouldn´t be you know the happiest man alive, but I would still think “oh she at 
least said it would be twenty minutes and now I can relate to that and now I know that”, and then 
yeah I could do something else or I´d just sit down with my iPad or, you know. Just as long as you 
know. Like if there´s a plane that´s delayed in the airport, you just want to know why and how long. 
And when you´re out there, you just want to have some information, yeah. That´s, that´s important 
for me, if, when something happens, that they tell me something. Yeah. 
Kristina: Yeah. 
Iryna: Alright. Yeah, any other comments or ideas or anything you would like to voice…? 
Jacob: No, it´s just there´s, you know… the underlying theme for me is that the higher the price you 
pay, the better service and service recovery I would expect, that´s… so, yeah. 
Iryna: Alright, thank you very much. 
Kristina: Yeah, thank you very very much. 
/…/ 
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Kristina: For the first one we were wondering, if something happens like an error when 
you´re in a hotel and you receive what you believe to be a fair recovery, would you then speak 
positively of the hotel afterwards? 
Alice: Yeah I think I would do. I actually, last summer I was staying close to Nice, so it´s southern 
part of France. And there was like an – I don´t know – accidentally the housekeeping woman she… 
has taken all the clothes of my husband and just all the t-shirts, because they were like packed in a 
small you know packet and she just threw them away. 
Kristina: Right. 
Alice: So she thought it was garbage, which it wasn´t. But she… (laughter), so actually I have an 
example of such kind of situation, so… I think that if the hotel management could do something 
you know to kind of handle the situation, to say that they´re extremely sorry and maybe to make 
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compensation or I don´t know to make, to lower the rate for… I would stay, because we were 
staying there for fifteen nights so it´s quite expensive, it was 4-star hotel, so… basically I don´t 
know maybe if they could reduce the price for three nights or something, that would probably be the 
price of these t-shirts, you know. But, but they didn´t do it so I´d say that in terms of you know 
service recovery, so if the problem is handled fast or like in a reasonable time, that would 
significantly you know improve the level of satisfaction. Of me as a customer. 
Kristina: In this situation that you were in, did you at least get the clothes back? 
Alice: No we didn´t get anything back because she really threw it away like in the garbage and 
the… there is a car, the garbage car that takes all the garbage from the hotel every morning. And 
there was the time when we realized she like thrown, she has thrown it all away, and the garbage 
machine has already been there so there was no opportunity even to take it out from the garbage. 
Kristina: To turn this statement around, in I mean the other way around, when this happened 
for you, would you say that it makes you speak negatively of the hotel afterwards? 
Alice: Yeah sure, absolutely. So I wrote them a very very negative review on all the websites that I 
could. Because there was really… I think there was… like they had all the chances you know, 
because they knew that it was her mistake and the housekeeping lady she told that she had seen 
these you know these t-shirts and she thought it was garbage and she was kind of cleaning, so she 
even said that it was her mistake. But, still the management didn´t decide to do anything you know 
to handle the situation, so… because the head of the hotel was an old woman who was you know 
not very familiar to the you know new levels of you know this service and service recovery and 
everything else and the younger… yeah the younger ladies who were like the receptionists, they 
told us that “yeah, we understand the problem and we are very sorry”. But she was very like angry 
woman and they told us she lost her husband recently and maybe she was kind of you know in 
severe pain or something and not in normal condition, like mental condition. But still, she was kind 
of saying she was angry and the only thing she like proposed to do is that we ask her insurance 
company to compensate, but in France it lasts like months and since, I think it´s been nine months 
now. And nothing has been you know done. So even she proposed us to go to police and write some 
kind of paper that the t-shirts has been stolen and that is was like… 
Kristina: Oh wow, it went that far. 
Alice: So I would say that… that was absolutely their fault and if they could handle it, I would 
not… I never like write, because the hotel overall was very very good, really. But this incident 
made me write them a negative review and describe the whole situation and that their management 
didn´t do anything. Basically, she was against making any compensation or… 
Kristina: Wow! 
Alice: But there was, I think there was… just this person, her single you know point of view, 
because she was the owner of this hotel – it was a quite small hotel. But still… 
Kristina: This almost sounds like it could relate even to the next statement, because here we 
were wondering if your dissatisfaction would be stronger if you knew that the hotel could 
have prevented the mistake. If you knew, basically if you thought that the hotel could have 
prevented this from happening. It almost sounds like this experience could relate to that. 
Alice: Yeah, probably. Yeah, yeah. Yeah I think I would be… yeah, more dissatisfied if I knew that 
they could, they could do it, yeah. 
Kristina: Some people have sort of wondered what we mean by this, where it comes from 
theory… for situational factors, and control, and how much control the hotel has of the 
mistake and so on. But for example, when we talked to one of the hotels they mentioned that 
they were going through a big renovation and the restaurant, or the breakfast buffet that they 
had before was smaller but after the renovation they had more rooms, more capacity. It´s just 
that they opened everything before the opened an extra restaurant for the breakfast buffet 



227 
 

and… here some customers were kind of thinking “yeah but… now there´s no space any 
longer in the breakfast room and everything is missing”. And you know, that there could be 
like, maybe this could have been prevented, maybe it wouldn´t have had to happen in the first 
place. Just to give an example, so it starts from theory and then we got this practical example 
when we went to one of the hotels. 
Alice: Yeah I think that if they could easily prevent it, then I would be you know. Of course I would 
not be that much dissatisfied if I knew they could prevent, but basically there was the… that the 
housekeeping woman, she was kind of guilty maybe for that. But we were, I didn´t even you know 
felt she was, because she said it was her mistake and she like expressed her feeling that she was not 
supposed to do that. And I was even much more dissatisfied with the management of the hotel but 
not with this lady because the hotel management is somebody you know who can you know make 
some actions to make this service recovery. Because she was just like an old lady of almost I don´t 
know 60 or 70 years old, so I mean she was really cleaning and she probably didn´t, not on purpose. 
Well, I hope so, but so I mean I don´t think she did it on purpose. So, but the hotel management is 
somebody that can really take some actions and they didn´t want to do it, so they´re… I can say that 
yeah if that could be prevented by the hotel management, for example if they had some I don´t 
know policy that the housekeeping lady like damages some of the you know, something that the 
customers bring, for example, and she knew she would be responsible for that or… I don´t know, 
they could share the responsibility by 50/50 or something. So, this is something that the hotel 
management can like think they can prevent some cases like this. Then it would be better probably. 
And then the customer would be probably less dissatisfied with the total outcome of the situation. 
Kristina: Yeah, I guess so also actually. And in the next one we were wondering if you would 
prefer that the hotel documents the error for quality improvement purposes, for example if 
you would go down to the reception to speak up about something, would it matter to you if 
they would make any kind of documentation on what you were saying. 
Alice: Well, I think yeah, but usually I think it´s the customer who insists on that documentation, so 
it´s probably less cases that the hotel itself would like to document any incident, right? Do I get the 
question right, yeah? 
Kristina: Yeah it could be, for… for saying for example that “we are documenting this so that 
we will keep it in our system and remember”. 
Alice: I think for the customer it means that some action is, that the incident is noticed and that 
some action will probably be taken. So I think that, from the point of view of the customer, I think it 
makes some I guess… some… it gives you some you know some attention to the problem and that 
making a, documenting this, would have a good influence on customer perception of what has 
happened.  
 

Theme 2 
 

Kristina: Okay, yeah, I see what you mean. The next one is about the price, basically, and we 
were wondering if you can see the connection between the price that you pay and the 
expectation of what kind of recovery you get if something goes wrong.  
Alice: Yeah, I strongly agree that the more expensive is the hotel, the more service recovery and the 
higher level of service recovery I would probably expect. Because typically, what you pay for in the 
hotel this is the you know space - some space, some yeah what is inside- so the facilities and the 
level of service. And probably, in the most parts – in the luxury hotels or like 4- and 5-star hotels – 
the space is the same, the facilities are a little better. But the rest, the significant amount of money – 
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the rate per night to pay for the service – and of course if something wrong happens, I would expect 
it to be handled much faster and better if the hotel is much more expensive.  
Kristina: Yeah, okay. This is nice, because we have a lot of different answers for this one 
actually from people and it´s really great to see because when we made these statements, of 
course we were kind of scared that everyone was gonna say “strongly agree” and end of story 
of course, you know. But it has turned out that it´s actually not the way it is. 
Alice: But my experience in like different hotels is that the personnel, the staff of the hotel – also in 
the more expensive hotels – the personnel also is probably willing to help you in to make service 
recovery in strange situations. In the hotels were I stay per night, it´s much more expensive, so they 
take their responsibility for this high price I think. 
Kristina: Okay, yeah. And in the next one we are wondering about who you are or what you 
are like when it comes to complaining. So we were wondering if you would avoid complaining 
about an error if you were in doubt about the hotel´s capability of dealing with complaints. 
Alice: So… do you mean by this question if the hotel is not responsible for or.. ? 
Kristina: I mean, if you have the feeling for some reason – maybe because of the atmosphere 
or the approach from employees or anything that lies within what it feels like for you to be at 
the hotel – if you would have any doubts, would you perhaps avoid then to complain about 
something? 
Alice: I would. What kind of doubts do you mean? So could you give me an example of…? 
Kristina: It could be for example that you don´t really feel like you have a connection to the 
employees or you haven´t really felt like you´re comfortable enough to speak to them about 
something, that it doesn´t feel welcoming… 
Alice: For complaints, you mean? No I, would, that would not you know matter for me. So if I felt 
there is some strong, yeah there is some strong problem or something that I don´t like, I would not 
take into account my personal feelings or atmosphere or any connection to the employees. I would 
just articulate about the problem and wait for the problem to be solved, I would say.  
Kristina: So it wouldn´t really hold you back in that sense? 
Alice: No, I don´t think so. 
Kristina: No. This is because we read a lot of research which points out that customers often 
avoid complaining for some reason and that they have to be encouraged to do it. 
Alice: Okay. 
Kristina: For the great majority of customers. 
Alice: I think maybe it depends on how much time do you travel, so if it´s like once in a year and 
there was small problem, probably you don´t even take that into account. But if you´re, maybe in 
the other way around, maybe if you travel like a hundred days in a year and there would be also a 
smaller problem that doesn´t really bother you, you would not probably… but not because 
somebody is not like willing to listen to you, in my case, but just because I don´t wanna spend my 
time with it. I mean if it´s something not important. Yeah I would say it´s for other reasons. If it´s 
not important for me, for the purpose of my stay – if it´s just one night, like I don´t know in some 
big city, like Copenhagen – if it´s just something not really significant, I would not spend my time 
on complaining. But if it´s something that spoils the whole vacation, I would say I would complain.  
Kristina: Okay. And in the next one, we were just wondering: “if you feel like the approach of 
the hotel to this mistake or error was below what you had expected, could you then consider 
not going back to the same hotel again?”. 
Alice: Yeah, I think I would if I knew there were other options in the same for example destination. 
And… I would not consider coming back just on purpose, if I knew they didn´t handle my 
complaint and didn´t treat it with some respect. Yeah, so if I had similar options I would definitely 
not come back.  
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Kristina: Exactly, like you were saying that maybe there could be a situation when you don’t 
have any other options because your workplace has told you to go there or your mum pays for 
the vacation and she really wants you guys to go there, so this is also why we chose “consider”.  
Alice: Yeah so if I had similar options and I knew that the hotel last time, the previous time, they 
didn´t handle my complaint, so I would choose something else just to try something else in-house. 
 

Theme 3 
 

Kristina: Okay, exactly, okay. And for the last three statements, we were thinking especially 
about hotel employees and how they are approaching you and how they are treating you. And 
here we were wondering if you feel like you experience lack of empathy from the employees, 
would that affect the way you look upon the brand? Could it give you a negative impact of the 
brand for example, the brand Nimb or the brand Tivoli Hotel? 
Alice: I think it´s far too to answer very straight to this question, because it depends on what kind of 
you know this lack of empathy you consider, so… it should be measured somehow, yeah, so how 
much there is lack of empathy, so… Did you try to measure or it´s just.. ? 
Kristina: No, there isn´t really a measurement for it unfortunately. 
Alice: So I think that would not influence that much, because I understand that employees today 
there is like I don´t know one receptionist, tomorrow is another one. So if I knew all the people, all 
the employees like in every… in every corner of the hotel were lacking empathy, I would then 
probably have a negative, that would have negative effect on my perception of the brand. So I 
would say, I would think that they were trained to behave like that and they really don´t care. But if 
I just noticed just one employee is not you know smiling enough or not really like bothering and 
asking me how I feel and something else like that, I would probably not consider it a big problem 
and… not really think that there is some you know negative attention from the employees, just 
maybe I would consider it a personal feature of this particular employee. 
Kristina: Alright, okay. So is it more about the amount of the employees perhaps, or…? 
Alice: Yeah probably, so if I would you know face that all the employees behave in the same way, I 
would then you know warn this perception of the brand. But if it was just a particular employee, I 
would probably not… 
Kristina: Not be that, no. 
Alice: Not be that, no.  
Kristina: Oh yeah, and actually now I can see that we wrote “hotel employees” here, so that 
could also be in general in the hotel, that you get this feeling from employees overall… 
Alice: Yeah but usually when you stay like for I don´t know, even for a night, you meet somebody 
who like welcomes you at the reception. Then when you, I don´t know, have your breakfast, then 
when you make the check-out. So it´s different, like maybe I don´t know 3-5-10 people that you 
still meet, so probably then the overall perception of the hotel is combined you know, combined 
opinion of facing with all these people. 
Kristina: Exactly, exactly, in that way. So would that be what matters more to you, how the 
whole package or concept of the hotel was for you? 
Alice: Yeah I think so, yeah.  
Kristina: Yeah. You know quite a lot I guess, because you´ve been out travelling quite a bit 
now, lately at least. Yeah. This is also why it´s so good to talk to you guys like here because 
you can always say “yeah at that time, I felt like this and then last week I went to a hotel”, 
because you know you can really get a discussion going here and yeah… 
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Alice: Yeah, I´ve been travelling a lot actually for the last couple of years, especially. 
Kristina: Yeah, you have the experience here. For, also for employees, we were wondering in 
the… in number eight if you would want the employee that you contact about the error or the 
mistake to have the ability to solve the problem on spot.  
Alice: Yeah that´s for sure, I would answer positively on this question. So I would of course 
understand if the employee does not have enough you know… enough power to solve the problem 
on the spot, so they need probably some, you know, to ask their management. But that would be 
always a better solution from the customer point of view if the employee that is dealing with 
complaint is able to solve the problem on spot. So basically, in the case of these you know t-shirts 
that I told you, it was some very nice receptionists, ladies who were younger – so not the owner of 
the hotel that didn´t even want to take into account this complaint – but what they offered us, I think 
they offered us some breakfast free because the breakfast was not like pre-paid by us, and the 
offered us a couple of days because that was something they could not even you know show to this 
owner. So they kind of just gave us some kind of tickets for the breakfast and I think they didn´t 
even tell the owner that they actually tried to somehow you know make a complement for us for this 
incident. So basically they could not like solve you know the real problem on the spot, but they 
tried to you know make some kind of gesture that they´re really sorry and they wanted to make a 
complement for us. 
Kristina: Yeah, here we have also asked people if it matters to you… 
Alice: And there was kind of… by that, we could understand that they really feel sorry and they 
were expressing it and they made us think basically of this hotel that it´s still nice but it´s just the 
lady who´s in charge of, with the owner, she´s really like… 
Kristina: Not so nice? 
Alice: Maybe not so nice, yeah. Well, I would say even more rude probably, but not. Not, no.  
Kristina: Oh god. No, here we have also asked people if it if it matters to you if you for 
example go to a receptionist and you have a particular problem that this person – him or her 
– cannot deal with right away because it´s very technical or they have to call somebody or 
they have to go back-office and ask one of their managers. If that matters you know, that the 
person has to take one step ahead through other people and then get back to you. 
Alice: I think that the most important thing is that - probably for me, that when you speak about 
your problem or you have any complaint – that the person, who is the first receiving this you know 
complaint - that this person takes it seriously and tries to do everything that is in her or his you 
know power. So, but basically if it´s possible to you know solve the problem on spot it´s much 
much better, but if you know that the person is trying to do something, it still means a lot. So even 
if she or he has to go to the next step, like to ask somebody or the management or some other 
people, but you know that she is trying and approaching them, it´s still a plus for them, for the 
customer. 
Kristina: Exactly, and of course as you have probably figured out, this goes back to 
empowerment and how important empowerment really is for the customer.  
Alice: But I think it is really really important, yeah. 
Kristina: Exactly, and it makes you wonder sometimes because when you read all the 
research about how important empowerment is, we figured we should ask people if it really 
matters. 
Alice: Yeah I think it matters because… when the problem is actually solved on the spot, it doesn´t 
let the customer you know to go the next level and complain and to write for example the negative 
review or something, so it doesn´t allow you to be angry for a long time. And then it doesn´t have 
you know bad consequences for the hotel and for the brand image and so on. So basically the 
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sooner the problem is solved, the less you know negative opinion the customer will probably have 
and he will be able to forget about the small problem if the problem is solved really really quick.  
Kristina: If the problem is solved quick, okay. 
Alice: Fast, yeah. 
Kristina: Yeah and then lastly /…/, this is just a summary basically of your hotel experience 
and we were wondering if you feel like the approach from the employees has been 
dissatisfying for you, would you be inclined – in other words, would you consider – writing a 
negative review about the hotel? 
Alice: Yeah for sure, if I would feel that… the approach of the employees was a bad one, I would 
definitely write a negative review because nowadays I think it´s still like the reviews they have their 
power and because it´s so, you know, the internet is so open right now. And basically a lot of people 
base their decision on where they can stay or, on the reviews. I think that the hotel employees are 
not willing to take that in to account. 
/…/ 
Alice: So I think that´s, that´s really… an option for the dissatisfied customer to write a negative 
review and express an opinion, and I would definitely do that if I don´t feel you know satisfied.  
Kristina: Okay, you would definitely do it. Cool. 
Alice: For example once, I was staying in London during the you know Olympic Games, which was 
a great you know holiday and a big festival for the whole city and for all over the world probably. 
And I was staying at a hotel which was quite expensive because all the hotels in London are 
expensive, so it was 3-star hotel, I think. 
Kristina: And it was really expensive, okay. 
Alice: Yeah and there were you know some cockroaches in the room and I was so you know… it 
was a horror for me, because the room was like two meters probably length and there was… there 
was only bed that was in the room and I could also put my suitcase and there was no space at all. 
And when I just, I was so tired, I was very tired after the flight. So I tried to lay on my bed, and 
when I just look at the pillow there was a big big cockroach and I was really you know terrified 
because I hate them and because there is no space for them so I didn´t know because there is only 
the bed in the room and then maybe there were many under the bed – I don´t know because there is 
no way you can see around.  
Kristina: Oh no… 
Alice: And so I went down to the reception and tried to ask them to you know to move me to the 
other room, but there was also not handled you know because you know very quickly so I had to 
wait for I guess one night. So there was, yeah there was… like this, of course they were trying to 
say that “there are no rooms available”, I said that “I will not probably stay in this room anyway”. 
Kristina: But what if they would spray something, or….? 
Alice: I think there was like the overall problem of the hotel… 
Kristina: Ah yeah, if there´s one maybe there´s more… 
Alice: … and they basically knew it because there was even the smell in the hotel of this spray but 
so probably they were trying to fight with them but it was impossible. So, after I spent I think like 
several hours in the reception and tried to ask them again and again, like that “would you please like 
change the room for me?”. And they, finally they moved me to the room which was like 
underground, it was minus one or two floors or something, underground really without any you 
know windows really, no windows at all. And there was a terrible smell of this spray, so there were 
no cockroaches – I didn´t see any – but the smell was so that I was leaving the room at 7 am until it 
was really the lights were on the streets, and then I didn´t go back until it was like I don´t know 1 
am or 2 am. So basically I could sleep there, but I had to spray you know the… some of the toilet 
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water just not to feel the smell of really like some chemistry. Some chemical, you know, stuff. 
There was really very very…. so… 
Kristina: Worse and worse. Well, these were all the statements and… 
Alice: So I wrote the negative review, of course. And I also… 
Kristina: You did, yeah. 
Alice: … showed some pictures of these cockroaches in my room and submitted the pictures as 
well, on the TripAdvisor and Booking.com, so that everybody knew that they can face this as well. 
Kristina: Wow… well, thank you so much. Of course if there´s, I mean if there´s something 
else that you wanna add – we always ask everyone if there´s something else outside of the 
statements that you have thought about or something that you should, or something that you 
think that the hotels should be doing in a better way to recover. 
Alice: Yeah I think it´s important that they can offer the service recovery very fast on the spot, so 
without, what you´ve been telling about the empowerment. And I think that even if they cannot do 
it you know right on the spot, they still handle the problem with attention and with care. And if they 
can make this service recovery, like any moment, it´s still better than not to do it. Otherwise, I think 
that people will write more and more negative reviews and I think they really actually… they can 
really spoil the image and the brand name of the hotel. And the people would prefer, after seeing 
some negative reviews, people would prefer to stay in other places and like different hotels, yeah.  
Kristina: Ah yeah. Well, that´s a very good suggestion. We would like to give some 
managerial recommendations as well, in the end of the analysis so we just like take the chance 
to ask everybody if there is something. But that´s voluntarily I mean if there´s something 
you´ve been thinking about and, yeah, and there was.  
Alice: Okay. 
Kristina: So this is so great, thank you so much. 
Alice: Thank you.  

 
Date: 6th March 2016 
Interview with: Carl 
Timeline: 30:39 

 
Carl - potential customer participant 9 
 

/…/ Introduction to the interview 

Theme 1 
 

Carl: Yeah okay, so first of all I would expect… when I go into a hotel website or if I want to book 
a hotel through other websites, I would basically tell them what I want in terms of room, for 
example if a want a room with certain views or that the size – like the type of the room, for example 
if it´s deluxe or it´s just an ordinary room or stuff like that. For example, let´s say that I ordered the 
room in Scandic. This actually happened to me last year, in my anniversary, I booked a… I booked 
a room with Scandic in Copenhagen. 
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Kristina: Oh could I just tell you before you move on…? And this is really great that it was 
Scandic, because I should also tell you that the range of hotels for us is 4- and 5-star hotels, so 
not just any hotel. Not a hostel, for example, not a bed- and breakfast, because this is a part of 
the delimitation – we can´t look at all of them. So, and Scandic is one of the hotels that we 
have talked to.  
Carl: Okay, that´s good then. 
Kristina: So we have like a list here: Marriot, Crown Plaza, Bella Sky, Scandic, Nimb and 
Tivoli Hotel. I just wanted to tell you that, so that you also know that this is the range; 4- and 
5-star. 
Carl: Okay, so yeah anyways, so my experience was with Scandic. It was around March, like this 
month last year, second of March – that´s my anniversary – I booked a room in Scandic and I was 
really like clear about what I want in the room. For example I wanted a deluxe room with a view of 
the water. I don´t know what that lake is called but I think it´s beautiful when you have that view in 
your room. So, yeah I ordered that and then I also ordered some flowers and cards in the room for 
my wife to surprise her when she enters the room, she… like, she has to receive these things. 
Unfortunately, the room was okay, like the view was okay – everything else was okay – but they 
didn´t put the flower and the card, so…. I entered the room with my wife and I was expecting the 
flowers and I wanted to surprise her, but there was nothing there. So I went down to the reception, I 
told them the case and I told them I´m really pissed off because it was very important to me and 
now it´s gone. It´s done, so the… I can´t surprise her anymore because I can´t just go walk in. I can 
walk in with the flower in my hand but that´s not gonna have the same effect that I was, that I was 
expecting. So they said “yeah we´re sorry, we try to order you new flowers”. I said “well, it´s not 
gonna make any difference now, but if you want you could”. They said “yeah we´ll try, we´ll order 
new flowers for you”. And then they ordered it and, believe it or not, they… I did not receive the 
flower.  
Kristina: But… oh my, really? 
Carl: Yeah, so I… no, I did not receive the flower like during my stay and I did not bother to go 
back to them and say “okay look guys, I didn´t receive the flower”, because it was not worth it 
anymore and like the service, the service mistake was unbelievable and I don´t think they did a 
good job with recovery, with this service recovery with me. Yeah and… everything else was fine, 
everything else was fine other than that. I think Scandic as it is is a good hotel and I´m actually a 
Scandic friend member as well and then… it´s just that experience that I remember, you know it 
was so important for me and no matter what else was great there, it didn´t matter anymore. 
Kristina: No, okay. Yeah actually this… this story of yours, it connects pretty well to the first 
statement that we have here where we asked “if you would receive what you believe is to be a 
fair recovery for the error, you would speak positively of the hotel afterwards”. Based on this 
experience… 
Carl: And this is the opposite. 
Kristina: Yeah, this is kind of the opposite, from what I hear from you. 
Carl: Yeah. Yeah. 
Kristina: So turning it around, if you would not get the fair recovery – from what you believe 
is to be fair – would you then speak negatively of the hotel afterwards? 
Carl: I would, I just did (laughter). 
Kristina: Yeah, I guess, yeah. 
Carl: I just did. I mean I would have, I would have spoken very positively about them if they just 
could at least just have given me those flowers, even if it was too late. I would say “okay it was a 
mistake, they recovered it, I move on”. But they didn´t actually do a good job in recovering it and 
that´s something that´s in my mind all the way and I even remembered it from last year. 
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Kristina: Wow. 
Carl: So I think I´ll remember it for a while. 
Kristina: Exactly, yeah. I think so too. On this range here that you can see, whether you agree 
or disagree strongly or agree strongly, where do you think that you would fit in on a sale from 
one to five? 
Carl: I think I would go with “agree”. Yeah mainly because the… the reason I don´t pick the 
“strongly agree” is because it´s not just the mistake, but it´s also the… it´s not just the service 
recovery that plays, it´s also other things other than the mistake that they do, for example I told you 
I was satisfied with other things. It´s just that they didn´t do this recovery, so yeah… my… whether, 
whether or not I will speak positively about them is… it´s of course the service recovery but also 
other things. 
Kristina: Also other things, what could it be for example? 
Carl: For example, the room that I requested with the view, they gave me that. And also I think the 
reception area was very nice, I liked. We had a cocktail together in the bar and it was a very good 
cocktail, so I think I should give them that. 
Kristina: Okay, is this kind of like how you are weighing the positive against the negative? 
Carl: It could be. I mean, I´m definitely pissed with the service recovery and the error that they did, 
but I think I should, I should also give them the things that they did right. 
Kristina: Right, I see what you mean, yeah. For the next statement we are thinking about how 
much control you think that the hotel has when an error comes up and we are asking if your 
dissatisfaction would be stronger if you knew that the hotel could have prevented the error 
than if you knew that they couldn´t. So basically, if you… yeah, basically if you would feel or 
if you would know that this is something that shouldn´t have happened because it could have 
been prevented, would you be more dissatisfied if that was the case? 
Carl: Yes. Yes, definitely. And it was the case in my example, like they could have prevented it. It 
wasn´t very hard because when I ordered the room I was very clear, both via telephone and also 
when I ordered there´s a part where you put in your special… special things that you want. I think it 
was where you could just write what you want and I wrote that I want a view of the water for 
example, I want flowers with the card and the cocktail, even what the card should say. And they 
give me the room with the view, this means that they have read the message. And I don´t 
understand why they didn´t put the flowers, so it means they could have prevented it and that makes 
me especially pissed. 
Kristina: I see what you mean, I see what you mean. You´re one of the few people who have 
like an exact example for something like this. 
Carl: Yeah, lucky for you. 
Kristina: And actually, people didn´t really know what we meant by this because sometimes 
maybe you don´t know it could have been prevented or not. 
Carl: Yeah, because especially if you don´t have the… if you don´t have a specific case, then I think 
that it´s hard to answer. 
Kristina: Yeah, exactly, it could be hard to answer. What we use as an example sometimes is 
that, let´s say if something external would have happened, like very bad weather and that the 
weather would have disturbed you, then basically the hotel would not be in control of it 
because it´s not like something that they could have foreseen or prevented in a sense. 
Carl: Yeah, like then it would have been okay. I mean, it´s common sense.  
Kristina: Common sense, yeah. We use that from theory, as an example. 
Carl: Yeah.  
Kristina: In the third statement… oh, I should also ask you here by the way for number two, 
if you would disagree, strongly agree or choose something in between? 
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Carl: Let me read the question, so is it like if they have, if they would… if they could have 
prevented, would I be pissed? Okay. 
Kristina: Exactly, stronger dissatisfaction. 
Carl: Strongly. 
Kristina: Strongly agree? 
Carl: Strongly agree, yeah. 
Kristina: Okay. And for the third statement we were wondering if you would prefer that they 
document the error for quality improvement purposes. 
Carl: I would prefer for the hotel to document this, because if they don´t have a system to record 
such mistakes, there is no way to improve – they just keep doing that or their staff will keep doing 
the mistakes, which they shouldn´t do.  
Kristina: Yeah, I see what you mean. 
Carl: So, “strongly agree”.  
Kristina: Okay, strongly agree. When you say that they shouldn´t, are you thinking more 
about the internal documentation between them, between the employees…? 
Carl: I would, yeah… either prefer documentation, so they thought about the mistakes they´ve made 
so they don´t repeat it again.  
Kristina: Okay, alright. Can I also ask you if it would be important for you to see them 
documenting something when you bring up the complaint, in front of them? 
Carl: Eh, it don´t matter… I think it doesn´t really matters if they do it in front of me or when I´m 
not there, but I think it would be internally nice for them to document it. 
 

Theme 2 
 

Kristina: Okay, alright, so “strongly agree”. And in the fourth statement we are thinking 
about the price. So again, we are focusing especially about 4- and 5-star hotels and therefore 
we have included price as an important factor. And we are asking if you expect to get more 
recovery in general the more expensive the hotel is. 
Carl: I would strongly agree because at Scandic I would expect a better recovery than if it was in a 
hotel, like I wouldn´t bother, I wouldn´t be bothered to be honest with you. So I think the fact that 
my expectations are going up is just because the Scandic hotel is an expensive hotel and usually 
when you spend a lot of money, you expect a lot.  
Kristina: Mm, I see what you mean. So if we make a comparison between Scandic – that you 
went to – and the idea that you would have been at a 1-star hotel. If the same mistake would 
have happened do you see that your expectations would have been any different? 
Carl: My expectations would have been definitely different. I mean, I would expect less from an 
inexpensive hotel than I expected from Scandic.  
Kristina: Okay. Did you say “strongly agree” to this one? 
Carl: Yes. 
Kristina: “Strongly agree”, okay. In the fifth statement, we were wondering how you feel 
about complaining when you´re dissatisfied about something. So, the statement is: “I would 
avoid complaining about the error if I was in doubt about the hotel´s capability of dealing 
with complaints”. Just ask me if you want to know what… 
Carl: Eh yeah…  I think… you know the nature of complaining doesn´t make me happy, that is like 
a very general thing. I would rather not complain than complain, but definitely if I knew that 
Scandic didn´t have the capability to deal with my complaints, which was the case, I really would 
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have avoided complaining. And a good example of this is the second time when they said that they 
are going to bring me flowers and they didn´t and I didn´t bother going to them. And that´s a good 
example because by then, I realized that their capability of dealing with complaints. So it would 
like, if…  I wouldn´t even bother going there the second time complaining about the second mistake 
they made. 
Kristina: No, you didn´t, exactly. 
Carl: Yeah, so I think that explains it. 
Kristina: Yeah this is, exactly, like you have also read from the Service Marketing course, 
research has taught us that many people would not waste their time and energy on 
complaining if they… if they don´t feel comfortable about or if they don´t get any help or 
confirmation from the employees that they are talking to. 
Carl: Yeah, exactly. 
Kristina: So this is basically why we are asking this question, to see… is this true, like or is it 
just something that theory has proposed and it´s not true in reality? 
Carl: I think, in my personal case – I could only talk for myself - I think it´s true. I mean, that´s why 
I didn´t go there a second time complaining about why they didn´t give me the flowers for the 
second time, because by then I knew their capability of dealing with complaints. 
Kristina: Aha, I see. Which box would you like to choose for this question? 
Carl: Eh… I think it would be, again, “strongly agree”, because of this, yeah. 
Kristina: The next one is about whether or not you would be willing to go back to the same 
hotel again, so here we are asking “if I would feel like the hotel´s approach to the error was 
below my expectations, I would consider not going back to the same hotel again”. The word 
“consider” is there, because of course you could get into a situation where you would 
automatically go back because your workplace is going there, for example, and you can´t say 
no, so the question is about your consideration of whether you would like to go back to the 
hotel or not. 
Carl: Right. I would say like, even though that mistake happened, I wouldn´t go there for my 
anniversary again, that´s for sure. But, since I`m a member of their friend - Scandic friend loyalty 
program - I would actually consider going there maybe for just a casual occasion, maybe like going 
there with family members or inviting if I have a guest from outside of the country. I just take him 
there or… it really depends on what they are for me through this loyalty program, so… I would say, 
I can´t… I can´t really have a strong opinion on that one, because it depends, it depends on what 
they are going to offer me.  
Kristina: Aha interesting, so that depends a little bit, alright. 
Carl: Yeah, that depends. But if the question were, that if I want to go there for my next 
anniversary… 
Kristina: For example. 
Carl: … my answer would be “strongly agree”, but since I´m not going there for my anniversary 
anymore at all, but I would go there if I get a good offer from them through the Scandic friends´ 
loyalty program or things like that, so no opinion really. 
Kristina: No opinion? No opinion, okay, the middle choice.  
Carl: Cause that would be depending on what they got me.  
 

Theme 3 
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Kristina: Right, I see what you mean. In the next one, we were wondering if you can see a 
connection between how the employees are acting around you and your perception of the 
hotel brand, for example Scandic or Ritz-Carlton, so we wrote: “if I would experience lack of 
empathy from the hotel employees, it would have a negative impact on my view of the hotel 
brand”. And here you could either agree or disagree. 
Carl: I mean normally… normally, if you… if you read a hotel´s name and if you´re a familiar with 
the brand, for example Scandic in my case, you would expect everything to be aligned with that 
brand. That includes the employees as well, so that means if the employees… if I have a bad 
experience from the employees, I think that would impact the image of the brand definitely, like it 
would impact the image negatively or positively. I mean, if I walk into Scandic I expect the 
employees of that Scandic to… yeah, to behave in a way that´s aligned with that brand. I wouldn´t 
expect them to behave poorly with the customers /…/. So yeah, definitely, it would really impact 
the view of the hotel or the image of the hotel brand.  
Kristina: Yeah, okay. 
Carl: So that is, that´s “agree”.  
Kristina: “Agree”. Is it “agree” or “strongly agree”? 
Carl: “Agree”. Because, because the reason behind agree, not just strongly agree, is that we´re just 
talking about employees. Even though they are important in giving the right picture of brand but 
they´re not everything right, so the major part, but not everything. For example, if it was great and 
the food is fantastic and it´s just the employees that are not aligned with the rest, then I would agree. 
Just “agree”, not “strongly agree”. 
Kristina: Aha, I was just about to ask for that, if you know there was something else to it or 
an explanation for why you pick “agree” and not “strongly agree”, and you had it here. Let´s 
see here, and for number eight we are also focusing on employees especially, and here we 
wrote “I would want the employee that I contact about the error to have the ability to solve 
the problem on spot”. It could for example mean that you go to the reception to speak up 
about something that you feel dissatisfied about, and here we are wondering if it matters for 
you whether the employee you are talking to is able to take care of your problem by herself or 
himself. 
Carl: I mean…. the… yeah, like generally I would, I would expect the employee to solve the 
problem on the spot. However, it depends on the degree of the problem. If the problem is really big, 
then I would expect some sense of emergency from the employee to… but, but if it´s a technical 
problem, for example if my room´s air conditioner is not working or the AC of the room is not 
working for example, then I can´t expect the reception to come and fix it right away. So it would be 
alright if the reception will call the technical guy and say, ask him or her to solve the problem, then 
it would have been okay cause then it would have been understandable.  
Kristina: Okay, and in that situation, for example if the technician is called up, would it 
matter for you if the person – the employee that you talked to – has to go away, to go 
backstage or talk to a colleague or a manager for example to sort that out and then get back 
to you? 
Carl: Yeah, I think that would be fine, in case of technical errors like that. 
Kristina: Mm, okay. Alright. Just wanted to see just where you stand on this. And where on 
this scale do you think that you would prefer to be? 
Carl: I think that would be between “no opinion” and “disagree”, because the person I´m contacting 
is not necessarily a technical person that could solve the problem right away. 
Kristina: Aha, yeah okay. Would you mind picking one of the boxes, if that´s alright? 
Carl: So, “disagree”.  
Kristina: “Disagree”, okay, thank you.  
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Carl: You´re welcome. 
Kristina: It´s just that we can´t deal with it in-between… sorry. 
Carl: No no, I understand.  
Kristina: The last statement is basically a summary of the approach from the hotel employees 
and here we were asking: “if I would summarize the approach from the hotel employees as 
dissatisfying, I would be inclined to write a negative hotel review”. So we are using the word 
“inclined” just like we used “consider” in statement number six. So, basically we are 
wondering if you would consider writing something negative online. 
Carl: Mm. Eh… yes I would, because I mean, that´s why you have hotel reviews online, to do those 
things. And if I… if I… I mean if I have a negative experience with the hotel employees and if I´m 
not satisfied, I would write a negative hotel review, especially on the employees. 
Kristina: Okay, you would. Can I ask you if you have ever written anything that you´d say 
was negative about a hotel experience? 
Carl: I actually reviewed them very, like reviewed Scandic negatively on that error fault. So…. 
yeah.  
Kristina: Yeah, right. You did, okay. Could I also ask you if this is something that you would 
do in general after you´ve been to a hotel? 
Carl: Yeah, yeah. So, “strongly agree”. 
Kristina: “Strongly agree”, hm. It´s interesting for us to find out because reviews are 
mentioned everywhere in research about service recovery, so this is also why we are asking 
how… how willing people are or if they have a routine when it comes to reviews. It could also 
be perhaps positive reviews, not only negative ones. 
Carl: Yeah, yeah. It could, it could. In my case it´s the same, like if I have a great experience from 
my hotel and I want to care and give them a positive review. 
Kristina: Okay, nice. As a very last note, just like we… just like we asked the other ones as 
well, if there´s anything else that you would think of outside of these statements, please 
mention it. It could be for example if there´s something that you´ve been thinking about as a 
hotel customer or something that you believe should be improved within the area of service 
recovery. 
Carl: Hm. I think it´s very important for the hotels to develop some kind of system that maxi, like 
minimizes the kind of errors that they, that they make. Because, yeah like I´d rather have a mistake-
free experience from a hotel than having like experiencing a mistake and then trying to think if the 
recovery was satisfactory or not. In other words, they minimize their errors.  
Kristina: What kind of… maybe this is a tricky question, but when you say system, what were 
you thinking about exactly? 
Carl: I mean, we were studying the Service Marketing we were talking about blueprint. I think they 
should have something like that where everyone knows what to do and when and how to do it. For 
instance, if an order comes in and it has special requests on it and it´s written that “I want a room 
with a view of this and I want a flower in the room”, then there should be somebody responsible to 
make sure that it´s met. Or at least if it´s not met, the customer is informed that “we don´t have the 
possibility of for example having a fresh bucket of flower in the room, blabla”, so I think it´s 
important to have something like that in place to minimize these kind of mistakes.  
Kristina: Mm okay, then I see what you mean. Exactly, blueprint system. 
/…/ 
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Date: 23rd February 2016 
Interview with: Henrik 
Timeline: 00:16 
 

Henrik - potential customer participant 10 
 
/…/ Introduction to the interview 
 
Theme 1 
 
Iryna: So if I receive what I believe is to be fair a covering for the error I would speak 
positively of the hotel afterwards and speak positively in that case could mean anything and it 
could be an online positive review for example on one of the review sites. Or you could just tell 
your friends or family members about the hotel. Yeah… 
 
Henrik: Yes. Yes, I would… I would definitely speak. Because you know, coming…. Coming from 
from the hotel industry, sorry, coming from the hospitality industry, I'm very particular in regards to 
the type of service that I receive, depending on the type of hotel that I go to. I mean, if I’m going to 
a five star hotel I expect to have five star service. At a three star hotel my expectations are 
obviously lowered. But how… irrespective of which hotel I go to, you know, it's important that they 
deal with whatever issues that are there. And if it was dealt with properly I would definitely tell 
people about it.  
 
Iryna: Uh huh…alright. My dissatisfaction would be stronger if I knew that the hotel could 
have prevented the error than if I knew that they could not. Do you agree with this statement 
and why or why not? 
 
Henrik: Em… Yes, I do agree. Mainly being that again it goes back to the previous question about 
expectations. You know, if there's some… If there's an error that would be let's say overly 
obvious… Let's say, for example, I made a reservation in a… in a hotel that I go to regularly and I 
asked for certain things you know… They should have a database there that says you know, these 
are his needs, when he comes, you know. Let's say it's a hotel I go to five-six times a year for 
business trips and then every time I go there I say I need X.Y.Z..  
 
Iryna: You’re in a four-five star hotel in Copenhagen for the weekend? 
 
Henrik: Ah, for the weekend? 
 
Iryna: Yeah. Just imagine that you're for the weekend in Copenhagen. 
 
Henrik: /…/ Sorry, I apologise… No, definitely, yes I would be more upset. 
 
Iryna: Do you have any examples from your previous experience? 
 
I can't think of anything off hand right now and if I do, we can go back to the question again. 
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Iryna: Ok, of course. Em…The next statement is as following. I would prefer the hotel to 
document the error for quality improvement purposes. Meaning, does it matter for you as a 
guest at the hotel for example, the receptionist… If you voice your complaint, he or she would 
document the complaint immediately. Does it matter for you or…? 
 
Henrik: No. No, it doesn't because… because at the end of the day you know, you have different 
businesses that sit there and document all these things and then it just sits and collects dust. To me 
all I care about is how they actually handle the situation. You know I've been to businesses before 
where they have rows and rows of standard operating procedures on how things need to be done 
and those things were never followed because they're never audited. So what happens on the 
internal side, I don't care. Because as a guest I just want to make sure that I'm given the proper four 
or five star treatment that I’m paying for…  
 
Iryna: Yeah…Would you say perhaps that it perhaps depends on the severity of the problem? 
 
Henrik: No, not really because again, if they document that when I leave that hotel. How is that 
going to follow me? -Nothing, you know. I mean, unless… unless if they document it, and then all 
of a sudden I get a call from someone from quality control or a CEO or I don't know what. I mean, 
you know, back when I used to work in Egypt, I used to go through all our… Because I used to be 
CEO for a restaurant company in Egypt. And I used to go through all our guest /…/ cards on a 
regular basis. And in addition on a weekly basis I would sit with our managers and go through any 
questions, comments or concerns that any of our guests had. And if there was anything that I 
considered to be serious enough or anything that I considered to be a recurring issue, I would 
actually contact the guest. Umm…And that’s… And I think that's something that really gave us the 
edge in Egypt at the time. So going back to your question, the documenting only makes sense if 
people are actually reading it or learning from it or acting on it. Other than that, I don't know what, 
it doesn’t matter. 
 
Theme 2 
 
Iryna: Alright, alright. Very interesting. Then, the more expensive the hotel is the more 
recovery I would expect to get for errors in general. Do you agree with that? 
 
Henrik: Yes. 
 
Iryna: Em… Could you elaborate on your opinion? 
 
Henrik: Yeah, I remember one time this… but this happened when I was booked to go with some 
friends to Vegas. And they had made some error with our hotel booking. And they ended up giving 
us a much bigger upgrade than what we had asked for. So they recovered well. It was at the MGM 
Grand. 
 
Iryna: Alright. I would avoid complaining about the error if I was in doubt about the hotel’s 
capability of dealing with complaints. So for example, if you didn't know if the hotel could 
solve the issue on the spot, would you be less inclined to go and complain actually?  
 
Henrik: Depends… 
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Iryna: …or would you still go and voice your dissatisfaction? 
 
Henrik: Depends how serious the issue is. If it’s… if it's something that I consider important, then I 
would definitely file a complaint or make some comment. But if it's something that… that wasn't 
pressing or whatnot, then I wouldn't make a big deal about it I mean, when I was in London a 
couple of weeks ago I was in the hotel and they didn't have water in the fridge. I'm not going to 
complain about water in the fridge. You know,  right there and then I made a comment on the way 
out saying “Could you please restock my…you know, the fridge?”. But I didn't call you know, 
anyone immediately when I got into the room because it wasn't a pressing /…/ But another time, 
funny enough, the same hotel I checked in and there was an issue with the water. And immediately I 
called and the manager came up and double checked and switched me to a new room. 
 
Iryna: Uh huh alright. So all in all it depends on the severity of the problem, right? 
 
Henrik: Yes. 
 
Iryna: Alright. If I would feel like the hotel's approach to the error was below my 
expectations, I would consider not going back to the same hotel again? 
 
Henrik: Em,yeah. Again, it depends on how severe below my expectations. Em… It just depends on 
how serious. I mean, I went… When was it? Also London, I went and stayed at a hotel there. I 
forget the name of the hotel, called “Palace” something…Em…and I got some room that seemed 
like they had converted a walk-in closet just for me. It doesn't mean I'm not going to go back. I 
mean, I wasn’t happy with the room and then I mean, I was only there for a few days so really 
wasn't a big deal. I was only sleeping there but… But it wasn't what I had expected. Would I go 
back? Yeah, probably, because I know from other people that they do have better rooms. So maybe 
that was just a one off. Again, It always it always depends on how serious it is. I mean, I would… if 
let's say I went to the hotel and they had bed bugs, then I probably wouldn't go back. 
 
Iryna: But if they recovered from the situation? 
 
Henrik: It's kind of hard to recover from bed bugs.  
 
Iryna: Its possible…  
 
Henrik: I don't know, I would… It's kind of like food poisoning you know, if you go and have food 
poisoning with the certain food one time, you know, it will take you a while before you eat that 
same food again. You might never eat it again. Or you might eat it you know, weeks, months or 
years down the road. So, again, it just… it just depends on how risk averse you are.  
 
Theme 3 
 
Iryna: Yeah… Yeah, alright. If I would experience lack empathy from the hotel employees, it 
would have a negative impact on my view of the hotel brand. In other words, do you… Do you 
link the employees to the overall brand, first of all?And if you didn't particularly like how the 
employees treated you at the hotel for example, would it impact you view of… 
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Henrik:… Of the entire chain? 
 
Iryna: …of the overall brand? Again, we are staying in Copenhagen, week-end… 
 
Henrik: Yeah yeah, that’s… it's kind of a tough question because I'm trying to think where I've been 
in situations where I had bad service. But no, I don’t… I don’t… I'm on the fence with that one. 
Because there’s times where I could say there's been interactions  where I was completely put off by 
staff members or by a staff member in regards  to something and other times where I'm like, “OK, 
you know, these guys are having a bad day” or whatever. And then I might comment to a manager 
about something and that's about it. But I wouldn't you know… I’ll give you a prime example. 
Again I don't have a perfect example of that with a hotel but I remember one time I took Easyjet 
and I had some rude lady at the check in and it doesn't mean I'm not going to take Easyjet again and 
I mean, it was just this particular person. So in that case - no. 
 
Iryna: Alright. I would want the employee that I contact about the error To have the ability to 
solve the problem. On the spot.  
 
Henrik: Definitely. 
 
Iryna: Would you elaborate on that? 
 
Henrik:  Yeah, it's important. I think there's a lot that gets taken away from the opportunity… From 
the staff member, if they're unable to solve the problem. And I think that in companies or in the 
hotels where staff are empowered to be able to to deal with the problem… Again, depends on how 
severe… But I guess, you know, they have the ability to deal with ninety percent of the problems on 
their own. Em, definitely, I think that's very important.  
 
Iryna: And why or why not? 
 
Henrik: Because the thing is that if they need to go chase down a manager, you're taking away 
crucial time from the guest. You know, if I want to check-in to a room and there's an issue with the 
room and they need to call a manager to check the issue, instead of them rebooking me to another 
room… I mean, I'm wasting I don't know what, two, three, four, maybe ten, fifteen whatever 
minutes. I mean, it's just your… It's always important I mean, for me I've always been someone 
where to take care of the guest first and then solve the problem later. 
 
Iryna: Right. If I would summarise their approach from the hotel employees as dissatisfying, I 
would be inclined to write a negative hotel review. If you think about the overall experience 
that you had?  
 
Henrik: I’ve never gone on LinkedIn and written a negative review. I mean, I think I've only… 
Sorry, on what is it called?  
 
Iryna: Tripadvisor? 
 
Henrik: TripAdvisor. I think I’ve only gone and written…I take it back. I have written a bad review. 
Again, London. /…/. I stayed in London one time, and it was… Again, it was a…It was a 
travelogue, because I was there only for a couple days, it was the only booking I got and this hotel 
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was probably by far the worst disaster I've ever stayed in. They had a room where the towels had 
holes in them. The sink had grapes stuck in the drain. The shower had chips everywhere, the bed… 
I mean, it was a complete disaster and I took  pictures of everything and that I posted on 
TripAdvisor, yeah… 
 
Iryna: OK and how many stars was this hotel?  
 
Henrik: I don't know, I don't think they're more than two or three stars. But still, you know, I mean, 
the thing is that two or three stars does not give them carte blanche to have holes in towels and 
rapes in the thing. I mean, again, you're paying for cheaper room you might have less amenities. But 
you know, it doesn't mean you should get bad service. You know, there's still a minimum amount of 
good service that you can and you should be able to get. 
 
Iryna: Yeah of course. But if it comes to for example, to five star hotels?  
 
Henrik: Would I write a review? 
 
Iryna: Yeah and if you didn't particularly like how employees approached you, for example? 
 
Henrik: They…I mean, they would really have to screw up as bad as this one hotel I stayed at… I 
mean, and I think that considering you're staying at a five star hotel, I would think that they would 
really handle the problem as best as possible so they go into service recovery overdrive.  
 
Iryna: Yeah. Well I thank you very much.  
 
Henrik: My pleasure, thank you.  
 

 

Date: 1st March 
Interview with: Kirsten 
Timeline: 36:24 

 
Kirsten - potential customer participant 11 
 

/…/ Introduction to the interview 

 

Theme 1 
 

Kristina: So if we start with the first one, if this would happen to you and if you would receive 
a recovery – some kind of compensation or apology or something else from the hotel – and if 
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this recovery that you received is considered by you to be fair, would you then speak 
positively of the hotel afterwards? 

Kirsten: The truth is I kind of actually thought about it when fulfilling the survey, is that I would 
speak positively of the hotel afterwards, but I think it´s very possible that I would mention the 
incident – the fact that there were some sort, there was something wrong. So this would be a 
negative, but it would sort of be deleted by mention that they were able to solve it. So yeah, I think 
that my general perception of the hotel would be positive, I would say, yes. 

Kristina: Yeah, and as positive, now since we have the same education we were thinking very 
much about goodwill from the customer and positive word-of-mouth.  

Kirsten: Yes, true. 

Kristina: Do you think that this is something that you usually do after you´ve been to a hotel? 

Kirsten: After I´ve… yes. If I´m really really satisfied with by a service, a hotel service, I tend to 
be… actually I tend to overdo it, meaning that I can be very very positive about something and I can 
be very very negative at the same time. 

Kristina: Aha, okay. /…/ With the positive word-of-mouth, as you know - as everybody knows 
- there are lots of reviews from customers who have been to hotels, online. Are you a user of 
these, would you ever go in and write something? 

Kirsten: Actually, I don´t do it very often. I remember that this summer, that I went to a hotel during 
the summer on a Greek island. I sort of commented, I sort of wrote a review only because the 
manager of the hotel asked me to. But normally, no it´s not something that I do, but before choosing 
a hotel I do go through the ratings or the comments that past visitors and past tourists have made, 
yeah. 

Kristina: They asked you to do it at the hotel? 

Kirsten: Yes. 

Kristina: Oh, interesting. 

Kirsten: They asked me to do it, yes. Actually, he basically said that “write a good review, and if 
you want to come back next time, we will serve you you know in a more…”. I will get some 
benefits out of it, regarding the price and the stay, yeah. 

Kristina: Oh, that sounds a little bit structured, or am I wrong? 

Kirsten: It´s a little bit unprofessional I would say, because it seems like he sort of directed me to 
say something positive. 

Kristina: Aha. It worked right, cause you did it? 

Kirsten: It worked because I did, I think I wrote a very generous review on that, that place, even 
though I cannot say that I was one hundred percent sure satisfied with the service. For me, it was 
just adequate – it was not something extraordinary.  

Kristina: I asked you because it´s the first time I´ve heard that a person was asked to go and 
do this. I have experienced it personally, but in these interviews I´ve never heard anyone 
saying this. 
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Kirsten: No, it did happen. Actually he didn´t asked me but he encouraged me to… basically, his 
hotel was on Booking.com. He was like “Okay, I hope you had a pleasant stay and you could write 
a review and rate the hotel and the services, and if you give us a good review, if you want to come 
back in the future, just let me know”. You know so, implicitly he tried to direct me. 

Kristina: Right… 

Kirsten: But it worked, I must admit. 

Kristina: Okay, that was very interesting. For the next question, we… we have thought a little 
bit about the situation or actually how, how the mistake happens. Because, like I mentioned 
before, this situation could be extremely different from time to time and here we are asking if 
your dissatisfaction would be stronger if you knew that the hotel could have prevented the 
error than in you knew that they couldn´t have. “Knew” is a quiet strong word but this 
depends on you of course, I mean if you would somehow find out or feel even that this could 
have been undone. 

Kirsten: For instance, if what happened to me had happened to someone and in his case they were 
able to solve the problem but in my case they were wrong? Yeah my dissatisfaction of course it 
would be bigger, had I known that, but also I believe that this is related also to the… to the gravity 
of the problem. I mean, if it is… if it is a really big problem or if it´s not. Because if it was just 
some inconvenience, I wouldn´t care seriously, but if it was something very very serious like for 
instance dirty seats or in my room or something, yes I would be extremely dissatisfied with that 
situation. 

Kristina: Okay, yeah. And also if you knew that somebody else had been through the same 
thing? 

Kirsten: Yeah, yeah I would say that they did special treatment to him and not to me.  

Kristina: Right, okay. Yeah, I see what you mean. Do you have anything else to add to that? 

Kirsten: No, not really. 

Kristina: Even if you can relate to something that has happened to you in a hotel, of course 
you could say it here as an example. The only thing is that, as you said before, we are in to a 
level of quite high-fashioned hotels. 

Kirsten: Actually, I have an example, actually again from the same hotel that I visited. /…/ Okay, so 
the service was - I would characterize it as quite poor - /…/ So of course I was a little bit 
dissatisfied but I was like “okay, that´s then, there is nothing they can do about it, so this is what 
they do”. /…/ 

Kristina: Right, okay. For the next statement, which could be a little bit tricky, we wanted to 
know if you would prefer that the hotel documents the error for quality improvement 
purposes. 

Kirsten: Personally, I wouldn´t care that much after my stay was over. For them, I think it would be 
beneficial to document the error, so that they could avoid /…/, so that they could avoid making the 
same mistakes in the future. But, for me personally, no I wouldn´t have the demand that they 
document the specific error. But for their sake I mean, I know that it would benefit their business, it 
would help avoid the same mistakes, but not for me. It wouldn´t be a must for me for them to do it.  
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Kristina: Alright. And even if you would go down to the reception to voice a complaint for 
example, would it matter to you at all if you could see that they documented something or if 
they would tell you that they did? 

Kirsten: Yes actually… again oh my god, I have so many examples. I faced some… Can I say, can I 
say the example? 

Kristina: Yeah sure, sure. 

Kirsten: Actually it was with Sofia and Susan. It seems that someone sent them a note, some of the 
other attendants, basically asking them to have some fun together. And I was extremely mad so I 
took the note and I took it to the receptionist and there was like “this behavior is unacceptable, how 
could you let this happen?”. And they didn´t care, they didn´t even say they´re sorry, so… and I´m 
sure that they didn´t document that, they just wanted to get away from this situation. And I don´t… 
I don´t think, I don´t believe that I found my rights by talking to them, but I felt the need to do that 
because as a gesture it was unacceptable. It also… we kind of sensed that the person who sent the 
note was someone from their, from their staff, that´s why. That was even more important and 
bigger. 

Theme 2 
 

Kristina: Right, okay. Yeah… for the next one, going back to 4- and 5-star hotels, we wanted 
to know if the cost for you matters when it comes to the context of service recovery. So, this 
statement goes: “the more expensive the hotel is, the more recovery I would expect to get for 
errors in general.”  

Kirsten: Definitely, because I kind of, I believe in the logic that “I get what I pay for”. So, the more 
I pay, the more service recovery I expect from them. But actually, the more expensive a hotel is, the 
less mistakes I expect them to make also, at the same time. 

Kristina: I see what you mean here you know, that there´s not only a connection to the 
recovery but actually the existence of mistakes in the first place. Would that have a difference 
for you, if the same thing would happen in a 1-star hotel for example? 

Kirsten: Eh… yeah, things would be different at that time, because from a 1-star hotel you cannot 
really have very high expectations, only adequate service, I would say.  

Kristina: Alright, more like that, okay. And for the next one we were thinking about the 
situation of you complaining about something. And here we asked: “I would avoid 
complaining about the error if I was in doubt about the hotel´s capability of dealing with 
complaints”. And “doubt” here is up to you of course, it could be a feeling, it could have 
something to do with the atmosphere or how they approach you, for example. Anything, so 
it´s just a feeling basically. 

Kirsten: So… meaning that, if I had that feeling in advance but even if I spoke to them it would fall 
to their fears, my complaint?  

Kristina: Basically, or maybe that you would wonder “ah, are they gonna do something about 
it for real or…?”. 
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Kirsten: Eh… again, it depends to the gratitude of the problem, again it´s the same thing – how 
important, how heavy, how big this problem is. But even, even if I had the sense that they wouldn´t 
do anything about it, I think I would… I would have a word with them and inform them about the 
situation. But again, it´s for their sake. It´s just that too many mistakes and especially repeated 
mistakes can have the, first of all the overall image of the company and then of course their 
corporate performance in the end, in the long term.  

Kristina: Okay. So it seems like you, you wouldn´t be that afraid of speaking up. 

Kirsten: No. No, because the customer is always right, right? 

Kristina: This is only because we read a lot of research saying that a lot of customers hesitate 
when it comes to complaining. 

Kirsten: Yeah, I actually remember service marketing, I remember that there were some categories 
and the category which the customer actively complains, I think it was a very small percentage of 
people that came from this, from this category. But personally, I think I could be… I would fall in 
to this category, personally.  

Kristina: That is very interesting. You´re not the first one saying this and I really, I like it in 
some way because a lot of research tells us the opposite but it turns out that there seems to be 
actually quite a lot of people… 

Kirsten: Contradictory, it´s contradictory. And for instance, okay maybe if I went to a hotel that I´ve 
been in the past, especially in my hometown or anything, maybe at that time I wouldn´t complain. 
But if I went to a hotel with which I didn´t have any previous experience with, especially in a 
foreign country… 

Kristina: Like here? And this is not your hometown. 

Kirsten: Yes. I don´t, I don´t think I would be afraid to openly express my opinion. I think, 
theoretically. 

Kristina: Theoretically, exactly. For the next one, we are also… well, it´s also connected to 
complaints but particularly expectations from your part. And here it goes: “If I would feel 
like the hotel´s approach to the error was below my expectations, I would consider not going 
back to the same hotel again”. We are using the word “consider” because if it would say “I 
would never go back”, then I think it would be sort of a very strong statement because 
situational factors could bring people back to the same hotel through family or a job or 
somebody else controlling your trip or your vacation, so this is you know more about 
consideration. 

Kirsten: Yes. If I could find an alternative, an alternative hotel to go, I would consider not going 
back to the specific hotel again. But… but again it depends, it depends I mean on many factors, like 
you said, I might have been forced to go to the same hotel again by my job and stuff, but yeah I 
think it would cross my mind but as you said I don´t think that immediately I would think “I´m 
never coming to this hotel again”. As you said, it´s a very strong and very determinate – what´s the 
word?” – final statement, so…  

Kristina: I guess it is, I guess it is. And if the situation is about comparing this hotel with 
another one for the next time you go to Copenhagen or, you know in that situation, do you 
think it would also be a consideration, something that would cross your mind? When you 
have the chance to compare. 
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Kirsten: Yeah yeah, of course. I believe that the choices we make, partly they are based on previous 
experiences, partly. So, yeah. 

 

Theme 3 
 

Kristina: So, yeah. And in the next one we are moving over a little bit more specifically to the 
hotel employees, the ones that you are seeing and in the most typical situation those people 
would be the receptionists. But, we have written “hotel employees” because it depends on who 
you meet. And here we said: “if I would experience lack of empathy from the hotel employees, 
it would have a negative impact on my view of the hotel brand”. So basically, we are 
wondering if you see a connection between employees and the brand. 

Kirsten: Of course, because they´re supposed, the employees are supposed to put on the face of the 
company. And yeah, I expect them to be nice, I expect them to be polite and fulfill my requests, like 
solving problems. So, I mean I´ve noticed that with other services that are less important than 
hotels. For instance, if I go to pay a bill, I would leave happier if the employee puts on a smile and 
is very polite than if the employee is really bored and very moody. So yeah, it affects me seriously.  

Kristina: It affects you, okay. Lack of empathy, what would that be for you, you think - in 
your case, just based on what you believe? 

Kirsten: Lack of empathy. For instance, if I´m sick during my stay and they do nothing about it. For 
instance, I would really appreciate if they called the doctor for me, if maybe they brought me 
medicine… okay, it´s too much to say if they brought me soup, okay that´s too much, but yeah 
empathy meaning to be humans after all and not just you know professional employees. 

Kristina: Right, interesting. For the last two statements we are also focusing very much on the 
employees. And the first one is: “I would want the employee that I contact about the error to 
have the ability to solve the problem on spot.”  

Kirsten: This depends if this problem can be solved on the spot, this will depend on the nature of 
the problem. But if it´s something that seriously takes like two minutes to be solved, yes I would 
expect them to do that. For example, if let´s say that by accident they put me… I´m coming with my 
family to the hotel and they have put me in a room with two beds, I would expect them right on the 
spot to transfer me from the wrong room to the right room. But if for example it´s, the problem is 
that the room is extremely dirty, I expect them to take the actions immediately and send somebody 
to clean it, but of course this takes time. This should take some time. 

Kristina: I guess so. Here, I mean if the situation is that you would… let´s say, something has 
happened in your room or you think that it requires some kind of reparation for example. 
Here we were also thinking about you when you tell the reception for example, would it make 
a difference for you if the person that you talk to would have to go back-office to ask a 
colleague or a manager and then come back or if they would just talk to you and be your first 
contact? 

Kirsten: The second thing you have just described, of course it´s more preferable. Of course I know 
that, again depending on the nature of the problem, some problems require that you do talk to 
someone that is above you, to the manager for instance. But, it wouldn´t have, it would make a 
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really really good impression if the employee was capable of solving the problem without referring 
to another one. 

Kristina: It would, okay. And for the last statement, which is more or less like a summary of 
the whole experience, it goes: “If I would summarize the approach from the hotel employees 
as dissatisfying, I would be inclined to write a negative hotel review”.  

Kirsten: “Inclined” means…? 

Kristina: “Inclined” as in “you could consider it”. 

Kirsten: Ah, consider it. The answer is pretty obvious for me. Yes, it´s just that I don´t think people 
spend the time writing reviews after a stay in their hotel, in a hotel. So, in an ideal world where 
every, every… after every stay, all people - all tourists - wrote reviews, I dearly - yes, if I was not 
satisfied with the overall approach of the hotel, I would be sort of forced to write something bad, 
although I still have in mind the example that I told you from my summer; that although I was semi-
satisfied with the whole service, they sort of manipulated me in to writing something not positive 
entirely but something good. So, I was not really honest, unfortunately. 

Kristina: Aha, I see. I see. But in the opposite situation, if it would be more about negative 
situation for you, would it be possible for you to…? 

Kirsten: I would consider it. I would consider it, yeah for sure. It´s just that it´s… the distance 
between thinking something and doing something, it´s quite big. 

Kristina: Yeah. We could also have written just you know, just “do it”, but then… it´s also the 
thinking part of it that matters. 

Kirsten: It would cross my mind, certainly. 

Kristina: Yeah. And after these nine statements, is there anything else for you that comes to 
mind when you think about how these service recovery situations could be improved in any 
way, for you I mean, if you would go to a hotel? 

Kirsten: As I told you, I don´t really have a lot of experience with errors because actually there have 
been many things that went wrong during my stay that it was the company´s fault, the hotel´s fault. 
But, to tell you the truth, after today – if it wasn´t for this interview – I didn´t really you know 
consider it. I never really thought about it, you know yeah, that these problems really existed and 
some of them were quite important. Seriously, because at that time, I think you just… you just care 
about your staying and you leave and then that´s it basically, because after you´ll never like go back 
to this, to the same hotel. But… I do believe that, especially 5-star hotel, they should try to find to 
find and implement ways to offer appropriate service recovery, for sure. But seriously, I don´t, I 
really don´t have any suggestions, unfortunately. 

Kristina: No no, that´s fine, definitely. There are also, in the analysis, this is very useful 
material to also point back to the hotels, to say that “this is from a customer perspective and 
maybe there is something to work on”. 

Kirsten: What I could suggest is that the hotels, maybe they shouldn´t pay so much at the service 
recovery on the first place but they should pay more on not delivering bad services. I think this 
should be the beginning. 

Kristina: The avoidance of… 
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Kirsten: Yes.  

Kristina: … the failure or the mistake in the first place? 

Kirsten: Exactly, yes.  

Kristina: Aha, more effort for that. Yeah, I see what you mean.  

 

 

 

Date: 23rd February 2016 
Interview with: Sanne 
Timeline: 00:42 
 

Sanne - potential customer participant 12 
 

/…/ Introduction to the interview 

Theme 1 
Kristina: Ok, so let’s start with the first statement. And it goes: if I receive what I believe is to 
be a fair recovery for the error, I would speak positively of the hotel afterwards. This is just 
for you to… 
 
Sanne: yeah, well… 
 
Kristina: Yeah, see what would you say?  
 
Sanne: Em, it’s like I had a course in neuro-science, and it’s… I don’t know if it’s relevant for you 
guys, but it’s like, probably I know that I would probably speak positively, because of, I don’t know 
if you’ve heard of “peak-end rule”. It might be interesting for you because it’s very much related to 
what you are writing about. It’s about the fact that you remember best things that were there at the 
peak or like, emotional peak of the event, and then you remember the end. So like, if they manage 
to, like, sort of sooth the end, like, the ending is like pleasant and nice, they say “good bye” in the 
end I receive what I consider to be fair, then I’ll be more happy if like, they would instead like, 
cause then it goes up and then you remember “oh, it was really nice in the end”. But If it would just 
be stable on the constant, like, boring, constant… Alright, then I probably won’t remember that … 
that good. Or, like, and then I wouldn't be that positive about it.  
 
Kristina: no, no. 
 
Sanne: So, knowing this, I would say yes, I would give like, positive…em… I would speak 
positively em… But, yeah, it’s just, like sometimes you think of these places that certain things 
shouldn’t happen. It’s just like, for me, like, I have been inside and I know that things just happen, 
so like, sort of understanding. And like, so, yeah, I think I would definitely … If everything would 
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be alright  except for the error and they would make up for it, think I would be… I would still speak 
positively about it.  
 
Krisitna: Ok. 
 
Iryna: Alright, then next statement is: My dissatisfaction would be stronger if I knew that the 
hotel could have prevented the error than If i knew that they could not. So basically… 
 
Sanne: Definitely, yeah.  
 
Iryna: …if you know that the hotel is in control… 
 
Sanne: yeah, if it’s up to them and I can see that it’s sort of their not caring enough, then you're 
obviously like, more irritated that it happened. Because if they can prevent certain… If it’s like, 
system error or like that they have nothing to do with it, they can’t do anything, I know how the 
system works and like, you can’t do anything about that. But if it’s like human error, and that I 
think could just be more careful, like more people look into that, than I would probably be more 
dissatisfied definitely.  
 
Iryna: Yeah. 
 
Kristina: And to give you a real example… 
 
Sanne and Kristina: /…/ 
 
Kristina: just to give you a real example for statement 2, we heard from one of the hotels that 
we interviewed that they recently had a grand renovation of the whole hotel. And for a while, 
right after the renovation, they had insufficient capacity in the breakfast buffet. So they took 
in a larger number of customers but the breakfast buffet size was still the same as it was 
before, and people kept on complaining about that. And the thing was they actually had extra 
space, but it just hadn't opened yet… 
 
Sanne: Ok. 
 
Kristina: …So to speak. So the new restaurant was there but it was not activated yet. 
 
Sanne: Ok, well I would suppose that in such situation they should consider like lowering capacity 
of like, people that they take in. Because in such places you don't expect to queue for your 
breakfast. And that’s it. Like, people are here for business, people are here for like, different 
reasons. They don't want to queue. And I think the hotel should prioritise comfort of the guests over 
their greed.  
 
Kristina: Mhm, ok.  
 
That’s what I think. Because if they are not ready to take more people then they shouldn't take more 
people. They should wait until opening of the new… new space for people to… Cause with the 
issue that the people were queueing, or the issue that people didn't have tables, because thats even 
bigger issue. Imagine people not having tables for breakfast… 
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Kristina: I understood it as if they actually didn't get any place to sit for the breakfast.  
 
Iryna: I think so too.  
 
Kristina: Yeah. /…/ 
 
Sanne: That’s insane. 
 
Kristina: Thats the picture I got in my head. 
 
Sanne: Yeah, Im sorry but I thing that’s insane. Because… 
 
Iryna: Should have happened. 
 
Sanne: Yeah, that shouldn’t have happened, no.  
 
Kristina: Well, I wanted to mention this example precisely, because we were talking about 
whether the hotel could have prevented such an error from happening. 
 
Sanne: Yeah. In such situations I suppose they should… could definitely prevented. I think so. 
Because if they knew that they were not ready for larger amount of people, then they shouldn’t take 
them. And they can manage their capacity online and all of that, if you plan ahead. And if things 
like that would happen, like, with all the constructions. But what I see in hear in Denmark, like they 
are pretty reliable and pretty quick, so yeah. No, I would say that it’s their fault that they could have 
prevented it. If they wanted to. 
 
Kristina: Ok. /…/ 
 
 
Iryna: So, next statement is: I would prefer the hotel to document the error for quality 
improvement purposes. So basically it means if you, as a guest, if you experience some sort of 
failure and if you are approaching a receptionist for example, and you are voicing your 
complaint. Does it matter for you, and to what extent for example, it matters, if this person 
documents actually the … the error, what happened, or the complaint, yeah.  
 
Sanne: em… well, like, on the one side - yes, on the other hand - it’s sort of annoying, because it’s 
sort of like I don’t have time for this. Like, I don’t care what you are gonna do about it. If you can 
document it - fine, I don’t care, but it’s up to you. Like, I don’t have time to fill out the papers. 
That’s sort of the thing. So, it’s like, I'm telling you this - you do with this what you want. Like, if 
you will send me an e-mail, saying like, “we have received your complaint. Em… that’s what we 
have written”, like if you do that for me, and I just let you know if I, like, agree with this or not - 
that’s cool.  But I don’t have time to, like, fill this shit out, sorry.  
 
Iryna: Yeah. 
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Sanne: Because like, no… It’s just like takes too much time and no one, like, bothers to give this 
sort of feedback. That are long, and like, “what happened, explain the situation, the breakfast 
buffet”… No. Like, no, no one has time for this.  
 
Kristina: This is actually really interesting, because quite a few of these hotels have mentioned 
that they send out surveys over e-mails to customers after the hotel stay. And I think it would 
be nice to know what the customer is thinking about that. If you’ve been to a hotel and you 
receive a survey online by e-mail, would you answer it? Would you not?  
 
Sanne: I think it very much depends on your experience with the hotel. Like, if you would actually 
like, because, if you you would feel sort of personal about your stay and all of that, then I think 
there are more chances that you would do it. You’d actually consider like filling out the survey. 
Well, you just like, “yeah, that’s some hotel, I don’t remember the name of”. Like, if it didn't really, 
if you didn’t really stick it to your memory, than I think that it really depends from person to 
person. Like, if someone would do that or not. If I would do that? Well, I’d do that because I’m in 
this industry. So, like, I sort of know that it’s important. Yeah. 
 
Iryna: Yeah 
 
Theme 2 
 
Kristina: Ok, could depend on that as well. Em, and the next statement goes: the more 
expensive the hotel is, the more recovery I would expect to get for errors in general. This is 
just to see if you agree with the statement and em … why?  
 
Sanne: /…/ Can you tell me what “more recovery” means, cause I can’t really picture that.  
 
Kristina: In comparison to a hotel stay that id cheaper for you, if you have the same mistake 
for example happening in the 5 star, as would happen in the 1 star hotel, would you expect the 
recovery, the treatment, the compensation, all of the things that includes /…/ to be bigger at 
the five star hotel?  
 
Sanne: /…/ Yes, I suppose so. I would… from 1 star hotel I would expect like, them to… If in the 
case of overbooking let’s say, I would expect them to book me a place elsewhere. But I wouldn’t 
expect them to like, pay for a taxi, for example. While I think that a 5 star hotel would… should and 
would pay for a taxi for me to move to this hotel.  
 
Kristina: Aha, is it about the extra detail? 
 
Sanne: Yeah, that’s what I think, but that what I would expect. And then of course the value of the 
recovery is different, right? Because then, like… but then it’s sort of like em… proportional, like, 
because the recovery proportionate in a 1 star, I don’t know, let’s say the room is like, 500 Krowns, 
right? And then the room is like 1200 in a 5 star hotel. So then, like, you would get a compensation 
that like, proportionate to their value of the stay, or so. But yeah, I would expect that extra details 
like a taxi or things like, at a… at a high-end hotel, definitely.  
 
Kristina: Ok, alright. You give really interesting answers can I just say that? And this is very 
useful for us, thank you.  
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Sanne: Yes, awesome, I’m happy. 
 
Iryna: Yes, and then the next statement is: I would avoid complaining about the error, if I was 
in doubt about the hotel’s capability of dealing with complaints. So say, if you were just… we 
were discussing previously, that you are in doubt or just feel or sense or maybe you… you 
know… 
 
Sanne: yeah, If I would know that they can’t do anything about it, then yeah I probably wouldn't 
complaint. But it’s em… yeah, it’s once again, I think it’s very subjective, because I'm in the 
industry so I'm like, ok. I also know from like, the back… backstage - how it works, so then I would 
sort of… I think I can like, estimate better if they can do something about it or not, than like, people 
who are just novices and just travelling around and they, like, don’t care. And so yeah, I wouldn't 
complaint, if they wouldn’t… Though, maybe I would tell them, but then I would sort of like, know 
that I would also tell them that “but that’s not your fault”. And, like, I know that’s not your fault. 
Because also like, maybe…ok, cause we are talking about errors, so, no, I probably wouldn't 
complain if that wasn't their fault. Because it’s another thing if I would complain about, like, I don’t 
know, my stay if it was because of I don’t know, other people who were behaving wrong or 
whatever. Then I could tell them. Like, “ok, well, this person is seriously like, behaving really 
wrong. I think that’s not the way, like.. Maybe you may wanna do something about it or not, but I 
know that that’s not your fault”. So like, I’m not blaming them for taking that person or whatever, 
because like, they could not have known it either. But, I would just let them know so then maybe 
they could do something about it, if they would want to, in order to prevent that person to 
misbehave. I don’t know, like… Cause that person can like, cause troubles to other customers 
because of the, like, how did we call that in the service marketing… They are all together in one 
space, right? You can’t really em… separate the people. So like, when one space with like different 
people. “We don’t know who’s with us in the hotel”. So then there might be a person who’s like 
drunk at night or whatever. And like, these all situations are problematic and then like, staff doesn't 
always get to see that. So then I would complain about that. I would tell them that in such 
situation… situation that happened or whatever that this person was acting, I don’t know, weird, 
wrong,or like, that would like, make me feel uncomfortable. And I would be fine with it, that 
wouldn't affect my perception of the… of the hotel, but I would just like to say that in order to 
prevent other guests from unpleasant situation with that person.  
 
Kristina: mhm, yeah. 
 
Iryna: Yeah, very interesting.  
 
Kristina: Ok, alright.  
 
Sanne, Kristina and Iryna: /…/ 
 
Kristina: Well the next one is then if you would feel of if I would feel as it’s stated here, like 
the hotel’s approach to the error was below my expectations, I would consider not going back 
to the same hotel again. And here we are using the word “consider”, because from what we 
have read, I mean, theoretically about this, there’s so many situations where you as a 
customer could think to yourself “I don’t wanna go back there”, but then you find yourself in 
a situation, where you would go as a business guest any way for example, because your boss 
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has payed the trip or your mother has invited you to a vacation and this is gonna be the hotel. 
So that’s why we are using the word “consider not going back” - it’s a thought in your head, 
and it’s a thought that matters here. And whether this is true or not for you and if it is, why?  
 
Sanne: Yeah, ok so that’s what I was sort of saying in the beginning, right? That like, that’s I think, 
that’s the most important thing in their recovery. So, the attitude and approach of the staff, the 
management and …. and feeling that the problem is taken care of… not just passed from one person 
to another and like, ignored, I would consider not going back to the same hotel again, definitely. 
Because, if they are not treating me seriously, than I would just feel ignored and stupid, sort of, to 
go back. Because if they don’t treat me seriously than like, why would I go back? Why would I give 
the money. No, seriously. Yeah, I would consider not going.  
 
Kristina: Alright.  
 
Theme 3 
 
Iryna: So, if I would experience a lack of empathy from the hotel employees, it would have a 
negative impact on my view of the brand. So here we also are thinking about if you are linking 
hotel’s employees attitude towards you to the overall brand, overall yeah… If you have this…  
 
Sanne: Yeah, definitely. It’s like front-end people are the most important people, that’s what I think. 
I think they are highly underestimated and they are the brand. They are basically the only people 
who are, like, who actually have contact with guests. So they need to carry the brand. And if they 
don’t, like, you are doing something wrong. Em… and especially in the high-end hotels like that. 
Like, they need to show empathy. They need to be really well-trained and they need to know how to 
behave in sometimes really weird situations. Because you never know what’s gonna happen in the 
hotel, like, it’s like every day is different. But yeah, I would definitely link that with the brand. 
Because you don’t see the manager, you don’t see the owner, you don’t see all the like… when you 
have the place, like, ok, it’s beautiful, but what if like, it can be beautiful but still a person who 
checks you in, who takes care of like, who says “good morning” in the lobby or whatever, like… 
That… All of these like, details change that. And especially if you have a problem like, those are 
the people who need to understand you. Those are the people who even, they don’t care, they at 
least need to pretend to care. Because that’s their job, I'm sorry, but… 
 
Iryna: Yes, it’s true.  
 
Kristina: yeah. And you mention at the beginning as well that attitude and approach from 
employees goes way higher for you than any materialistic detail, as far as I understood you 
correctly. /…/ 
 
Sanne: yeah, absolutely. I mean, it would be nice to get like em… cause that’s a first thing like,  that 
when you…. when you tell someone that there’s a problem, that’s a first thing that they get back. If 
someone is like “ok, we gonna pass it”, like, with like, straight face with like, nothing. Then you 
just, like, “ok. Cool”. /laughter/. And then if someone is actually like, “Oh my God, I'm so sorry” 
and like, if someone is like, actually trying to like, put themselves in your shoes and understand 
you, and like “oh my God, that must be horrible” or something. Then you like that person more, 
you like the brand more and in general you are more happy and yeah.  
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Iryna: Cool. 
 
Kristina: Yeah.Very true actually.  
 
Sanne: Absolutely. Cause like, if someone is just like being robotic, then you don’t feel like, taken 
care of. “That’s a procedure, we gonna fill out the details. Goodbye”. So… 
 
Kristina: And then we will send you a survey. /…/ 
 
Sanne: Then they ask you to write something favourable on TripAdvisor or booking.com. Or like, 
people are like… 
/…/ 
 
Kristina: As a link to maybe all of these statements, what do you think about hotel reviews on 
TripAdvisor.com by the way? Would you… 
 
Sanne: hm, what do I think of TripAdvisor?  
 
Kristina: I mean, Would you consider at some point to go in and add a little review?  
 
Sanne: well, that’s problem. It’s a “so I do that?” - I do that. I try to do that because I think that, 
because I know that it’s valuable, I know that it’s important for the hotels and all of that, from my 
perspective of working there, right? But yeah, it’s just, it really sometimes I remember about it, 
sometimes I don’t, sometimes I care about it… But again, it’s like, if I have some personal or like, 
link to that place I’ve stayed, than it’s more like if I had a big long chat with a receptionist, if I 
consider a person who is… I remember that from Rhodes, like the person who was cleaning our 
room was super sweet and like, tiny things like this and then you feel like “oh I should do that for 
them”.  
 
Kristina: Aha, yeah. Ok. 
 
Sanne: So it’s sort of reciprocity, like they gave something good so I'm gonna pay something back. 
  
Kristina: Like, in return… 
 
Sanne: yeah. So, yeah then I would consider, but then like, when booking.com sends me the 
reminders to give a review, I usually do that. But I'm the industry person so like, I know how 
important it is. That’s why I do that.  
 
Kristina: Yeah, but still, you do it.  
 
Sanne: Yeah, well, it’s been a while… I’ve been working in tourism so… Yeah 
 
Kristina: Oh, nice. Nice to hear that you do it and also why you do it, you know, what you are 
thinking about doing that.  
 
Sanne: Well, I know how difficult it is to get people to leave their review, so it’s like… And it’s  
like, embarrassing to ask for it, but then… 

http://booking.com/
http://tripadvisor.com/
http://booking.com/


257 
 

 
Kristina: Yes, I guess it is. 
 
Sanne: Because you sort of want people to want to leave you a review, not to push them to leave 
you the review. So, yeah and unfortunately people are mostly like, they are more willing to share 
bad experiences than good experience, which is not nice.  
 
Kristina: Research has proven that. 
 
Sanne: Yeah, so, Im trying to do the good reviews.  
 
Kristina: Aha, ok. /…/ 
 
Iryna: /…/ So, I would want the employee that I contact about the error to have the ability to 
solve the problem on spot. So here we mean that if you approach the reception area for 
example, and you voice your complaint, and you would want that person to whom you are 
speaking, to be able to provide you, I don’t know, for example with explanation, solution… 
 
Sanne: Yeah. Well, as I said, it’s definitely desirable for that to happen. Because then it’s much 
faster to get your recovery, than when I'm gonna speak to someone “see what I can do”. But iI 
understand that there are certain problems that they are not able to solve. So, like, if I would ask 
them to, I don’t know, come and fix my electrical socket, I know that like, the receptionist, like, can 
not be able to do that probably, right? So they need to call technician, and I understand that. Cause 
yeah, I don’t expect a receptionist to fix electricity stuff. But if I would like call him and ask if he 
could print stuff for me, it would be nice if he could print stuff for me. Not if I have to like talk to 
his manager if he can. So like, no, I still, yeah, I think that the receptionist should have certain 
degree of freedom of like, down stuff and helping people to certain extent. But then yeah, I know 
that if it involves like, money and… and If there are not… No procedures for certain situations, they 
need to contact like, higher levels of staff. So that… that's natural. So it’s once again, I am 
understanding , like, I understand that like, you can't deal with everything. That… 
 
Kristina: Em, maybe one factor that differentiates this situation is when you walk up to an 
employee and the employee tells you that this problem is going to be fixed. But this person 
needs to go to a colleague or a manager as a middle step. And then coming back to you.  
 
Sanne: yeah. 
 
Kristina: Would that be… 
 
Sanne: Well that is still is. 
 
Kristina:  Would that matter to you so to speak? /…/ 
 
Sanne: /…/ Yeah, it is sort of transferring, but I'm like, I think I like, if I would consider that to be a 
problem that I would consider that they should be able to fix on spot, the receptionist, I would get 
angry if they would transfer me. But if I would know… It's sort of the assessment of like, the level 
of the error. It’s like, ok, if it’s a minor… minor thing, I would expect them to fix it on spot. If it 
would be a higher level thing, I would expect to be transferred somewhere else. So then I would 
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like, in my mind, I would know that it would take longer to fix that, and I would need to like, spend 
more time talking to them. Because it's also sort of like, “OK, I'm in Copenhagen for a weekend. Do 
I have thirty minutes to wait here and talk to everyone? Or will they fix that in two minutes on spot 
when I tell them?”. Because I don't have half an hour if I’m here for a weekend in Copenhagen. 
 
Kristina: Yeah, the weekend is quite short.  
 
Misis: yeah. So like, it really matters, like…. Yeah, if they would just tell me that like… OK. I need 
to go to see someone then maybe I'd say “don't bother”.  
 
Kristina: uh huh…ok. Drop the ball. 
 
Sanne: Yeah. Because… And then, like, I would sort of not give them a chance for a recovery. 
 
Kristina: Oh, yeah. 
 
Sanne: Because I think that for certain sort of like, minor levels, they should be able to do things on  
spot and yeah, I wouldn't have time to like, go into details for like, small things.  
 
Iryna: Yes, it seems like time is very important factor when it comes to this issue.  
 
Kristina: /…/ 
 
Sanne: Definitely. 
 
Sanne, Kristina, Iryna: /…/ 
 
Sanne: yeah. And also like, switching. Like, I don’t know, if it matters to you. There's this… But 
that's about loyalty, so that’s sort of different, but there's this book in a library with a Harvard 
Business Review articles about loyalty. And there's this article. /…/ Where like it's like, people are 
more loyal and happy, when they don't need to like, change the channels. And when they recover, 
when it comes to recovery.  
 
Kristina: Oh, we read about that as well.  
 
Iryna: Very interesting. 
 
Sanne: Yeah, because… 
/…/ 
 
Kristina: … it sounds approximately like the effort model. /…/ 
 
Sanne: … Yeah exactly. Because it’s like, you’re talking to someone, talking to someone, talking to 
someone, then you’re like… 
 
Kristina: I’ve even been in situations as a customer where I've been close to saying “actually, 
I'm sorry but I don't work here. It's not my job. So I don't have the energy to keep on 
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complaining to you any longer. If it would have been my job and the business situation, of 
course I would have done it for a whole other sake. But if it’s only me, only privately… 
 
Sanne: Yeah exactly. /…/ 
 
Kristina: And then you don't have any more time to like, “OK I would like to get some money 
just for doing this right now then”. 
 
Sanne: Yeah. Exactly. 
 
Kristina: Why should I do that. 
 
Sanne: Yeah.  
 
Kristina: So that's just to give an example of how the effort model could be applied to real life.  
 
Sanne: Yeah. Absolutely, I mean.  
 
Kristina: But I guess, to anyone here.  
 
Iryna: No, I wouldn't also want to wait and spend my time and energy on talking to someone.  
 
Sanne: No, it’s like, if the problem is small and like, you would think that they should fix it fast and 
then they make massive problem out of it in international affairs and it's like “you gotta be kidding 
me”. 
/…/ Laughter. 
 
 
Kristina: The last statement is basically the summary of your whole hotel experience over this 
weekend. And it goes: if I would summarise the approach from the hotel employees as 
dissatisfying, however you want to define that for yourself… 
 
Sanne: Yeah.  
 
Kristina: em… I would be inclined to write a negative hotel review. And here it says 
“inclined”. So it doesn't really matter - “I'm going to jump on it and do it right now” - but the 
inclination and you know, the consideration of it. It's about whether this would be there as a 
thought or not? 
 
Sanne: Well, in general, I would suppose, I'm one of these /…/ kind of like, belonging… The sense 
of belonging in the hotel. I prefer that over being robotic and procedural. And so, if they were… if 
they were cold but nice and professional, it’s sort of like… /…/ “OK that's your job”. But, if they 
were ignoring, like, disregarding the… like, not noticing what is happening around, then I would be 
definitely dissatisfied and… If I would write a review? I'm trying… I'm trying not to write negative 
stuff. Because if I can maybe I would put it like this, if I see that that's a problem, like, that persists. 
So if maybe I would stay longer and I would see that that's really a problem, that they have, it’s not 
like one person has a bad day. Then maybe I'll try something about it. But if I would see that maybe  
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“Oh, that was just one day, a bad luck”, then I wouldn't write a negative review, because… Yeah I 
don't have a whole picture and I don't like to talk about things that I don't know much about.  
 
Kristina: Ok, quite modest. 
 
Iryna: … But I guess it also depends from person to person. 
 
Sanne: yeah definitely.  
 
Iryna: It’s still interesting to get to know different insights from different customers.  
 
Kristina: It really is actually.  
 
Sanne: /…/  
 
Iryna: /…/. If you have any ideas, or comments, or anything that you would like to tell us, 
please, go ahead. About the topic, about… 
 
Kristina: … About anything that could be improved when it comes to service recovery in 4-5 
star hotels.  
 
Sanne: Well, if something comes up, i’ll contact you for sure. 
 

 

 

Date: 19th February 2016 
Interview with: Agnes 
Timeline: 22:41 
 

Agnes - potential customer participant 13 
 

/…/ Introduction to the interview 
 

Theme 1 
 

Iryna: Yeah, so… overall we just would like to hear your opinion of each of the questions that 
we previously asked in questionnaire. For example, the first one would be “if I receive what I 
believe is to be a fair recovery for the error, I would speak positively of the hotel afterwards”. 
And if you could just mention how… do you agree with this statement or not or to what agree 
do you agree with this statement and why perhaps? 
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Agnes: Yes, I would agree that I would speak positively if it´s, if I would see it as fair, but I don´t 
think I will do it on my own initiative. It would have been if the hotel is contacting me afterwards, 
and there was… if they give me options like “hey, here you can even write or press this and that to 
show your gratitude” or “how did you find your stay?”. But, not… I cannot like express my 
gratitude in terms of the service recovery, I think it has to be of the overall stay. Like, yeah. 
 
Iryna: Alright. Should we proceed to just next question, yeah? Next one is: “my 
dissatisfaction would be stronger if I knew that the hotel could have prevented the error, than 
if I knew that they couldn´t”. So… what do you think about this statement? As well, and 
perhaps, why do you agree or disagree? 
 
Agnes: Mm… I think they… well, in the question /…/, they´ve already done the service recovery or 
do they..? 
 
Kristina: It´s more if they… if you can recognize of if you believe that they could have 
prevented this from happening. 
 
Agnes: Yeah, so is it a transparent fault, or you can see it, yeah. 
 
Kristina: If that sort of… 
 
Agnes: I guess that would be like in my back-head during the stay, although I… during, I mean 
while I´m staying at the hotel that if I knew that they had some kind of policy about how they deal 
with it – if it´s kind of like their policy to deal with these kind of matters in a certain way – it would 
always be in my back-head during the stay that “okay, I know they should have done this but I 
haven´t, yeah they haven´t done it”. But I don´t think it would affect it that much, but it would be 
like yeah in my back-head. 
 
Kristina: Yeah. /…/ And by the time this error or mistake happens, we were wondering if you 
would prefer the hotel to document what has happened for quality purposes. 
 
Agnes: Yes.  
 
Kristina: Why? 
 
Agnes: No I think it´s… then they can see if it´s like a fault or an error that happens often. It´s 
easier for them to actually like implement the service recovery though. And also for me, if it´s… if 
it´s something more serious; if I´m losing something or if something has gone missing or that kind 
of fault, I think I would be happy if they are able to show me that they are documenting it and 
perhaps give me some kind of blue-sheet or… yeah, some kind of receipt of the documentation of 
it. Yeah. 
 
Kristina: Yeah. 
 

Theme 2 
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Iryna: Yeah, it makes sense. Then the next one is about value for example, value for money 
for you as a customer, so: “the more expensive the hotel is, the more recovery I would expect 
to get for the errors in general”. That was the statement, if you agree with it and then… 
 
Agnes: Yeah I think that I would agree with that, it´s kind of like an overall opinion or assumption 
that people have, I guess, that the more expensive it is, the more expectation you have to service 
being flawless. 
 
Iryna: Yeah. I agree but I also think it´s some sort of natural, perhaps… 
 
Kristina: Yeah. 
 
Iryna: … yeah, natural expectation. 
 
Kristina: Well, the next one was: “I would avoid complaining about the error if I was in doubt 
about the hotel´s capability of dealing with complaints”. 
 
Agnes: I kind of have like a default myself, since I´ve been like working in the service business for 
a long while. So I would like “oh, they´re busy” - I would not complain or like, it´s kind of a polite 
thing as well. And for me as a person, so sometimes I´m like “okay, this is not such as huge thing, I 
won´t say anything”. Or, “okay, they´re not able to hand with the complaints right now so perhaps I 
will just… yeah, dismiss it”. Eh… no, I forgot the question although I started talking (laughter). 
 
Kristina: If you would be, if you would be in doubt about whether they have the capability to 
deal with the complaint… and how that would… 
 
Agnes: Yes, as we were talking about value for money, I think like the higher acknowledgement in 
terms of brand and also the price, I would kind of have the assumption that they have a really set 
system on to deal with complaints. So it´s kind of, that´s also an assumption, that they already have 
a policy on how they´re handling complaints. 
 
Kristina: Interesting, yeah. 
 
Iryna: So, the next statement is as follows, so: “if I would feel like the hotel´s approach to the 
error was below my expectations, I would consider not going back to the same hotel again”. 
 
Agnes: Yeah, yeah. Just yes, I think. Yeah. That´s also… I´m referring back to the “value for 
money” because you said… that´s part of their branding a little bit, I guess. 
 
Kristina: And on this, when we´re talking about not going back, here it says “would consider 
not going back”, so you would probably be thinking about not doing it and... How strong is 
that for you? 
 
Agnes: I don´t think, it´s not like if someone else booked me the hotel room I would like “no! this 
happened!”. No, I guess I would like go back but it´s not like, if it´s just an… it´s not a strong 
consideration, it would be like a minor one.  
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Theme 3 
 

Kristina: A minor one, hm. In the next one, we were thinking about the employees and if you 
experience that there is a lack of empathy from the hotel employees and if you then would 
have, if that would have a negative impact on your view of the hotel brand, for example 
Marriot or Nimb. 
 
Agnes: Eh… I guess also that depends on the brand, that perhaps in some certain scenarios it´s like 
the service meeting is more staged, so that´s also in regards of how they deal with service recovery. 
You can like actually feel that they´re just checking off their list on… on how they do the 
procedure, so you might not feel that they´re actually not hearing what you´re saying, they´re just 
going through their list. So it´s kind of like talking to your insurance company or so on the phone 
sometimes because they´re just… it´s a part of their job description actually… so I think that, I 
haven´t like stayed in like any particular hotels in Copenhagen so I don´t know how the policy is, 
but it´s kind of also an assumption that like the bigger the brand, then also the more structure and 
hierarchy they have in the system. They will have more tendency to have that checklists and how to 
deal. Of course it´s good but it kind of, for some employees it´s just… yeah it´s just a checklist and 
therefore they may not show the same empathy that other will do. 
 
Kristina: It´s very interesting that you say this. I haven´t had anyone else saying this really, 
you´re the first “customer” so to speak, that we are talking to. Now we call you “customer”, 
but “non-hotel-person”. So far we have talked to the hotels and we haven´t really heard this 
view, so to speak. 
 
Iryna: But I also guess that you know our answers are influenced by the study, our studies, 
and the more knowledgeable we are, the more we can you know reflect on the service that we 
are receiving. We´re not too snobbish yet, but…  
 
(laughter) 
 
Iryna: Yeah, it´s very interesting. So, the next statement would be: “I would want the 
employee that I contact about the error to have the ability to solve the problem on spot”. So it 
means for example, imagine if you are contacting the person who´s at the reception, alright, 
with some sort of issue, would you want him or her to be able to solve your issue or would it 
be okay if he or she says “one moment, I´m just gonna call my manager really quick or do 
something at the back before I solve your issue”.  
 
Agnes: I think that´s also the matter of how important the issue is. But of course, the reception desk 
is kind of the only like moving, fast moving area of the hotel, so I would like the person to be able 
to have a role that is a decision-making role, cause unless it´s… it´s not that you won´t speak with 
everyone when you´re staying at a hotel, you´re not there to make acquaintances like among the rest 
of the staff. It´s usually only the reception area you prefer to contact or speak with. But of course it 
also depends on the matter of the fault or the error, so I guess the serious – the more serious the 
error is, I would be more flexible to talk with someone else who has a higher position who is closer 
to the… I don´t know, the… the error itself.  
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Kristina: Would it be like if the error is more important for you, you would be more willing to 
talk to somebody else? 
 
Agnes: Yeah, yeah. 
 
Kristina: Eh… here we were wondering: “if you would summarize the approach from the 
hotel employees as dissatisfying, you could be inclined to write a negative hotel review”. Do 
you think that´s true or false and why? 
 
Agnes: I think I´m… as I told in the beginning, I haven´t like… previously, I haven´t written any 
reviews unless the hotel is contacting me afterwards. So it´s not like… I think it would be like a 
huge error if I would go and do it voluntarily, write a review. Eh… I think I, like I would tend more 
to write a negative review than a positive review because I´m not that type of person who is writing 
reviews in general. So, it must have been like a big error if I would like do it voluntarily or take it in 
to my own hands and write it, you know, yeah. 
 
Iryna: Yeah. 
 
Kristina: I was just thinking, going back to question number one, if you receive what you 
believe is to be fair recovery for whatever has happened, if you would speak positively of the 
hotel afterwards. We were thinking very much about positive word-of-mouth. 
 
Agnes: Yeah I think I would like, of course I would… if some friends of mine would say that 
they´re going to the same destination as in the area of the hotel or Copenhagen, I would probably 
say that like I will tell them my story about the experience at the hotel. Eh… yeah, but I think it 
depends if… I don´t think I would bring it up in a conversation unless I have friends travelling to 
the same destination.  
 
Kristina: Right, aha, that´s interesting. 
 
Iryna: Alright, but then for now, it was all the questions that we wanted to ask. 
 
Kristina: Maybe we should also actually ask you how old you are. 
 
Agnes: Ojojoj, I´m 27. 
 
Kristina: 27. It´s good to include that. And also if you had anything else that came to mind – 
just from you - anything that you were thinking about with regards to this topic when or if 
you would ever go to a hotel in Copenhagen – 4- or 5-star – and the brands that we are 
looking at are all… they all have in common that they are strong brands. And we chose 
weekend as a limitation so to speak, because I guess I mean Copenhagen is not a charter-
destination in the world, so if there is anything else that comes to mind from… from you. 
You´re not from Copenhagen yourself, maybe there´s something else you´re thinking about. 
 
Agnes: I was just thinking… I think we talked about it… did I talk about it with you? But I was 
thinking about Tivoli Hotel, how they brand their Tivoli Hotel because I had some friends who are, 
who are going there. They´re not fond of walking and they were going to have sushi at the Stick´s 
and Sushi place and they´re going to Tivoli Hotel. And they didn´t, they were like “okay, it´s right 
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beside Tivoli”, because that´s what the name says. But, it´s almost like two kilometers away from 
Tivoli. Okay it´s nothing to do, okay I think they have some shuttle buses or so for taking guests in 
and out to the city, but if you´re like coming to Copenhagen and… it´s kind of part of their service 
package, to brand that they´re… of course their named Tivoli Hotel because they´re in the city 
center, but they´re not necessarily where people think. It´s not necessarily service recovery but it´s 
what I´ve been thinking of and I thought about that kind of… it can, it can already start before 
you´re getting to the hotel actually.  
 
Iryna: Yeah, we also thought about that this kind of expectation can be ruined before you 
actually get to the hotel. That´s one point, and another point, remember that we´ve also 
written a project on, I think it was Service Management, yeah or Service Marketing – 
Services Marketing… we also wrote our project on Tivoli Hotel and people would expect that 
the hotel would be much closer to Tivoli Gardens, but yeah, that´s what they´re complaining a 
lot about, if you remember. 
 
Kristina: We studied reviews on TripAdvisor, to see what people said about the hotel. 
 
Iryna: But actually, this hotel does not belong to Tivoli Gardens, they´re separate so… 
 
Kristina: Completely separate, actually. 
 
Agnes: Oh, that´s strange. But how old is the name or is it…? 
 
Kristina: The hotel itself is pretty new, they opened five-six years ago. 
 
Agnes: Okay, so… because I was thinking, I´ve always been thinking about how… because people 
come to Copenhagen to go to Tivoli and then you have… of course it´s not like five kilometers 
away, but still when you live in the city you want to live in the city and not start your morning with 
walking thirty minutes to get just to the train station. 
 
Iryna: It´s true. Especially imagine if you´re a family with small kids also, that would be not 
really nice. 
 
Agnes: So I think, so I think also the service recovery-part, it starts already with the branding before 
you get there. It´s kind of an important… there´s like, there´s a lot of things that can go wrong 
before the customers actually enter the reception.  
 
/…/ (laughter) 
 
Kristina: Anything else that comes to mind when you think about these types of hotels in 
Copenhagen? Or any of the statements where you thought “oh yeah”. 
 
Agnes: No I think it´s… like it´s a good example to take the weekend-stays because you put more in 
to how efficient your stay want to be when you´re during the weekend, because then you have a 
packed program. So it´s like… if they want to brand themselves with being a weekend-hotel, they 
have to think of “okay, we have people who have very high expectations to this stay because they´re 
only here for a weekend”. You have, if they have… if they´re going to Copenhagen without their 
children for three days, this is like their… I don´t know, their safe spot for… they will think of this 
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day for like half a year, one year after. So although they might a lot of weekend-travelers, they have 
to think that it´s quite unique for them to stay there I guess, so flawlessness is indeed like a good 
quality because people want an efficient stay. It´s not like they´re there for one night and they´re 
flying back to another city early in the morning or just in the afternoon, so. 
 
Kristina: No, exactly.  
 
Iryna: Yeah, it´s true. Alright. 
 
Kristina: Well, very very nice answers. 
 
 

 
 
 
Date:  22nd February 2016 
Interview with: Jane 
Timeline: 00:18 
 

Jane - potential customer participant 14 
 
/…/ Introduction to the interview 

 

Theme 1 

 
Iryna: So the first statement would be: if I received what I believe is to be a fair recovery for 
the error, I would speak positively of the hotel afterwards. And “speak positively” could mean 
online positive review for example, or you could recommend this hotel to your friends and 
family - just something positive. 
 
Jane: Yeah, I think I would. I think, I don't know…. It depends on like, what kind of error they have 
at the first place. If it’s like, a technical problem, then it’s like, something that they can not control 
but if they can solve the problem immediately, then I would still speak nice of them. Yeah. 
 
Iryna: And why do you think you would do that? 
 
Jane: I think, em… But I mean if, like, all in all my stay at the hotel it's like, a nice experience, 
everything's nice, except for that error that I mean, I don’t know, couldn’t think of what right now. 
But then, I mean, if this technical problem, then it's probably not their problem.  
 
Iryna: yeah.  
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Jane: I don't know if it’s like, I don't know, some company that hired to do their…their system. That 
they have phone… I don't know, if they were hacked by someone else. Then, they… Then this hotel 
can’t do anything about that. But if they can solve that immediately, then yeah, it’s fine.  
 
Iryna: Alright, next statement… 
 
Jane: …but if, for example, if I stay there, and then we went there and a toilet was not working and 
then we have to change another room and the toilets still not working, then even though you have to 
change the first room and then it works. But then I would not, like, speak nicely of them because, I 
mean, if like one toilet is broken just like… then maybe the one, I don't know, I would still like feel 
like “OK. So the lady who cleans the room then she didn't check and why?” And, I mean, I feel like 
“OK, weird. Why? Then they might not do well”. But then you have to change to another one. Then 
I will be extremely unhappy because it was a second time. Then even though I got the third one. But 
still, I would feel like, it would be like, too much work that already, you know. So and then I may 
not speak well of the hotel. Because I think that then they have something with the management. 
Like, for the cleaning already. So… 
 
Iryna: So basically you could probably say that it depends on the severity of the problem? 
 
Jane: Yes of course. And what kind of problem. 
 
Iryna: Yes, and if it was solved on spot or not? For example, if the action was taken 
immediately or not, right?  
 
Jane: Yeah I think… I think so, yeah. 
 
Iryna: All right. 
 
Jane: But it still really depends on like, what kind of problem it is.  
 
Iryna: Yeah  
 
Jane: yeah  
 
Iryna: Yeah it makes sense. Then the next statement is: my dissatisfaction would be stronger 
if I knew that the hotel could have prevented the error, than if I knew that they could not. So 
basically it goes back to your previous answer… 
 
Jane: Yeah, exactly. 
 
Iryna: So if you knew, yeah… So… 
 
Jane: if like, they could have prevented that suer or I don't know the toilet, like, because like when 
the lady come and clean, then she would have been like, no, she would have known”. And if they… 
she didn't like, noticed, then it's like, I think she's not doing her job well and she didn't want to tell 
the hotel so they just give the room that's not functioning to the guest. Then I don't think it's a good 
sign. But it's like technical problem /…/ Just talked about their computer system, then it’s like 
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yeah… then maybe they probably have to change to another company, in order to avoid things like 
that… that's not stable.  
 
Iryna: Yeah. 
 
Jane: Yeah, something like that. 
 
Iryna: Alright. And then the next statement is as follows. I would prefer the hotel to document 
the error for quality improvement purposes. So basically if a failure happens or if a mistake 
happens, you would like the employees to document it. And, I mean, does it matter for you at 
all? Or what are your preferences regarding this statement for example?  
 
Jane: I think that as a guest I don't really care that much about that. I think it's the hotel's decision to 
do that. But I think as a guest I would definitely don't want this to happen again. 
 
Iryna: Yeah. And maybe… Do you think it would /…/ again on the severity of the problem? 
The more severe the problem, the more you would require for example, the hotel to document 
it? 
 
Jane: I really don't think that I care that much. As a guess it's not… I mean it’s none of my business 
to tell them what to do, I mean, how they manage their hotel. I mean, for me, just like, I just get my 
hotel room which is clean and nice and offer all that I want. And that's enough.  
 

Theme 2 
 

Iryna: All right. Then the more expensive the hotel is, the more recovery I would expect to get 
for the errors in general. So, if you basically, you are now staying in four or five star hotel in 
Copenhagen. And it is for example quite expensive, so would you expect more recovery for the 
money that you paid? Do you think it's fair? 
 
Jane: What do you mean by more recovery? 
 
Iryna: More recovery could mean different things. But I would say that for example, the 
approach that employees use to you in, you know, emotional way - how the treat you if the 
error has happened. And maybe you would expect that if the error happened in the room, you 
would expect your room to change… to be changed immediately for example. And maybe you 
would be sent an extra bottle of wine. Something like that. So the more expensive the hotel is 
the more you expect these kind of things. 
 
Jane: Yeah I think… I think so. I think so. I think that you pay what you get and if I have to pay so 
much money for five star hotel, then I would expect that, I mean, that everything already that it was 
already perfect at the first place. And if there's anything wrong of course then I would expect 
that…like, that they would change my room or something like… yeah, some recovery and some 
compensation too. Otherwise, I wouldn’t choose them. I think that, I mean, I think for me if I'm 
going to… If I'm going to stay in a five star hotel, then you will totally because I know that nothing 
wrong… nothing can go wrong with the hotel. So if something goes wrong, then it will be like, 
really dissatisfy me. 
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Iryna: yeah.  
 
Jane: Because then I would be like, so out of my expectation. And then I would of course I would 
like to have some compensation. Some sort of. In order to do, like, to solve that dissatisfaction. 
 
Iryna: Yeah, alright. Then: I would avoid complaining about the error, if I was in doubt 
about the hotel’s capability of dealing with complaints. So basically it's about If you was not… 
If you, if you could sense or if you knew or if you could feel that the hotel maybe would not be 
able to solve your problem. At the hotel you would avoid complaining about the error. Is it 
true? Or what do you think? 
 
Jane: I think it really depends on what kind of error. If the key to my hotel room is not working, I 
have to report that. I can not just like, not report thing. And if also like, if I go in and I see that for 
example my glass is in the  bathroom, there is some lipsticks on. Then I cannot just like, not to 
report that. I would have to change that immediately. I don't want to use the other’s lipsticks. The 
cup with the other’s lipsticks. And, I don't know, if the toilet is not clean, I would also have to 
report that because I don't want to wash their toilets in order to use that. So, I mean, I think it 
depends… I mean, but if it’s like the hair dryer is not working, but I don't actually really need that, 
then maybe just like, I don't know, my friend needs that and I don't need that. Then maybe my 
friends' friend stay in another room then they can borrow that. And then maybe that's not a big issue 
that I have to report.  
 
Iryna: So basically again, depends on the… 
 
Jane: Situation… 
 
Iryna: Situation and severity perhaps.  
 
Jane: Yeah, if you like… Also then I want to invite… Need to write down something and I think 
that they will have a pen. In a hotel room if I cannot find that, then I will not report that: “hey you 
need… Or why we don't have a pen here?” or something. 
 
Iryna: Alright. If I would feel like the hotel's approach to error was below my expectations, I 
would consider not going back to the same hotel again.  
 
Jane: Sure.  
 
Iryna: Yeah.  
 
Jane: That’s for sure.  
 
Iryna: And… 
 
Jane: I mean, first of all, if the 4- 5-star hotels we talked about that before, I expect everything to be 
like, perfect. So there will be like, you don't have to worry like, anything would go wrong. That's 
why you like, pay that much money for a five… five star hotels. And if you still have to like, worry 
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about something, that you have to complain and all that. And then I think next time you will not pay 
for that hotel. You will not go there any longer, at least for me. 
 

Theme 3 
 

Iryna: Well, yes, I agree with it as well. Em… If I would experience lack of empathy from the 
hotel employees, it would have a negative impact on my view of the hotel brand. So… 
 
Jane: Yes, totally. I mean, of course not…You just say I’m just going there with my friends and 
that’s not a big thing. /…/ But I would like, be not really happy with the hotel. I think it was like, 
they're supposed to like, provide really good service. But then how… What do you mean that they 
are showing empathy? Like, I’m sad, crying, or what? 
 
Iryna: No, if for example something happened, any kind of failure. They would feel 
empathetic to you, they would say “sorry”. They would be, you know, sincere. If they would 
not show all of that and would be more, you know, more indifferent to you if I can say, 
something like that. Would you, would that impact your view of the overall brand? 
 
Jane: Yeah, totally. I would think that I mean, nowadays for five star hotels, I don't know about four 
stars, but I think that five star hotels that the employees they are supposed to train to have empathy 
to care for the customer.  
 
Iryna: Yeah. 
 
Jane: That would be my expectation.  
 
Iryna: And also if I… What we also mean is do you… do you sort of link the employees to the 
overall brand? Do you thing that… 
 
Jane: Yeah of course because, I mean as I just said just like and they would have trained the… 
Because that will be like part of their culture.  
 
Iryna: Culture - yes. 
 
Jane: And… and then even though… so this is the brand and it would be the same for these 
countries. So yeah, I would definitely link. 
 
Iryna: Yeah. Alright. I would want the employee that I contact about the error to have the 
ability to solve the problem on spot. So that means basically, if you go out to the reception and 
you contact someone, the receptionist, about the water, that does not work in your room, you 
would the employee to give you a full, you know, to give you a full answer, to give the 
explanation when the water is going to be working… You want this employee to be able to 
solve your issue. And to call immediately for example, for someone to check your room to 
solve the issue. Do you think you would prefer that? And does it matter to you then if the 
hotel… or, sorry, if the receptionist would call to the manager for example, and ask him about 
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the error and then the manager would come back to you? What are your preferences or 
expectations about that matter? 
 
Jane: I think that usually em… I mean, usually the reception would just say… I mean, my 
expectation would just be like, the receptionist would just say “OK, I will have someone to look at 
that and then soon would be someone knocking on my door and come and fix that.  
 
Iryna: yeah. 
 
Jane: So I think that of course then the reception, they should know that who to contact to… which 
kind of problem. 
 
Iryna: And if it was something for example, something smaller… a smaller issue, you know. 
Would you want the receptionist to try and solve your problem instead of just going to a 
manager? 
 
Jane: Like, what? 
 
Iryna: I don't know, if, say, you are lacking something in your room, say, a toothbrush. She 
would just immediately go back and give it to you. 
 
Jane: No, I don't think I would expect that for a five star hotel. Because I think that for a five star 
hotel, they would have like, I don't know, the jobs that are like, really clear. Who is doing what. But 
I mean if it’s four or three star hotel, two, maybe two stars or something. Then yeah… then 
probably the reception would come and do that because they don't have like, that much staff and… 
And then they would have like, their work there would be overlap a lot. Probably the reception they 
also have to do cleaning and watering and all that. But I don't know, I think for a four or five star 
hotel, the reception is just a reception. She is like, coordinating everything and writing everybody, 
like, the right department to do stuff for me. Because I mean, when I… If I go to a five star hotel 
and the reception has to go and to find toothbrush to a guest. So when I arrive, then maybe she's not 
there. And then I'll be like, “OK where's everybody?”. I would not like that.  
 
Iryna: Yeah. Alright. If I would summarise the approach from the hotel employees as 
dissatisfying, I would be inclined to write a negative hotel review.  
 
Jane: Yeah totally… 
 
Iryna: So, overall… 
 
Jane: Yeah, totally. I think that I would just like, be honest with my stay and then write whatever I 
experienced. Like, if I experienced some error then I would write like, “when I come to the hotel 
and then this and this happen. But then when I call the employees, they come and fix that and I'm 
happy with that. And then I would come again or next time” or something. I would just write how I 
experienced, you know. And if they didn't fix that and then of course I would write like, “oh they 
didn't come and fix that. I have to change again, again, again… blah blah blah… And so annoying. 
Definitely would not stay here any more”.You know, something like that. 
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Iryna: Alright, and also as a last question, are there any comments, any ideas, anything that 
you would like to add or say regarding the topic? Anything you would like to voice?  
 
Jane: No, not really.  
 
Iryna: Alright, then thank you very much for the interview.  
 
Jane: You are welcome. 
 

 
Date: 2nd March 2016 
Interview with: Paul 
Timeline: 51:35 

 
Paul - potential customer participant 15 
 

/…/ Introduction to the interview 

 

Theme 1 
 

Kristina: So we wrote these statements to see how much you agree or disagree with them. /…/ 
And if you would get some kind of recovery for it and you think that the recovery is fair, 
would you then speak positively of the hotel afterwards? 

Paul: I would totally speak positively about the hotel. Yeah, I would speak positively if… do you 
want me to like go on on that like or do you just want like short answers? 

Kristina: No, I´m really happy if you want to go on. 

Paul: No, it´s just like… I always think that if you like in a way complain in a fair way and you 
receive a fair treatment, I get even more happy than when I´m not like, nothing happened in a way. 
But if an error or a mistake happens or I have some problems and I said this to the company – in 
this case hotels but it could be anything - and then they recover the error like they offer me 
something and it´s like super-good because that means that they care about their customers, so. I 
don´t know if it´s like a biased in a way point of view for like service background, or just that… 

Kristina: No… I.. most of the people that we are interviewing are you know people like you 
and me, with service management and stuff, so whatever influences you is completely okay. 

Paul: Yeah yeah yeah. Can I just say it like I, it happened for me for example with Amazon and I 
had some problems with like some products that I bought there or some problems with the 
shippings and everything and like, they always answer me like super-fast and they always offer me 
like a refund or like I would be able to buy it again. And… I never looked for this product 
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everywhere else because I knew that like something goes wrong, they always have my back and 
they always like recover the mistake, so that´s why I´m more happy and more satisfied in total and 
say more better things for if something wrong happens and if the mistake is recovered than not. In a 
way, yeah. 

Kristina: Cool. Yeah, yeah you´re very welcome to give these kind of explanations any time 
you want. This is great for us, we will use some of it in the analysis of course. 

Paul: I think it´s like, if you wanna talk about service recovery, like Amazon is one of the best in the 
retails, online retails. I think it´s one of the best in the world, and… But, of course hotels is a bit 
different because they are like face-to-face, it´s more difficult than if people complain over the 
phone or e-mails or anything, so it´s more… 

Kristina: Yeah exactly, more like personal perhaps, inside the hotel. 

Paul: But that´s yeah, that´s. I strongly agree, I have to say. 

Kristina: You strongly agree, cool. And for the next one we were wondering if the 
dissatisfaction that you feel from a mistake would be stronger if you knew that the hotel could 
have prevented the error, than the other way around. 

Paul: I know error happens, so I mean it´s like something that can happen. I´m more dissatisfied 
when like people that are serving me don´t care or have like, in a way they don´t… of course, it can 
be prevented better but it doesn´t really influence me that much. I don´t know if I´ll be in like a 5-
star hotel and paying you know like 7000 krona for a night or something like that, than I´ll be yeah 
probably more pissed off. And probably like money-wise, I´m more… I have less, how can I say it 
like, room for mistake, I give them less room for mistakes.  

Kristina: Aha. 

Paul: Probably yeah, because the expectation increase a lot of course. I mean, if I go in the hostel 
and I pay 7, I don´t know, 7 euro a night or like 14 krona a night or something like that, it´s of 
course, you are more willing to accept mistakes.  

Kristina: Yeah, I see what you mean. 

Paul: Yeah, so I think, of course it´s not, as I said my satisfaction… like, if they recover their 
mistake, I would still be satisfied, but satisfaction probably is not a matter of increasing in… if I 
knew that the error could be prevented, but of course like how professional you are. So, if I see that 
you are a professional and you have a mistake, it´s okay. If you´re not professional and happens a 
mistake, that pisses me off in a way. 

Kristina: Okay, so it´s more about that, I see. 

Paul: Yeah, Yeah, so that´s why my expectation of professionality increase with the amount of 
money I pay, like in a way if I go to a 5-star hotel I don´t expect that they have like a kid who´s 17 
years old who is not able to do anything, not experienced to serve me. So that´s the way my brain 
works; so I go for a 5-star hotel and I expect people that are professional. So, a mistake can happen 
and if you´re really professional you know already when a mistake is happening or something… in 
a way, yeah. 

Kristina: So it works that way around for you. 

Paul: Yeah I think so. /…/ 
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Kristina: For the next statement, we were wondering if it matters to you if the hotel 
documents the error that happened for quality improvement purposes. This could be for 
example the situation when you go to the reception to speak up about something, and if you 
prefer that they document what you are saying. 

Paul: No, as far like the error is recovered, I don´t care. 

Kristina: No? 

Paul: No, I don´t, it doesn´t really matter to me. It´s like… it´s better for them, but it´s not my… it´s 
like, if they recover it. Of course if it´s something that for example has to be recovered in a long 
time frame, I probably will prefer, but when I´m on holidays when I won´t even think about it like 
“I need their receipt for that”, you know.  

Kristina: Right. 

Paul: It´s just, probably as like a plus if I receive it, so. Something that, if I receive it I´m glad, 
because that means that like for example I don´t, the mistake… I don´t know, the room and it takes 
like only a weekend, so… but then the recovery will be next time that I´m there, so that will be nice 
to have for example they give me a discount for the next time plus something written that I can ask 
for discount next time, you know. 

Kristina: Aha. 

Paul: That, in that way, you know, if the time frame for the recovery is longer, or like for - sorry 
time frame for the recovery means the next time that I will use the service. No, let me explain it 
better. The example is for the ten percent discount, so if, yeah. So if I have like a problem and only 
the guy from next morning shift asked to solve that problem, in a way that would be great, but it´s 
not something that I am expecting.  

Kristina: Aha. 

Paul: I mean like, when I go to complain to you - you´re the person in charge and I´m going to 
complain to you – I expect you to you know say that to your next person if the recovery takes, the 
next person on the shift or something. 

Kristina: Right, so that the other people also know… 

Paul: Yeah, exactly.  

Kristina: … so that you don´t have to tell the next person. 

Paul: Exactly. That will piss me off, that will piss me off a lot– if I have to complain again. So 
that´s why I´m saying like if the timeframe in terms of the recovery is longer, that means that more 
people in the… are involved in more days or something like that, so like then the person in the next 
shift or has to know, so that´s, it would be great to have like something that... But I´m not expecting 
it because it might… I expect that they will tell them that there is this to do, you know. 

Kristina: So it´s, for you it sounds like it´s more about them talking to each other but it 
doesn´t necessarily have to be some kind of written documentation between them or to you. 

Paul: Exactly, yeah. Of course the written documentation will be like… kind of a guarantee, like 
that I´m there is some guarantee that I have like, that they have written something somewhere and 
then probably the communication will be… like more shared, that the recovery will happen, or so. 
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It´s a plus, let´s say that if I have like a piece of paper I see if there´s something that I´ve filed a 
complaint, it´s a plus, but I don´t know, I´m not expecting it. 

Kristina: You´re not expecting it, okay. I like this, this is new, nobody else has said – that you 
can get a receipt for example. 

Paul: Yeah. 

Kristina: We haven´t got that comment from anyone else.  

Paul: That´s why I brought it cause it´s like not as common, so people don´t expect… like, that´s 
what I understood from this like “would you prefer the hotel to document error”. I mean, I don´t 
care if they, in their back you know… their back-office they do something to write about that and 
then they will solve it for next customers, I don´t really care about that. I care more that like what I 
say is being recorded and like somewhere and if I have a receipt – better – if it´s recorded in the 
mind of the employee and then they will tell the next person or anything, it´s good as well. But I 
don´t expect a piece of paper, that´s what I write here like when I mean “hotel to document the error 
for quality improvement”, so. 

/…/ 

Theme 2 
 

Kristina: For the next statements, we were thinking more about you and well the money that 
you spend and what you think about complaining overall. And in the first one, we were 
wondering if it matters to you how expensive the hotel is, if you know “the more expensive the 
hotel is, the more recovery you would expect to get, in general”. 

Paul: I mean, the more expensive doesn´t mean that I complain more or less, like you know if it´s 
more expensive I complain more, if it´s less expensive I complain less. 

Kristina: Okay. 

Paul: But… and also in a way, I don´t think the more expensive it is, bigger has to be there… of 
course I mean it depends on the error, it doesn´t mean like if I spend that I need a bigger recovery 
than if I spend less I need a smaller recovery. An error is an error and then it doesn´t really matter 
where you receive it. So it has to be like, I think… I mean, it has to be like also in a way put in a 
context, like if I have an error for like my room and I pay 7000 a night and I receive a room of – I 
don´t know – the shittiest room in the hotel that maybe costs like 500 a night, that that would be like 
a mistake that I want, like the recovery has to be fair for the price that I paid. 

Kristina: Aha, exactly. And this is what we were also wondering about… 

Paul: But then it doesn´t mean like if I go to a restaurant and they make the wrong dish, it doesn´t 
mean because I´m paying, it´s the same error if I´m going in a 5-star hotel than if I go in a burger 
place, you know. 

Kristina: Exactly, this is what we also find so interesting. We wanna know if people care 
about this, if you for example go to a hostel and then you go to a 5-star hotel, the same 
mistake happens, we were wondering if people think that it matters because the 5-star is more 
costly. 
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Paul: I don’t know. Right now, as I think right now, as I said like the experience of the hotel it also 
depends on a lot of the mood in which you are, so… of course, if you´re pissed off already then like 
it can be like you storm out for anything so in a way or like… maybe you know in a way like the 
more expensive it is, like I said the expectation increase so the like the expectation for people are 
professional and so there, the room for mistakes decrease and probably yeah in a way it will affect 
my opinions and my expectation and… how much I´m flexible on mistakes. So if I go to a - of 
course like I go to a hostel, I order a burger, I said “no pickles”, they bring me a burger with pickles 
– I mean, I´m paying I don´t know 10 euro for a burger. 

Kristina: Exactly. 

Paul: I don´t, I´m not paying like seven, again like… I don´t know. I don´t even know how much it 
could cost, like 800 per person in a restaurant.  

Kristina: Exactly. 

Paul: So, it means if I asked “no pickles”, I also don´t expect that that happen, so probably like I 
will… 

Kristina: Mm, I see. 

Paul: … but it all depends on how I am, I mean in the environment. I can make an example of it, 
like I´ve been to this TGI Friday. 

Kristina: Yeah? 

Paul: Since the beginning I was pissed off in that place. 

Kristina: Really? 

Paul: Yeah. I don´t know why, just like probably it´s like their fake smiles on their faces when I 
come in and I hate that. I mean, I like people that like are welcoming and everything but then when 
they´re like “hi, welcome!”, it´s like “come on”. And already like “bom” and it give me a bit of… 
and then like everything went wrong on that dinner, everything.  

Kristina: So not connected to price? 

Paul: No no no. And it was kind of expensive in there as well, so I paid probably, no I spent 700 
krona for two people. And… and from the first dish, like the only thing that was good was the 
drinks. Everything was like, you could feel that it was frozen and they just like warmed it up or 
something, so everything wasn´t hot. Like, ribs were cold, the dish like… like this, entré with a lot 
of stuff, everything was cold so I had to bring that back. And then like… they brought it back and it 
wasn´t still good, so. 

Kristina: Aha, it came back and it still wasn´t recovered? 

Paul: Exactly, so that´s like one step after another. Like, pissed me off even more and more. 

Kristina: Tiring. 

Paul: Yeah, so… But I think, I think the worst was like this fake smile in the beginning that brought 
me in the wrong mood. 

Kristina: Yeah. 
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Paul: So. From then on, I was like super super super careful of what we are doing, how they were 
acting. I mean, I also had like biased because I couldn´t get a job there blablabla, so it´s like in a 
way it wasn´t the right place to go for have a dinner and a failed service, of course but… 

Kristina: But I see from what you´re saying that from your point of view, this is so much more 
than just the price. 

Paul: No exactly. 

Kristina: Like atmosphere, the personal approach from the people… 

Paul: Like I said it´s like you have to be professional and when I mean… like when you are a waiter 
or a person who works in service. If you´re professional, it doesn´t mean that you have to be good at 
some like – you have to be good but also you have to be, it has to be natural for you in a way. I 
don’t know, it´s like it´s something you have inside with people, it´s like… you don´t have to fake it 
and then like you have to know how to like to get the complaints like… as I said, probably I´m 
biased because I´m doing that, I´m working in that so, also as a waiter. And when I like something 
happens, first thing is “I´m sorry sorry sorry sorry”, I go to the like you know, I try to make them 
understand that it´s a mistake and then “we´re so sorry about that and I´ll try to work my best to 
recover it”. But when that doesn´t happen, that will… so that´s like, if a person is like professional, 
that was change. It doesn´t matter if I paid 10 – I get pissed off in McDonald´s as well. I mean, 
like… when people are assholes in McDonald´s, I get pissed off, so yeah. 

Kristina: Because you also work with it and you know… 

Paul: Yeah, I also work with it; I know what it takes, I know like how it works, so… that means not 
being like if you want to work for – just because you have to work – in a way that´s like so that´s 
what I´m saying like, the price range doesn´t matter. If I go to a 5-star hotel I get as pissed off as if I 
get a douche-bag you know, I think it´s the same. 

Kristina: I see what you mean.  

/…/ 

Kristina: We were wondering if you could, if you would avoid complaining about the mistake 
or the error if you were in doubt about the hotel´s capability of dealing with complaints. So 
this is basically based on yourself on a feeling, whatever you… whatever you sense of it is… 

Paul: Yeah if I see that they are not professional and probably they won´t, won´t be able to, to 
recover my mistake… no, I think I will complain anyway. In a way, I learned to complain lately. 
Like lately means in the last couple of years I never complained, but I think in a way it´s like it gets 
you less frustrated – something wrong happen when you go out so and also I see that, it´s like 
depends how you do it of course when you complain because I mean on the other side, but it´s on 
your right. So I mean, you´re paying, it´s not that you go there – you´re not, you´re not there for 
free. So, you want something and you want like this, this and that and that what you expect or what 
you want… so, in way I will complain even if I think that they are not able to recover. 

Kristina: So it sounds like… 

Paul: I never… so I would say “disagree”. 

/…/ 
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Kristina: Okay, I see. And here we are back at the approach that you mentioned a little bit 
more, but in a restaurant context: “If you would feel like the approach from the hotel to the 
mistake or error was below your expectations, could you consider not going back to the same 
hotel again”. We didn´t wanna say “never go back”, because of course you could be put in 
situations where your mum pays the vacation or your job has to go there, but it´s more like 
your own consideration where… you know, yourself. 

Paul: It has to be a really bad. So, that doesn´t mean that if I´m… I don´t know, let´s say a mistake, 
they offer me like 10 percent discount, I was expecting 20 percent. 

Kristina: For example. 

Paul: Yeah let´s say, that´s the example that I have in mind. I don´t think that it´s such a big deal.  

Kristina: No? 

Paul: No, so I would say “disagree” again. 

Kristina: You say “disagree” with that one. 

Paul: Yeah, and also because I don´t think I have like… and I don´t know if people have this 
expectation, like personally when I go to a place I don´t go there expecting that something wrong 
will happen and what will happen if and what I want if something wrong will happen. So that´s 
what I´m saying, I don´t have expectation on the recovery, so if it has been recovered – good – and 
if course in a 5-star hotel I will expect the recovery, but I also know that the front-office people 
have like some degrees of freedom so, as well. Like, I understand these things, but I´m not a person 
that comes from outside. I have a lot of people that comes to the restaurant and ask me for discounts 
because I don´t know… the pizza was, or you know like “the pizza was a bit too cooked” and they 
complain about – that´s the wrong complaint in a way because it´s, I mean… or you complain at the 
beginning, and you say “okay, I don´t want the pizza like that” and it´s still like a certain degree of 
freedom in the like, you know. 

Kristina: Yeah, I see what you mean, it´s also about that you know, that the customer is a 
little bit responsible sometimes. 

Paul: Exactly. Exactly, so I mean, and it´s the same like when you don´t have expectation on their 
recovery I think this is like…. yeah, so. 

 

Theme 3 
 

Kristina: Okay. And actually for the last three statements, we were thinking especially about 
employees in a hotel context. And if you would experience that there was a lack of empathy 
from the hotel employees, basically feelings, consideration of you, respect… 

Paul: That would piss me off. 

Kristina: We were wondering, yeah that´s exactly what we were wondering in a sense, but 
even more specifically if you connect that lack of empathy to what you think about the hotel 
brand, for example Ritz-Carlton or Tivoli Hotel. 
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Paul: I think that´s like… there are like the employees that makes the empathy, it´s not the brand in 
a way. I mean… I was like, yesterday we were in this Nordea… 

Kristina: Yeah, yeah, they were here. 

Paul: … and they said they want to be this “the bank of relationship” and I was like… 

Kristina: Yeah, they are very in to that. 

Paul: Yeah, but then like again it doesn´t mean that if your corporate values are that, then when you 
go to a branch and you talk to people, there will be like as much as the relationship. I don´t know, 
it´s like… I don´t see that, you know, I don’t see that in the… so, that´s what I´m saying, it´s like 
the Ritz or Tivoli can say like “we are for families and we will be funny with you” and blablabla, 
but then like it´s the employee has to cover the expectation, and so I wouldn´t… I don´t know, I 
think it´s all about the employee and if there is a lack of empathy in their recovery, so like I´m 
asking something and this person says like “yeah okay, I will you know figure that out”. That piss 
me off because it´s not an answer, you know. 

Kristina: No, not really. 

Paul: It´s like, yeah. So, that´s the lack of empathy that I see, it´s like how I see it is that “you are 
not taking care of the thing that I´m saying to you and not taking consideration of what I´m asking 
you”, in the recovery I mean. 

Kristina: Do you see this recovery situation more as an individual situation by itself? 

Paul: Yeah. 

Kristina: And the brand is more like the corporate brand up here on another level? 

Paul: Yeah, I think as I said it´s really really difficult for corporate values to go down the bottom. 
And in hotels it´s even more difficult you know, because also big chains or you know this brand 
like Best West or let´s say would have like corporate values but then each… and then yeah each 
hotel is, has its own owner, has its own management and so on, you know. So you have only the 
Best West brand. Again like, if they say me like “we are the best in recovery” but they wouldn´t 
like you know, it doesn´t change anything in the decision when I go to the hotel I think.  

Kristina: Aha, I see. 

Paul: But then it´s like – as I said - it´s all about people when you go there. Like when you go, I see 
when I go in the hotel or I go in a restaurant, it´s about people and how they act and react to you, 
so… and… 

Kristina: Very clear answer. It seems like you are somewhere here? 

Paul: Yeah. /…/. I don´t think that the hotel brand, they will have an impact on the hotel brand.  

/…/ 

Paul: Because as I said like, I just said before this TGI is they´re forcing these people to be happy in 
there, to make you feel happy. And that´s what I think I see here in this question, so like you want 
to push people to be empathic, to be you know welcoming and… there are people that are - and 
there is natural for them - and there are people that are not.  

Kristina: Aha. 
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Paul: So, when it´s forced, it´s fake. It´s bad.  

Kristina: Exactly, this sounds like the education that people will get… 

Paul: Exactly. 

Kristina: … as hotel employees or restaurant employees, you know you get trained to be like 
this. 

Paul: Yeah, and I don´t really like that, so in a way I don´t… I don´t like, I like courtesy but not like 
fake or like… so, I don´t know, I feel that an employee when they works in service knows the 
person that they has in front of you - how much you know like, and like how much you can go in 
this personal sphere or how much you have be the touch, I think it is a feeling that you have 
probably.  

Kristina: Yeah. 

Paul: So, and… when it´s forced, you´re forcing me to be you know what I don´t want probably and 
that´s like, that´s why I don´t like it. So probably, in a way I… like I said, here it depends because if 
I see an employee that is polite and nice and empathic with me because it itself and I don´t go in a 
hotel thinking about their values. 

Kristina: No? 

Paul: No. But if I see that that person is fake, and is doing that because he has to, like someone said 
him to do that, that would be, that will like something that… yeah. 

Kristina: It sounds almost like that could make you think about the brand more. 

Paul: Yeah, that… 

Kristina: Like you mentioned with the TGI, that “aha, maybe TGI is a little bit fake because 
people in here seem to be plastic and they have these weird smiles”. 

Paul: Yeah, that´s why I´m saying it´s difficult to say because you have to see which perspective in 
this case like you´re asking me, because I would experience lack of empathy from hotel employees 
it doesn´t directly brings me to their brand but the other way around. Like, in a way like if the lack 
of empathy or the first empathy – the first denies and smiles, this forced thing – that brings me to 
their brand.  

Kristina: Exactly. 

Paul: So it´s not the lack but it´s… when there is… 

Kristina: The exaggeration of it. 

Paul: The exaggeration of it, so… 

Kristina: Very cool. Also the first time I´ve heard this. Yeah. /…/ 

Paul: No but if you think about it, when you go in a restaurant or in a hotel or in a service in general 
you know and then like, they are like over-polite – they are overdoing something – you always go 
to the brand. Like, in a way you go – I don´t know if it has happened to you, that happened to me 
and I saw it – if you go on… 

Kristina:  Yes, it has actually happened to me. 
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Paul: … if you go in a place and like this person is unpolite and of course you say like “maybe he 
has a bad day, maybe he´s an asshole”, and probably the management shouldn´t have employed 
him. 

Kristina: Aha yeah, I see what you mean, yeah. 

Paul: You know, because you don´t employ asshole people in a service. You should, I mean you do 
but you shouldn´t, so that´s my way of thinking, so. That´s… so it´s a bit tricky question for me, 
this one. /…/ 

Kristina: Most of them are, I guess, in a sense. The two last ones are also about the employees. 
And for number eight, we were wondering if you would want the employee that you contact 
about the error to have the ability to solve the problem on spot. 

Paul: Sure, I strongly agree. I, but that´s like… it´s my managerial point of view, like if I would be a 
manager I would give them, empower them in certain degrees to solve the problem, like…when I, 
and also because I think when I´ve been working in restaurants, always have to go to the manager 
or the owner to ask “can I make this discount or can I not?”. Like why, and… I mean, I would be 
the one that always gives discount if something goes probably wrong, but also like it doesn´t have 
to be discount – I offer a coffee or do like some small thing that doesn’t cost anything. But it makes 
people happy. So that´s my /…/, I don´t know… my way to work. So probably I expect that, and 
that´s why I´m saying that I would really love people to say me like “yeah look, I can do that and 
that”. And… 

Kristina: And then if the situation is that the employee that you talk to can´t solve the 
problem physically by herself or himself, like it´s a reparation of a window or something 
bigger. 

Paul: No no. In that case, it also depends on the problem. Now I really have like my mind like in 
restaurants, more of course, but when I go when you say like for example in a hotel I know that this 
person can be empowered to repair a window, you know. Or if there is like a… losing paper or 
there is like something you know flooding, I mean you can´t expect a front-office employee to solve 
it. But I expect him to pick up the phone as soon as possible and do something.  

Kristina: To solve it in that way instead? And basically… 

Paul: Or move me from another room or anything, but he has to be empowered to do that.  

Kristina: Aha. So, it´s actually the solution to it, whatever that is. 

Paul: Yeah whatever that is, he has to be able to solve it on the spot. 

Kristina: Alright, okay. Alright, I see what you mean. Yeah, and that would be… I don´t want 
to affect you of course but it sounded like it would be “strongly agree”. 

Paul: Yeah, sure.  

Kristina: /…/ And then for the last statement, this is more like a summary of the hotel 
experience overall, and if your summary would tell you that the approach from the employees 
in the hotel was dissatisfying, would you then be inclined to write a negative hotel review? 
We´re using “inclined”, it´s basically like would you consider writing something negative 
online? 
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Paul: Eh… starting from the… where I don´t really like to put my opinion online – not that much – 
and… I found really interesting and useful reviews, but as I said before like maybe when like my 
hunger you know like went down and after a few days… it also depends how big is the mistake, the 
problem and everything you know. But I would probably do it straight away and then like you 
know forget about it and take their nice things of the stay, so if I will have to write a review I will 
probably like say what was wrong and what was good. So it´s not like “definitely good”. If 
everything was bad, then I would prefer to write an e-mail or management or in the hotel, because 
as I said they have to take care of like… and it might be it was that employee, it might not be that it 
was not like it was a problem on something, it doesn´t necessarily mean that happen there all the 
time, so… I, I would consider to write the negative review if, if something went really really wrong 
I mean, it´s like… 

Kristina: Okay, I see what you mean. But I also see that you´re more in to, more of the 
balance… something bad but maybe also something good. 

Paul: Yeah exactly. So I mean, what I say is that, here is focus on the hotel employees so… I don´t 
see how´s like, as I said like there are a lot of people working in the hotel, I know that so it wouldn´t 
be fair in a way to say “this hotel is shitty because I received like this dissatisfying recovery from 
this person”.  

Kristina: I´m… yeah, okay, yeah I´m listening. 

Paul: As I said before like, if I go to a person and they say like ”yeah I will figure that out, I don´t 
know, I will let you know” and filing a complaint or saying something, and there is no empathy no 
approach, or not… I see that they won´t do nothing, it might be the policy of the hotel but it´s 
highly unlikely that it´s the policy of the hotel not to recover on error. And… so it might be the 
employee, so I would rather write something in the management or the hotel, like an e-mail, more 
than a… 

Kristina: To them? 

Paul: Yeah, to them, not to.. 

Kristina: Not to the whole world. I see. Also new answer, Paul. I mean… I guess that you´re 
around here somewhere? 

Paul: /…/ Yeah, I probably disagree but… yeah.  

Kristina: Disagree. Paul, as just a last question that we also asked everybody else, we were 
wondering if you have something else to comment to service recovery in hotels overall, if 
there´s something that has come to your mind from your experiences, something that you 
think should be done in a different way in hotels perhaps. Anything? 

Paul: No, not really. In a way, it´s a… as I said before, it´s all about people and empowering people 
in the right course. And I think the only… the right solution is really difficult, I know, I´m kind 
of… but you have to find the right people that wants to work there and they´re happy to work in 
services with people in a hotel. So… it´s the only thing that matters, in a way.  

Kristina: Yeah. I see, more about that. The recruitment and so on. 

Paul: Yeah, I think that´s… 

Kristina: That´s… 
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Paul: And keep up the people in a way. It´s really difficult and really tiring when you work in 
service to be always on top, like always always always on and always like smiling and happy. You 
can have a bad day and like everything, it will affect you even if you´re thinking that you don´t 
want that to affect you in your job and you… it will probably affect you.  

Kristina: Probably, yeah. 

Paul: So… in a way, it´s like you have to take care of your employees – in that way they will be 
able to take care of your customer, so.  

Kristina: Like caring from you know one unit to the next and then they will take care of… 

Paul: Of course, like it´s… 

Kristina: … the customers. 

Paul: Let´s say if I give an employee for a month night-shifts and then like seven, six days on a 
week for a month to or give always those ones, like he´s tired and like he won´t perform as good as 
the beginning. I mean, I see that like for me performance are a bit like you know like decreasing 
with the time because I see also myself like when you´re working at the beginning you´re all over 
excited and “blablabla” and you try to do a lot a lot a lot, and then like you start to maybe like “this 
pisses you off” or that like grinds your… you know? 

Kristina: Yeah, I know what you mean. 

Paul: And then like your performance, see it´s decrease. And that´s why I´m saying like if you take 
care of your employees, then like and you have the right employees then you take care of the 
employees, they will take care of your customer because that´s… it´s their job and it´s their 
profession and then like… but they´re humans, so in a way like you´re working with humans and 
they´re working with… 

Kristina: And then they are also working with humans.  

Paul: Exactly. 

Kristina: It´s like a chain of a lot of people you know, trying to get along with each other. /…/ 
I´m really really really happy about these answers, Paul. 

Paul: Thank you. 

 

Date: 2nd March 2016 
Interview with: Emma 
Timeline: 37:16 

 
Emma - potential customer participant 16 
 

/…/ Introduction to the interview 
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Kristina: So then potentially, if you would experience something that has gone wrong and you 
would receive what you think is a fair recovery for this, we were wondering if you would 
speak positively of the hotel afterwards. 

Emma: Like, do you need me to talk about specific like Copenhagen-stay area or in general, all my 
stays? 

Kristina: This is about you, so I mean as I said, it´s your opinion, more like how you are as a 
customer when you go to a hotel. 

Emma: I can give you some example. For example, once I have been to Rome. We ordered at some 
hotel and when we arrived they guys said “oops sorry, but your room is not available anymore 
because something is wrong with water there” and we said “what about other room?”, “oh, it´s fully 
booked everything and, but we have some hotel 100 or 500 meters from there, you can sleep there 
and after that we will move you back to your room when we´ve repaired it”. And the hotel like 
quality was totally, it was like hostel, while we ordered it for 4-star hotel and we slept one night not 
far from the elevator, you could hear all guests coming and going. It was so messed room. And like 
the night after we just went and the breakfast was shit compared to what we ordered and the night 
after we went to the hotel, our like primary hotel, the guys even they said “oh sorry” and that´s all, 
you know. But it was… but it was like really like, you could not even compare this, it was two 
different levels of hotel, do you understand? 

Kristina: Yeah. 

Emma: It was like totally like, it was, it seemed like this and we did not, we came later than check-
in time – at 4  o’clock instead of 2 - because our flight it came around 3, I don´t know… and the 
guys just, it was summer and probably they just gave the room to some unexpected guest and it was 
severe and…  

Kristina: I can already see from your… 

Emma: I even, I even do not remember if I complained – I did not write anything on this 
TripAdvisor – because I´m not the kind of person who are going to waste time, I´m not wasting 
time on this. I do not remember if I got something except apologies from them. I don´t think we got 
something or probably we did not pay, we did not pay taxes for this night´s stay. We wrote 
something to our travel agency, probably I did, but I did not follow up this case because I was 
thinking “okay it´s happened, we stayed somewhere”, it´s not like “okay, we don´t have any 
solution for you”. They had some solution and I was thinking “fuck it, I´m not going to waste my 
energy and time on this stuff”. I think probably we wrote only to our travel agencies through whom 
we booked the hotel or something like that and they apologized but we did not get any 
compensation, any recovery. 

Kristina: It doesn´t, it doesn´t seem like you believe that you got a fair solution or a fair 
recovery for what happened. 
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Emma: It was unfair, the only one thing they put… said it´s like “we, we will just take your bags 
and bring to this hotel ourselves, don´t worry about that”, and I just said to them “no sorry, I will do 
it myself”. That´s all, because I did not have any trust for those guys.  

Kristina: If it would be the other way around and you would have felt like the solution and 
the recovery was actually fair, do you think then that you would have spoken more positively 
about the hotel to for example friends, family, other students perhaps? 

Emma: Yeah, but I… now I´m just remembering, I´m thinking even now I will say some stuff about 
this hotel, not in negative way. I just will say “it´s a cheap place, near far from the /…/ station, two 
metro stations to the center of Rome – Colosseum - and very nice quiet area, supermarket near far 
from”. /…/ 

Kristina: Where do you think on this scale that you would like to be? 

Emma: /…/ 

Kristina: You could also go in-between and say “no opinion”, if you want to. 

Emma: “No opinion”. 

Kristina: Of course you can always do that. That´s Emma… And for the next one we were 
wondering if you would be more dissatisfied if you knew that the hotel could have prevented 
the error, whatever happened, than the other way around. 

Emma: First of all, how do you know that they could prevent it? 

Kristina: Exactly, this is the first aspect. 

Emma: No one will tell you that, that “sorry actually, we could do it in another way cause we just 
/…/ you but we did not do”, it´s not like that. That´s why if they messed up something, it´s of 
course their fault, probably it´s their fault especially when you´re a pre-paid guest – when they 
already got money from travel agency for the room, so it means someone has slept in my room 
while I was sleeping somewhere else, do you understand? So they´re a little bit unprofessional, but 
then… like if I´m on vacation I don´t want to use my energy and so and put all this like discuss this 
negative stuff which influences my vacation. I´m just forgetting about that and if I do it through the 
agency, I just wrote complaint to them, that´s all. I´m not going like to be there one week and 
thinking about it day after day, I´m just saying “whatever”. I will get pissed off if it would be like 
that “sorry guys, we were thinking you not come, we gave the room to someone else”. It´s hundred 
percent it was like this. But they said like “water is broken, there´s no water in your room”, it was 
like “sorry, but we are a little bit fucked up here”, do you understand? And I understood he´s lying 
to my face, but I was thinking “okay just give me some place to sleep and I don´t care”. 

Kristina: Yeah okay okay, I see what you mean. Where do you think that you would fit in on 
the scale? 

Emma: I think “agree”. 

Kristina: “Agree”? 

Emma: Yeah. 

Kristina: And in the next statement we were wondering if you would prefer the hotel to 
document the error for quality improvement purposes. 
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Emma: What do you mean? 

Kristina: For example, if you go to the reception to tell a person about something that you 
don´t like, does it matter for you if you can see that they are documenting it or if you basically 
you know that they are writing it down? 

Emma: I work myself in service sector and I can say to you that sometimes it´s almost impossible to 
write down complaints, but when people work in there and they´re getting the same type of 
complaints, they go to the manager and discuss these issues. 

Kristina: Okay, yeah. 

Emma: Yeah, yes. It means for me, it´s… I don´t care if the problem is fixed right away, if they 
write it down or if they just notice it or make a decision right away to solve the problem. And I 
don´t care if they´re writing it down or not, because I know that usually people get complaints and 
they say “okay, there´s so many customers from room number eight saying it´s too cold - like I 
don´t know, radiator - then we need to fix it”. Or probably it could be like this, I remember also 
once the air condition did not work, we said like “it´s not working, it´s so warm”. It was in Egypt, 
they then just switched the room for us  you know, right away. And probably they will write down 
“okay we switched the room because blablabla” something like that, because usually when you 
arrive the room already signs for every customer, do you understand? Or probably I remember 
sometimes I´m writing a hotel request like “I don´t want to have my room close to elevator or 
stairs”, something like that… 

Kristina: Like for next time… 

Emma: … or “I want to have it at the most possible height, like floor, for example”. I did it last 
time, when I was travelling to Berlin and I got very nice view and everything for this value of 
money. And actually I have been surprised because I paid for small room and I got big one because 
they said, because I get like club member for them and they gave me bigger room with like for more 
value than I paid – the money I paid – so it was kind of like this also fine, I think. 

Kristina: So overall for documentation, would you…? 

Emma: I have no opinion, I don´t care. 

 

Theme 2 
 

Kristina: You don´t care, okay. And for the next one we are moving over to the price a little 
bit, especially since we are talking about pricier… 

Emma: Luxury 4/5-star hotels. 

Kristina: … luxury 4- and 5-star hotels. We would like to know if it matters to you how 
expensive the hotel is when it comes to the recovery that you expect to get. 

Emma: Oh this is one of course if you, I´m paying a specific price – bigger price for some more 
expensive like room – and I´m getting shit for my money, then I will get frustrated. Because, 
because like if I know that I´m going to 3-room… 3-star hotel and I know probably the rooms are 
the same and I read descriptions I know they have hair-dryer, wi-fi /…/ plus air-condition and I 
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know this is basic stuff I´m getting for this money and everything is working, it´s fine. But if for 
example I´m going to 4-star hotel or 5-star hotel where I know there´s some extra services included, 
then I can get frustrated if these extra services are not getting for those money I paid, do you 
understand? Then it´s “strongly agree”. 

Kristina: “Strongly agree”, yeah I could almost guess that you would pick that one. It´s very 
interesting to see if people see a connection between the price that they pay and what they 
would get… 

Emma: Of course.  

Kristina: … if something goes wrong, because basically if, if we just say that a mistake 
happens when you go to a hostel and then the same thing happens when you go to a 5-star or 
4-star hotel. 

Emma: It´s totally different.  

Kristina: Then it would be totally different for you, okay. Okay. And for the next one about 
complaining, we were wondering if you would avoid complaining about what has happened if 
you were in doubt about the hotel´s capability of dealing with complaints. 

Emma: No, I will not be afraid, avoid complaining. I mean, I will not avoid complaining if there´s 
something to complain about because I think if you are hotel and you´re working in hotel branch, it 
means – industry, sorry – it means it… excuse me, if you cannot… how, if you cannot deal with 
complaints or resolve complaints, what the fuck you are doing in this business? 

Kristina: Aha, so okay, you see it more like this. 

Emma: Because you know, hotel industry is so competitive. If I don´t like this hotel, I can go 100 
meters there and get some rooms there as well, do you understand? Especially in a popular 
destination, so you can get hotels all over the places everywhere from like 100 meters this way 100 
meters that way, so I think if hotel management gives this like – I get perspective from hotel 
management – that they cannot like deal with my complaint, why they exist? 

Kristina: I see. 

Emma: Why they then… how professional are they if they cannot deliver this service they promised 
on their webpage and the more money I´m paying for this service paid I expected them to get, like 
from them, then what is it about, like why do you exist? Then I could get even more frustrated 
because I can personally talk to someone. Actually I experienced something in Egypt, I remember 
that all drinks in hotel lounge were included in price, so we can get cheap like from 10 in the 
morning to 10 in the evening. And at 9 á clock in the evening, I ordered some cocktails and 
bartender coming to me and saying “10 euros” and I said “excuse me, like it´s…”. 

Kristina: For one cocktail? 

Emma: Something like that, I don´t remember, or for two. And I´m saying “excuse me, but like is it 
not included in our room price, which you wrote to me and like several times and a reminder on the 
wall or something like this in my room –so what you do mean by that?”. And I went to the manager 
and complained about it and he said “yeah yeah sorry, it´s fine”. The way, just because the 
bartender wanted to get money, that´s all. It was weird actually. 

Kristina: Yeah, it sounds like it. But it doesn´t seem like this… 
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Emma: So I will not avoid complaining if I´m doubting that the hotel management cannot deal with 
it, because otherwise what are you doing in the hotel industry? 

Kristina: As it perhaps was a little bit with the cocktail situation. 

Emma: Yeah. 

Kristina: But it seems like maybe there was a lack of capability, of dealing with these things, 
but you complained anyway. 

Emma: I think the management - the management team, yeah - they just do not have this more 
strong service culture with their employees where… and they do not care about what they promise 
and what they deliver, but just showing how unprofessional they are. And in another way you´re 
also thinking “okay I´m from Scandinavia” – they just want to get money from me, because they´re 
thinking I´m super-rich or something like that. 

Kristina: Oh yeah. 

Emma: But if we are considering Copenhagen, I just can tell you if you´re doubting about their – if 
the hotel can deal with your complaint – then it´s not, the hotel not worth that you stay there. 

Kristina: Okay, it sounds like you´re somewhere over here on this side. 

Emma: “Strongly disagree”.  

Kristina: “Strong”, okay. And the next one is a little bit similar. It´s got to do with your 
expectations; if you feel like the approach was below your expectations that you had, would 
you then consider not going back? 

Emma: No, I will not go back to the hotel where I experienced… it depends on the type of error but 
if I will feel that I have been treated unfairly, then I will never go there. 

Kristina: You won´t, okay. 

Emma: Yeah, and that´s why now I try to either to book some hotels from recommendations of 
people who has been there or probably go to some travel agencies and see what hotels they like 
propose. When I´m booking hotels, I´ve found out I don´t want to do it through agency – I want to 
do it through like myself, directly from the hotel. I´m booking hotel directly because I´ve found out 
that I´m more valuated as a customer as I do it directly then I do it through travel agency, I´ve found 
out. 

Kristina: And when you check out the recommendations, where do you usually find those 
recommendations? 

Emma: TripAdvisor. 

Kristina: TripAdvisor. 

Emma: And I´m looking through several travel agencies and see what hotels they propose for 
specific destination and then I go to TripAdvisor and reading reviews and probably I´m also using 
some knowledge from people I know who has been staying there. And after that I go directly and 
book some room. 

Kristina: So okay, so here it seems like you´re somewhere on the right side. 

Emma: Yeah, “agree”. 
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Kristina: “Agree”. And the last three statements are about how the employees are acting 
when you´re in the hotel. And first we were thinking, if you experienced lack of empathy from 
the hotel employees, would it then give you a negative impact of the brand, for example the 
brand Nimb here in Copenhagen or the brand Tivoli Hotel. So we were just wondering if you 
sense a connection between the employees over to the corporate brand. 

Emma: Yeah of course you have, if employees… they are the face of any brand. So if I will feel that 
I´m treated – not treated properly – I will… then my experience with the brand will get low score, I 
don´t know, or bad perspectives and it could have actually. So I think, especially if we are talking in 
4/5-star hotels, professionality of employees influence a lot of my perspectives and expectations 
from the hotel. 

Kristina: Okay, so this was a pretty given one, I can see. Would you say that you “strongly 
agree” or only “agree”? 

Emma: Yeah, “strongly agree”.  

Kristina: “Strongly”. That´s a nice one, I got some pretty different answers from people for 
that one actually. And for the next one, which can also be very different depending on what 
you think and the expectations that you have, we were wondering if you want the employee 
that you contact about the error to have the ability to solve the problem on spot? 

Emma: Yes. So I want, if I call, I want the problem to be solved right away. 

Kristina: If something happens that, for example if you go to the reception and you tell them 
about a problem that they cannot solve for practical reasons. 

Emma: For example? 

Kristina: I´m thinking if there´s something technical for example that the receptionist cannot 
solve by himself or herself… 

Emma: Then he needs to do, to take some action that this problem should be solved as soon as 
possible. 

Kristina: Do you mean as in…? 

Emma: For example… 

Kristina: … that this person is the one who is like calling somebody for example? 

Emma: Yes, yes, yes. For example, let´s say air-conditioning is not working and it´s so warm to 
sleep there or there´s only cold water and I want to take shower – either give me new room or call 
after someone who can solve it right away. Yeah, I will not sit and wait three days while you will 
solve the problem. 

Kristina: No. Aha yeah, is it more about the timing for you? 

Emma: Yeah I want, I want the problem be solved right away, so if he or she in the reception cannot 
immediately solve the problem with warm water, then the person should take actions right away. 
The problem should be solved as soon as possible. 
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Kristina: I see. 

Emma: Or at least, if it could not be solved like right away, then at least find solution which will be 
like, will be satisfied like will me right away, do you understand? 

Kristina: I really understand. 

Emma: “Strongly agree”. 

Kristina: “Strongly agree”. And the last one is basically a summary of the hotel experience 
overall, and if the summary of this would tell you that the approach from the employees was 
dissatisfying, would you then be – we have used the word “inclined” – to write a negative 
review? 

Emma: What does it mean, “inclined”? 

Kristina: Basically, it means that you would consider doing it, you know that you could be 
thinking about doing it. 

Emma: Negative review? I don´t know, it depends how frustrated I am, I don´t know. I´m not using 
my energy on this stuff. The more, probably the only thing I can do is complain to management and 
say, and say “come on guys, like people are paying so much money for you and you´re doing like 
that”. But actually, I also looking at TripAdvisor sometimes, why some hotels like are more 
convenient for me than others, even 3-star or 2-star hotels. I remember in Prague I have been 
staying in 2-star hotel where you have own room or some – kitchen, something like that, like 
apartment hotel – just because I could see that in… it was cheap of course, but I could also see that 
in TripAdvisor every time they get negative reviews, the management team answer it right away, 
like comment on the review and said some solutions and apologize and “blablabla” and explain why 
it happened like this and something like that. So for me, it´s very like convenient if I can see that 
actually management team react on it.  And I think TripAdvisor, it´s like the place where you can 
see if management team consider it, these like reviews, or not. And I probably will not waste my 
time to go and write – do you understand - write everything “blablabla” or wait until I will come 
home and sit and write reviews. I will probably just go and say straight away what is their failure or 
something like that.  

Kristina: Yeah, we think that this one is really interesting because in the research that we 
have read, the reviews come off very often as a threat, especially for hotels. And also when we 
have talked to the hotels, they also mentioned the risk of negative reviews, so this is also why 
we want to ask people are you the kind of person who could consider writing a negative 
review? Have you ever done it? 

Emma: No I don´t, I don´t want to waste my time on it. I will go… 

Kristina: It does take time, yeah. 

Emma: … probably for me, I just will go and say to hotel manager what is the problem but I will 
not go and wait for solution and if I will be so fucking happy with solution, I will probably use my 
time just to give a score to hotel, like you know 5-star or something like that. But I will not use my 
energy to give like a rating and at the same time to write a review. Because I also sometimes when I 
read in these reviews, especially negative ones, I understand like objectively many people 
just…every, many stuff can influence like on your perception of services, like you got frustrated 
because you seek I don´t know hundred, whatever, do you understand?  
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Kristina: True, yeah, very true. 

Emma: It means that many reviews are too subjective. For me, for example, I read many reviews 
and think “okay, I need to expect a lot of shit in this hotel, like the many people write ‘this stuff was 
stolen’” like “blablabla” you know, from the hotel. And I´m thinking “wow, I need really…”. 

Kristina: You mean this old myth that the housekeeper is stealing things? 

Emma: Yeah yeah, something like that, do you understand? And then I´m thinking “okay, I´m just 
not… either I´m closing it in my own luggage or I just view, take all this important stuff to me with 
me every time”. /…/ I have only credit cards, I don´t use any cash. Probably I just take 100 euro at 
the time or something like that. Documents – who the fuck need documents, my documents, my 
passport – for what? Like, I put it you know, that´s why. But I expect them as… more staff the hotel 
has and the expensive are the rooms, the more service and the more quality of service I expect of 
them. That´s why I just write “disagree”.  

Kristina: “Disagree”? 

Emma: Yeah, I will not use my time to write negative. 

Kristina: Then just as a last very general question that we ask everybody is if you have 
something else to say, apart from these statements, maybe something else that you´ve been 
thinking about when it comes to service recovery or any opinion that you have about how it 
should be done in a better way? 

Emma: I think each hotel, especially we are talking about 5- or 4- star hotels, should have some 
values and encourage their employees act according vision, mission, values and have probably not 
well-established guidelines how to treat each customer in each kind of problem – it´s impossible, 
problems could be very different. But like, the work culture should be really strong in those hotels 
so it means when I´m going to one employee… 

/…/ 

Emma: … when I´m going to one employee, in ten minutes to another, they probably have similar 
solutions to the same problem, do you understand? And it could be, and it could be created only 
through very strong work culture where employees act according to mission, vision and values of 
the specific hotel group, hotel company, brand – whatever. Otherwise, the different behavior of 
employees in different hotel in the same situation – the same hotel, but by different employees – if 
it´s totally different, the customer can get frustrated, do you understand? 

Kristina: Mm, I see what you mean. Like if you and I would go to the same one and we would 
have the same problem, we could talk to each other and then if it turns out that they 
compensated you more than they did with me, I mean we would… 

Emma: Not as the same… 

Kristina: … find out, in a way. 

Emma: Look, I can give you an example like this. I need to order some shuttle or probably taxi to 
airport and I do it the night before or probably two nights before I´m travelling out to be sure that 
it´s ordered and I´m giving maybe some small tip to the receptionist that she or he uses his energy 
to order this taxi, or something like that. And at 6 á clock in the morning, I´m waking up and I 
knowing “okay, the guy is waiting for me at 7 á clock, because at 9 I need to get my flight”. And 
I´m coming downstairs at 7 á clock and there is sitting probably another receptionist, not the one I 
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asked to call after like taxi and he´s saying “I don´t know anything about that” or something like 
that, do you understand? That for me it could be really weird, like “come on guys, you´re working 
in the same place”. 

Kristina: Communication between employees perhaps? 

Emma: Yeah, communication. Yeah or it could be also like this: I´m coming and saying “okay, 
I´m…” – yeah communication is very important in hotels, especially when you´re changing shifts 
or something like that. 

Kristina: Okay. 

Emma: Or for example, I can go to receptionist and ask some staff and after that I´m meeting 
cleaning lady in corridor and ask the same staff about like cleaning room and she´s saying totally 
another information, then I can get also confused, do you understand?  

Kristina: Yeah. 

Emma: That´s why strong culture, communication is important in high-quality hotels. Yeah, that´s 
all. 

Kristina: Okay, thank you very very much Emma. 

Emma: You´re welcome. 
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