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ABSTRACT

The dyadic nature of the service encounter suggests that the service output essentially
arises from the coordinated efforts of customers and service employees. In this view,
the services marketing literature has recently trended towards incorporating customer
positive behaviours into the study of the interpersonal dynamics of the service
encounter, thereby hinting that customers’ behavioural contributions are conducive to
achieving a positive service outcome. However, the manner in which such positive
service encounters can develop at the customer’s initiative lacks empirical evidence.
This research adopts a behavioural perspective and draws on the fact that service
encounters are reciprocal in nature; this means that service employee behaviour can
often come as a response to the customer’s prior behaviour, and can therefore be more
reactive in nature. A mixed-methods sequential exploratory research design,
implemented through two studies, aimed at advancing the current understanding on
the ways that customers can contribute to the service encounter through the impact of

their behaviour on service employees’ subsequent behavioural response.

Study 1 was exploratory and employed in-depth interviews conducted among service
employees, in order to investigate the effect of customer positive behaviours from the
recipients’ standpoint. The results revealed that service employees engage in
favourable reciprocal behaviours towards customers who benefited them during the
service encounter. Moreover, these customer benefits are translated into resources that
enhance service employees’ overall performance, as well as the enjoyment derived

from delivering the service to all customers.

Study 2 used an online scenario-based experimental survey distributed among service
employees, so as to test a theoretical model linking customer behaviour to service
employee behaviour, mediated by the service employee’s experience. The results
confirmed the initial hypothesis according to which customer discretionary
behaviours can initiate a cyclical process of exchange of positive behaviours among
the parties involved in the service encounter, through their beneficial impact on

service employees’ experience.

XVi



Overall, this research advances our limited theoretical knowledge on the interpersonal
dynamics of the service encounter, by offering empirical evidence on the role of
customer behaviour as an antecedent to subsequent service employee behaviour.
Therefore, the thesis reinforces the argument according to which customers are
partially responsible for the service outcome they receive, as they have the ability to
enhance the development of a mutually beneficial service encounter through their

behaviour towards service employees.
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CHAPTER 1

INTRODUCTION TO THE RESEARCH

1.1. Introduction

Research in the field of services has been flourishing over the past years, and scholars
have come to broaden their focus from examining the physical aspects of a service
environment (e.g., atmospherics) to investigating the interpersonal factors of the
service encounter (e.g., service employee-customer interaction, customer-to-customer
interaction). These dynamics are likely to define or at least influence the outcome of
the exchange. Such an interest is largely fueled by the fact that face-to-face
interactions involve human behaviour; therefore, in a service setting, these
interactions can be highly unpredictable and to a certain degree outside of any

managerial control.

With regards to the service employee-customer interface, the dyadic nature of the
service encounter implies that the behaviours exhibited by both parties are equally
important in contributing to the creation of a mutually gratifying exchange. However,
much is yet to be discovered on the ways that these parties interact during the service
encounter. Also, additional clarification is needed on the mechanisms through which
the behaviours lead to specific mutually favourable or unfavourable outcomes.
Specifically, despite the strong scholarly acknowledgment of the dyadic nature of the
service encounter, the majority of studies in the services marketing area have been
investigating the impact of service employee behaviour in terms of customer-related
outcomes. Furthermore, much has been learned from customer negative behaviour
towards service employees. However, little is still known about the ways that
customers can contribute to the service encounter. The present research, therefore,
addresses an identified gap by examining the service encounter from the opposite

direction, thereby looking at the impact of customers’ positive behaviour towards



service employees in terms of their experience and subsequent behaviours. This first
chapter of the thesis will outline the background of the research, the research problem,

along with the rationale and objectives of the methodological approach.

1.2. Background of the Research

The service industry constitutes a very significant factor of employment in the
majority of Western economies (e.g., Grandey et al., 2012; Jorgenson and Timmer,
2011; Liao and Searcy, 2012). As such, it should come as no surprise that research
within the field of services has been attracting scholarly attention during the past
decades. In particular, a significant body of research has acknowledged the
importance of the service encounter in general, and the centrality of personal
interactions occurring at the customer-service employee interface in particular. These
exchanges are considered to be vital elements of the service encounter (e.g.,
Bettencourt and Gwinner, 1996; Bitner et al., 1994; Giardini and Frese, 2007; Lewis
and Entwistle, 1990; Lee et al., 2006; Solomon et al., 1985; Price et al., 1995;
Puccinelli et al., 2010; van Dolen et al., 2002; Zablah et al., 2017) that contribute to
the performance of a service firm (Hartline and Ferrell, 1996; Kelley et al., 1990; Yi
and Gong, 2006). In particular, the process of the service encounter as viewed by
customers and service employees along with their experience, i.e., their internal
evaluation of the ‘moment of truth’ (e.g., Meyer and Schwager, 2007; Parish et al.,
2008), constitutes a prime area of scholarly interest. This focus is justified by the fact
that during this moment, specific affective, cognitive, and behavioural responses can
occur, which are likely to ultimately influence the outcome of the service encounter
(Edvardsson, 2005).

Hence, a wealth of research from several disciplines has been focusing on
understanding the interpersonal subtleties involved in the service encounter so as to
render this exchange a positive one (Groth and Goodwin, 2011). Despite this
scholarly effort, “research that investigates the dynamics of service encounters is still
rare” (Giardini and Frese, 2007, p.75), and “therefore, a better understanding of the
exchange relationship between employees and customers in service interactions is

warranted” (Liao and Searcy, 2012, p.235). In sum, compared to other dyadic



exchanges (e.g., leader-subordinates), and notwithstanding its contribution to building
enduring relationships, customer-service employee interactions have received limited

scholarly attention (Liao and Searcy, 2012).

Two prevailing streams of research examine the interpersonal aspects of the service
encounter: the first one originates from the services marketing literature which, by
acknowledging the dominance of customer supremacy (Daunt and Harris, 2013),
adopts the customer perspective and seeks to determine practices for achieving
customer gratification. The second one evolves around the area of organizational
behaviour and takes a ‘pro-employee’ stance while looking into the ways of
establishing employee well-being in the workplace (lvarsson and Larsson, 2010).
However, “in the nature of service lies inequality” (lvarsson and Larsson, 2010, p.94)
expressed through an imbalanced relationship. One person strives to create a positive
experience by serving, while the other person expects a positive experience while
being served. Echoing this standpoint, Rafaeli et al. (2012, p.931) argue that
“undeniably, in a consumer-centered economy it is impossible to ignore the effects of
customer satisfaction on organizational success. However, inherent in these formulas
is the notion of a power imbalance between customers and employees”. This
asymmetry contradicts the general tenet according to which positive encounters can
solely occur when both parties involved in an interaction can gain some type of
benefit (Beatty et al., 1996), thereby sharing a mutually satisfactory experience
(Beatty et al., 1996; Chandon et al., 1997; De Wulf et al., 2000).

1.3. Research Problem and Rationale

In general, it is maintained that “the service encounter calls for pleasant interaction”
(Medler-Liraz and Yagil, 2013, p.263). The interaction between two or more people
constitutes an occasion during which these people can influence each other through
ongoing reciprocal actions (Lengnick-Hall et al., 2000; Coté, 2005; Gronroos and
Strandvik, 2008). In other words, the service employee’s and the customer’s
behaviours are interdependent during the service encounter, in that one party’s actions
affect, and are affected by the other party’s actions. Adding to this, service encounters

constitute a dyadic interaction (Solomon et al., 1985). This implies that customer



contributions are equally important to service employee contributions in order for a
balanced encounter to occur. However, an examination of the ‘bigger picture’ of the
extant marketing research on employee-customer interactions in a service setting
highlights a disproportion in the amount of studies investigating the relative

contributions of each party to the service encounter.

On the one hand, a key area of interest in the service sector lies with the study of
service employees. Scholars stress the importance of their role, which among others is
to serve as an organization’s representatives vis-a-vis its customers (Ashforth and
Humphrey, 1993; Kelley and Hoffman, 1997; Parasuraman et al., 1985; Tumbat,
2011). In this respect, it is argued that for the majority of scholars “the research point
of departure is usually the customer’s point of view of exemplary employee
behaviour” (lvarsson and Larsson, 2010, p.50). Therefore, the role of service
employees in creating a positive service encounter for their customers is well

documented in service-related marketing research.

On the other hand, while the impact of service employee behaviour to the service
encounter has enjoyed a rich history of empirical investigation, existing knowledge on
the effects of customer behaviour remains obscure. An overview of calls for research
into customer behaviour as well as into the perspective of the service encounter as

captured by service employees is presented in Table 1.1 on the next page.



Table 1.1. Calls for research on customer behaviour and employee perspective.

Source Citation
“A need clearly exists for researchers to more rigorously examine the
Barnes et al. role played by customers, through their words and actions, in
(1998), p.18

Rodie and Kleine
(2000), p.111

Arnold et al.
(2005), p.1143

Groth (2005), p.8

Bowers and
Martin (2007),
p.88

Bove et al.
(2009), p.703

Ivarsson and
Larsson (2010),
p.24

van Jaarsveld et
al. (2010), p.1501

Helkkula (2011),
p.381

Ma and Dubé
(2011), p.83

determining satisfaction with the service encounter”.

“Although the importance and consequences of contact employees'
attitudes and behaviours have received a great deal of attention, the
effects of customers" attitudes and behaviours have been overlooked ".

“.../M]uch would be gained if future efforts focused on identifying
delightful and terrible factors from the employee’s viewpoint”.

“.../R]esearch on citizenship behaviours has almost exclusively focused
on employees rather than on customers”.

“It is intuitively obvious that if contact employees perform their jobs
better, the quality of the interaction with customers will likely be
enhanced. Similarly, it follows that if the customer somehow becomes a
better customer... the quality of the interaction will likewise improve .

“...[T]he antecedents of customer OCBs should receive more research
attention, as these may contribute greatly to the effective functioning of a
service organization and the welfare of its service employees”.

“It is remarkable that some managers, as well as some researchers, Seem
to ignore the obvious impact of customer attitude on employees’
willingness to provide service...customer attitude will most certainly
influence service in some way or another whether you like it or not”.

“As service work expands, understanding the influence of the customer
on employee attitudes and behaviours increases in importance ”.

“...[T]he service experience of other actors, such as the service
providers, has been largely ignored and thus represents a gap in the
literature ”.

“..[T]he extant literature has not been informative on exactly how
provider and client behaviours are interdependent ”.




Table 1.1. (continued).

Source Citation

Bradley et al. “Employee behaviours have been studied more often than have

(2013), p.513 customer behaviours...”.

“Although there have been recurrent calls for research into customer
Balaji (2014), p.2  behaviours, majority of earlier research have focused on the
organizational citizenship behaviour (OCB) performed by employees ”.

“...[D]espite the fact that customer contribution has been one of the main

Fliess et al. topics in service research for about five decades...relatively few studies
(2014), have been devoted to understanding the customer’s role and activities in
p.434 service provision... .
Madupalli and . .
P “...[R]esearch focusing on the role of customer behaviours on employee
Poddar (2014), . o
behaviours is limited ”.
p.244
Stock and “...[U]nderstanding how customer behaviours affect customer
Bednarek (2014), satisfaction requires a preliminary understanding of how customers’
p.400 behaviours affect frontline employees ”.
“As of yet, however, no research has examined how customer
Jung et al. . . . . .
(2017) behaviours toward FLEs...influence customer-oriented behaviours. This
0.39 ’ is an important omission because...customer behaviours impact the

amount of effort required to satisfy customer needs”.

The table is in chronological order, listing the calls of key articles for exploring
customer behaviours and the impact this has on employees. It has been over twenty-
five years since Czepiel (1990, p.17) identified the customer as a causal variable
affecting the service encounter and pointed to an existing gap in the literature by
stating that “little has been done to examine the effects of customer role performance,
functional performance, or simple social performance on objective quality or
satisfaction with either the service or the encounter”. Nevertheless, past service
research has excluded the customer’s role in the dual social process of the service
encounter (Guiry, 1992). Consequently, the majority of studies have opted for a more
traditional view by investigating the effects of employee behaviour on customer-
related subsequent outcomes (Kelley et al., 1990), rather than into the ways that

customer behaviours affect employee-related outcomes (Kiffin-Petersen et al., 2012;
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Yi et al., 2011). Indeed, Bradley et al. (2010, p.228) argue that despite the fact that
customers are by no means passive in the service encounter as “their behaviour
influences the dynamics of, and the outcomes from, all service interactions”, only a
limited amount of research has focused on the impact of customer actions on
employee behaviours. Table 1.2 provides an outline of such studies, ordered

chronologically.

Table 1.2. Examples of studies evidencing the customer’s role in influencing the

service outcome through their impact on service employees.

Author Research —
(endYea) Fous M KeyFindne

Customers influence their own satisfaction of

(Bllggir) etal. erﬁe:\éw:es CIT the service encounter through their
ploy behaviour (e.g., unreasonable demands).
Customers consider the role of their own
words and actions towards service
Barnes et al. L . .
Customers CIT employees in influencing the delivery of a
(1998) s L .
satisfying or dissatisfying service
encounter.
Service employee perceived customer
Service participation has a direct positive impact on
Yoon et al. employees Questionnaire service employee job satisfaction and
(2004) and design service effort, which in turn influence
customers customers’ perceptions of employee service
quality.

Customer interpersonal injustice relates to

Skarlicki et Service  Questionnaire customer-directed service sabotage, which
al. (2008) employees design is negatively related to job performance
ratings.

Customer mood is related to service
employees’ mood and to their perceptions
of emotional labour. There is a positive

Huang and Service  Questionnaire relationship between service employee

Dai (2010) employees design positive mood and service performance,
and a negative relationship between service
employee perceptions of emotional labour
and service performance.

Customer incivility towards service employees

van . . . . . ST
Service  Questionnaire is related to service employee incivility,

Jaarsveld et ! ) 3 .

al. (2010) employees design mediated by job demands first, and then

emotional exhaustion.




Table 1.2. (continued).

Author

Research

Method

Key Findings

(and Year) Focus

Garma and

Service

Customer citizenship behaviours directed
towards service employees benefit service

Bove (2011)  employees i employees themselves, but also customers
and the organization overall.
. Customer participation behaviour and
Service . . . - .
Questionnaire customer citizenship behaviour have
. employees, . : - .
Yietal. design and direct, positive effects on service employee
customers, : .
(2011) and experimental performance and commitment. Customer
managers design participation is additionally associated
g with employee satisfaction.
Service . . :
. . . Customer-initiated support increases service
Zimmermann employees Questionnaire RN o
. employees’ positive affect, which in turn
et al. (2011) and design .
enhances customers’ positive affect.
customers
Problematic customer behaviours are
associated with service employees
. experiencing emotional dissonance and
Madupalli . . . ) ! -
and Poddar Service Questlo_nnalre emot!onal e>_<haust|on. Higher Ie_vels of
(2014) employees design emotional dissonance and emotional
exhaustion impact on service employees’
negative emotional reactions and
subsequently lead to higher retaliation.
Customer demands hinder service employees’
customer-oriented attitudes, behaviours,
and customer satisfaction through service
Service employees’ emotional exhaustion.
Stock and - . . X
Bednarek employees Questlo_nnalre Customer resources positively |nflu_ence
(2014) and design service employees’ customer-oriented
customers attitudes and behaviours and buffer the
negative effect of customer demands on
service employee emotional exhaustion
and customer-oriented attitudes.
Service employee perceived customer delight
Barnesetal.  Service  Questionnaire results in service employees” positive
(2015) emplovees desian affect, which in turn positively influences
pioy g job satisfaction, and ultimately service
delivery behaviours.
Customer interpersonal and informational
) . . justice positively influences service
Jung et al. Service Questhnnawe employees’ customer-oriented behaviours
(2017) employees design

through employee-customer fit and self-
efficacy.




As can be seen in Table 1.2, former and recent research has offered evidence on the
customers’ role in influencing the service encounter. Specifically, although not
intended to be exhaustive, the list of studies referred to in the table offers an overview
of the ways that various types of customer behaviour impact on service employees’
service behaviours either directly or indirectly. By consequence, conclusions about
customers’ subsequent evaluations of the service are drawn either explicitly or
implicitly. More importantly, the key findings of these studies underscore how
customer behaviour has the ability to influence the service encounter by directing it
towards a positively (e.g., Jung et al., 2017), or a negatively (e.g., Madupalli and
Poddar, 2014) valenced outcome. Hence, customers are viewed as being, at least
partially, responsible for the service outcome they (or other customers) receive.
Despite such an acknowledgement, there is yet a lack of research investigating
employee-customer interactions through the theoretical framework of social exchange
(Liao and Searcy, 2012; Yi and Gong, 2009). Moreover, even though customer
behaviour has the ability to fuel service employees’ effort (Yoon et al., 2004), and to
increase their effectiveness (Yi et al., 2011), “extant research does not go beyond job
resources provided by coworkers, supervisors, and/or the organization” (Verleye et
al., 2016, p.364). Given the above discussion, the present thesis argues that further
insights are required that will offer a more comprehensive understanding of the
service encounter dynamics by incorporating additional explanatory mechanisms for

service employee and customer behaviour interdependency.

Furthermore, it can be argued that customer behaviour has been extensively
investigated in the context of negative service encounters (e.g., Browning, 2008;
Harris and Ogbonna, 2002; Keaveney, 1995; Smith et al., 1999). Here, customers
exhibit some form of dysfunctional behaviour. Notwithstanding this scholarly
contribution, this fact leaves valid questions about why only a few studies (e.g.,
Garma and Bove, 2011; Maneotis, 2014; Yoon et al., 2004; Zimmermann et al., 2011)
have demonstrated an interest in examining the role of customers as contributors to
the creation of a positive service encounter through their engagement in specific types

of behaviours towards service employees.



That being said, service firms are currently acknowledging that ‘the customer is not
always right’ (Grandey et al., 2004), and scholars have come to question customers’
sovereignty at the customer-service employee interface by starting to examine
alternative ways for creating and maintaining a balanced and equally rewarding
encounter for both parties. Therefore, an argument can be made for a distinction
between ‘right’ and ‘wrong’ customers (Bitner et al., 1994; Reichheld, 1992; Woo
and Fock, 2004), suggesting that some customers may be more beneficial to an
organization over others. In fact, Gutek et al. (2002) maintain that in some instances
losing an unreasonable customer in exchange to keeping a good service employee is a
desirable choice. As a result, “the effects of customers on employee attitudes and
behaviours are a relatively new line of inquiry” (van Jaarsveld et al., 2010, p.1488);
this is the focus of this research. In particular, the thesis adopts a centralized
perspective of the service encounter in order to identify (a) the ways that customers
can contribute to the service encounter through their behaviour during their
interaction with the firm’s key representatives, and (b) the outcomes of such

behaviours for the service encounter.

Consequently, the principal aim of this research is to fulfill an identified need with
regards to adopting a differentiated angle when investigating the service encounter.
Since customer behaviour emerges as a determining factor of employee behaviour, it
is proposed that customers themselves are partial contributors to the service
encounter. In particular, the opening theorization of this research suggests that
customers can contribute to the service encounter by engaging in behaviours that are
intended to benefit the service employees. These are perceived as positive and
favourable by the recipients, and are likely to affect service employees’ behavioural

responses, i.e. their reactive, interaction-induced behaviours.

In simple terms, the aim of the present research is summarized as follows:

Research aim: To investigate how customer behaviours contribute positively to the

service encounter through their impact on service employee behavioural responses.
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In particular, three research objectives are to be explored through two consecutive

studies:

Objective 1: To determine the customer behaviours that are perceived as beneficial
by service employees during the service encounter. The first research objective is
explored through the qualitative phase of the research. The behaviours identified
through the exploratory study also serve as the basis for the scenario development
undertaken for the experimental survey design of the quantitative phase of the

research.

Objective 2: To examine the influence of a customer’s beneficial behaviour on
service employees’ reciprocal behavioural responses towards the customer. The

second research objective is explored through both studies.

Objective 3: To assess the extent to which customer beneficial behaviours influence
service employees’ behavioural responses towards other customers in the service

setting. The third research objective of this thesis is investigated through both studies.

1.4. Research Approach

The present research was in line with the researcher’s pragmatical philosophical
standpoint. As such, the deployment of both qualitative and quantitative methods
sequentially (Study 1 and Study 2 respectively) was employed, and therefore the
researcher sought both interpretive and quantifiable insights. In contrast, this could
not be achieved with pure positivist or interpretivist philosophical approaches. The
need for a mixed-methods research design was therefore directly linked to both the
researcher’s view of the world, along with the research problem stated in the previous
sections. Specifically, despite the fact that a growing scholarly interest has been
centred on the behavioural interplay between customers and service employees during
the service encounter, research into customer behavioural input is scant. Furthermore,
most studies have been focusing on either the behaviour exhibited by service
employees or on customer negative behaviour. This research aimed at exploring the

outcomes of customer beneficial behaviour directed towards service employees, an
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area that has received Ilimited attention. Therefore, an initial qualitative
methodological approach helped to identify the variables that explain this particular
phenomenon and to develop and propose a relevant theoretical framework. Next, a
quantitative study was employed in order to test the previously developed theoretical
framework with the aims of producing a refined model of the impact of customers’
behavioural contribution, and to further clarify and validate the research findings.
Consequently, to answer the research objectives, a research agenda was developed
based on two progressive studies comprising of both qualitative and quantitative
methods. The sequence of the two studies is outlined in Figure 1.1.

Figure 1.1. The research approach.

Sequence of Purpose Methods
Studies
. Study 1 1
Literature To identify the sudy 1
Review variables of n-dept
. Interviews
interest to the (CIT*)

objectives and
to propose a

theoretical
v \ model )
Study 1
Qualitative
\ 4 A 4
Study 2 Study 2
To test the Online
theoretical Survey
v model at an Instrument
aggregate
Study 2 level

Quantitative

./

*CIT: Critical Incident Technique.
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1.5. Structure of the Thesis

Service employees are the focus of this thesis. However, the other participants in the
service encounter, i.e., the customers, are also discussed primarily in reference to the
service employees. This section provides a brief outline of the structure of the thesis,
which consists of eleven chapters. An overview of the overall structure is illustrated

through a schematic representation at the end of the chapter (Figure 1.2).

Chapter 1 provided a synopsis of the research problem and substantiated the need for
this particular study. The overall aim and the objectives of the research were

introduced along with a description of the research approach.

Chapter 2 reviews the existing literature on the service encounter at the service
employee-customer interface, by identifying the cognitive and affective processes
involved during the interaction. Such an overview provides a theoretical
understanding of the mutuality of the service encounter and of the ways that the
parties in the exchange are interdependent. To this end, a review of two distinct
literature streams is provided and therefore definitions and characteristics of Social
Exchange Theory and Role Theory are developed. Furthermore, the chapter draws
from complementary disciplines of social psychology and services marketing to shed
light on the underlying affective processes that drive service employee and customer

behaviour during their interaction.

Chapter 3 communicates an overview of the role of the service employees during the
service encounter vis-a-vis their customers. As such, the chapter documents the nature
of service work by focusing on the theory of emotional labour, in order to identify the
demands and effort associated with face-to-face interactions with customers.
Furthermore, the expectations placed upon service employees in terms of their
behaviour towards their customers are described and hence, two types of behaviour
are further elaborated: expected, organizationally prescribed, in-role behaviour and
voluntary, prosocial, extra-role service employee behaviour. Finally, two additional
service employee behaviours (behaviours related to relationship building and service
sabotage) are overviewed at the end of the chapter.
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Chapter 4 reports a comprehensive outline of the role of customers during the service
encounter. To this end, an overview of the ways that customers may act as obstructors
to the service encounter is reported along with the associated outcomes in terms of the
service employees’ subsequent response. The chapter concludes by describing the
types of customer behaviour that contribute to the creation of a positive service
encounter. In other words, a report on the ways that customers may act as facilitators

is provided.

Chapter 5 discusses the emergent knowledge gaps from the previously outlined
literature review, and distinguishes the research areas pertinent to the study’s
qualitative research. The process through which customer beneficial behaviour may
influence service employees’ behavioural response is outlined in order to establish the
rationale leading to the development of a conceptual model to be explored through the

qualitative study.

Chapter 6 comprises of part one of the methodological approach. A discussion on the
philosophical standpoint of the research is offered, including an outline of the
ontological and epistemological assumptions that underpin the methodological
approach in this thesis. This is followed by an overview of the research methodology
undertaken for Study 1, an exploratory study. The chapter provides a justification on
the use of a qualitative methodology employing in-depth interviews and outlines the
research procedures and the participants’ characteristics. Issues relating to the
sampling procedure, data collection and analysis are also discussed in the chapter,
prior to concluding with the ethical considerations pertaining to the conduct of in-
depth interviews.

Chapter 7 reports the qualitative results of Study 1 revealed through both deductive
and inductive analysis. Types of customer behaviour that are beneficial to service
employees are presented and preliminary support is provided indicating that service
employees reciprocate the benefit received to their benefactor, while enhanced service
is offered to the other customers. This qualitative phase categorizes the theoretical
constructs that relate to the types of benefits provided to both the benefactors as well

as the other customers, while identifying the variables that explain service employee
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behaviour following the reception of benefits. The chapter builds on these qualitative
findings and proposes a series of hypotheses along with a conceptual framework to be

tested in the subsequent quantitative study.

Chapter 8 outlines part two of the methodological approach and introduces the
quantitative study of the research. The use of a scenario-based experimental survey
design is justified and a description of the steps involved in the development of the
questionnaire and the related stimuli is provided. The chapter proceeds with an
overview of the distribution of the online questionnaire to the population of interest,
while ethical considerations associated with Study 2 are briefly reported, prior to
concluding with an analysis of the validity of the experimental procedures for the

study.

Chapter 9 presents the data analysis and the empirical findings of Study 2. A series of
statistical analyses is reported including descriptive analysis, reliability analysis and
confirmatory factor analysis. In order to test the conceptual model developed in
Chapter 7, and to identify the variables that explain the relationships between the
types of customer behaviour (independent variable) and service employee subsequent
behaviours (outcome variables), mediation analysis was undertaken and the overall

procedure along with the statistical results are described in detail.

Chapter 10 provides a discussion on the findings from Study 2, while relevant
linkages and support offered by the qualitative findings are highlighted. Furthermore,
the results of the study are contrasted with prior research documented in the previous
chapters. Supported hypotheses are thoroughly discussed and explanations are
provided for the non-supported ones. Finally, the results of both studies in relation to

the research objectives are outlined.

Chapter 11 offers an overview of the overall conclusions and implications of the
research completed through a qualitative and a quantitative study. The theoretical
contributions derived from the research are highlighted and managerial implications
are emphasized. The thesis concludes with the limitations associated with both studies
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and points to directions for future research in the area of service employee-customer

interactions.

1.6. Summary

The purpose of this first chapter was to introduce the research. As such, a discussion
on the background of the research was provided, which outlined the significance of
the interaction among service employees and customers during the service encounter.
Specifically, the rationale for the overall research highlighted the imperative need for
advancing the so far limited understanding of the interpersonal processes that drive
service employee behaviour. To this end, shedding light on those variables that help
to explain the impact of customer behaviour on employee responses appears
warranted. Furthermore, the philosophical grounding and the methodological
approach were outlined, consisting of a mixed-methods design through the use of in-
depth interviews followed by a scenario-based experimental survey. The chapter
concluded by presenting the structure of the thesis in order to provide a holistic
overview of the research procedure. The following chapter leads with the outset of the
review of the literature, progressively developed through the next chapters, which
overall set the stage for the theoretical grounding of the thesis. Therefore, the starting
point documents the literature pertinent to the background against which employee-

customer interactions unfold: the service encounter.
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Figure 1.2. Structure of the thesis.

Chapter 1
Introduction to the Research

Chapter 2

The Service Encounter
Chapter 3

The Service Employee

Chapter 4
The Customer

Chapter 5
Initial Conceptual Development

\/

Chapter 6
Part I: Research Philosophy
and Study 1 Methodology

Chapter 7
Qualitative Analysis and
Research Findings

Chapter 8
Part II: Study 2 Methodology

Chapter 9
Quantitative Analysis and
Research Findings

Chapter 10
Discussion

\/

Chapter 11
Conclusions and Implications
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CHAPTER 2

THE SERVICE ENCOUNTER

2.1. Introduction

Services are characterized by their complex nature (Ostrom et al., 2010). This fact
holds true for service encounters in particular, which initially may be viewed as
simple interactions occurring between two individuals: the service employee and the
customer (Bradley et al., 2010). But, as subsets of human behaviour (John, 1996), and
due to their dynamic nature (Arnould and Price, 1993; McCallum and Harrison, 1985;
Solomon et al., 1985), service encounters also “involve complex interactions with
experiential and emotional components” (Tumbat, 2011, p.191). As such, research
into service interactions dates back several decades with scholars seeking
enthusiastically to identify these critical components that affect service encounter
behaviours (Bradley et al., 2013).

This thesis contributes to this stream of research by advocating that the close
interaction between service employees and customers and by consequence, the
exchange of behaviours involved has the ability to shape the process of the service
encounter. The purpose of Chapter 2 is to discuss this process. In so doing, the aim is
to draw attention to the interpersonal facet of the interaction and to provide a
theoretical grounding of the context of this research. The chapter is structured as
follows: different definitions of the service encounter are provided stemming from
various perspectives, and the role and value of the interpersonal dynamics are
presented. The chapter proceeds by documenting the theoretical foundations of the
process of the service encounter, while highlighting the application of these
foundations and their contribution to the creation of a balanced and symmetrical
service encounter. To this end, Role Theory, Social Exchange Theory, and the

Affective Process of the service encounter are outlined.
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2.2. Defining the Service Encounter

The distinct characteristics of services (e.g., intangible and heterogeneous nature of
service provision, see Zeithaml et al., 1985) entail several implications regarding the
success of the marketing effort in general. In particular, one of these key issues
attracting scholarly attention relates to the person-to-person encounter between
service employees and customers (Solomon et al., 1985). This has led to an ever-
growing recognition of the importance of these personal interactions as critical
components of the overall service experience (Groth and Grandey, 2012). As the
service encounter constitutes the primary manifestation of service for customers
(Bitner et al., 1994), scholars studying the services industry have been largely
interested in unraveling the secrets lying behind this brief period of time that
constitutes a decisive moment for any organization (Bettencourt and Gwinner, 1996;
Dobni et al., 1997). Overall, the service encounter involves the sum of interactions
between three key actors: a) the service organization, b) the customers, and c) the
service employees (Bateson, 1985; Gutek et al., 2002; Wu, 2008). It is the interplay
between these elements that eventually produces both the material and the immaterial
outcome of the service encounter (Eichentopf et al., 2011; Fliess et al., 2014; Sidney
and Jeffery, 2016; Yoon et al., 2004).

In this view, a straightforward definition suggests that the service encounter
represents “a period of time during which a consumer interacts with a service”
(Shostack, 1985, p.243). This conceptualization emphasizes the sum of aspects of a
service organization with which a customer interacts, such as the physical
surroundings, the service personnel, even the other customers in the setting, as well as
other more or less tangible or abstract elements (Bitner et al., 1990; Kiveld and Chu,
2001; Wu, 2008; Yoo et al., 2011). This definition also highlights the fact that it is
possible for a service encounter to occur without the presence of any human
interaction and to this end, several studies have been investigating the impact of non-
human aspects of the service encounter for both the customers and the service
employees (e.g., Bitner, 1992; Parish et al.,, 2008). From another viewpoint,
Shostack’s (1985) conceptualization also underlines the timeframe during which the

interaction occurs between a customer and the service (Surprenant and Solomon,
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1987). In this vein, it is possible to distinguish between encounters that follow short
communication patterns, from others that follow longer and more complicated service
scripts (Bitner, 1990). Nonetheless, regardless of the focus or the duration of the
exchange, Solomon et al. (1985, p.100) argue that “to the extent that interaction with
the salesperson is an element in the total offering, the encounter is important and, in

fact, constitutes a service encounter”.

That being said, one of the reasons why the employee-customer interface is of special
interest is due to the fact that its gradually unfolding nature, combined with the human
heterogenic and unpredictable element render it fruitful for research (lvarsson and
Larsson, 2010; Lengnick-Hall et al., 2000). Consequently, numerous definitions
provided in the literature have been focusing on this interpersonal facet of the service
encounter which occurs between the customer and the service employee (Slatten,
2011). According to the interpersonal viewpoint of the exchange, “service encounters
are first and foremost social encounters” (McCallum and Harrison, 1985, p.35) that
describe “face-to-face interactions between a buyer and a seller in a service setting”
(Solomon et al., 1985, p.100). Implied in these statements is that service encounters
are first of all characterized by their social content to the point that “it often seems to

overshadow the economic” (Czepiel, 1990, p.14).

This thesis espouses this standpoint and adopts a centralized view of the service
encounter by investigating the interpersonal aspects of this period of time during
which the customer and the service employee interact, i.e. the service process.
Specifically, researchers have made a distinction between service process and service
outcome (Mohr and Bitner, 1995; Parasuraman et al., 1985). The service process on
the one hand focuses on the way in which the service exchange is accomplished
(Mohr and Bitner, 1995). This conceptualization is meant to encompass the
operational procedures but also the joint sets of activities of the service employee and
the customer that eventually lead to a tangible or an intangible outcome (Ma and
Dubg, 2011). Consequently, the service process includes the interpersonal facet of the
encounter as well (Mohr and Bitner, 1995). The service outcome on the other hand
broadly consists of all resulting consequences of the service encounter for both

parties, whether functional or experiential (Ma and Dubg¢, 2011).
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The following sections discuss this interpersonal aspect and document the theoretical
foundations of the process of the service encounter, in an effort to clarify the
mechanisms underlying the behaviours of the parties to an exchange. At this point, it
Is noted that the notion of ‘behaviour’ has been viewed as consisting of “the relatively
transitory, overt activities of human beings, such as bodily motions, speech and
content manner” (Biddle, 1979, p.24). Furthermore, behaviours can be directed
towards others, and they can facilitate or hinder other behaviours (Biddle, 1979).
Therefore, as a core concept of the present thesis and for the sake of clarity, the term
‘behaviour’ (i.e. service employee behaviour and customer behaviour) will be
employed to denote any observable activity that includes verbal (e.g., words) and
nonverbal (e.g., gestures, actions) elements, and that is manifested and externally

visible by either party in the interaction.

2.3. Interpersonal Dynamics and the Concept of Interaction

As previously highlighted, a significant body of research has acknowledged the
importance of personal interactions between customers and service employees by
viewing them as vital elements of the service encounter (e.g., Bettencourt and
Gwinner, 1996; Bitner et al., 1994; Giardini and Frese, 2007; Henkel et al., 2017; Lee
et al., 2006; Lewis and Entwistle, 1990; Price et al., 1995; Puccinelli et al., 2010;
Solomon et al., 1985; van Dolen et al., 2002; Wieseke et al., 2012). According to
Solomon et al., (1985, p.100), these interactions are especially important in those
instances where the service aspect of the total offering is a key element of that
offering, as “customer satisfaction and repeat patronage may be determined solely by

the quality of the personal encounter” (italics in original).

The concept of interaction suggests that when two or more people are in contact with
each other they have the opportunity to influence each other through ongoing
reciprocal actions (Lengnick-Hall et al., 2000; Coté, 2005; Gronroos and Strandvik,
2008), which are expressed via verbal and nonverbal behaviour (Walter et al., 2010).
Moreover, they have the potential to establish future relationships (John, 1996). This
means that it is the exchange of these behaviours that ultimately influences both the

process and eventually the outcome of the service encounter (Ma and Dubé, 2011). In
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other words, “both parties are involved in service provision, and, thus, the outcome of
the service delivery process may depend as much upon the actions of the customer as
on the actions of the provider” (Ennew and Binks, 1999, p.121). Consequently, the
service encounter can be viewed as a psychological phenomenon where the service
outcome essentially arises from the coordinated efforts of customers and service

employees together (Mills and Morris, 1986; Solomon et al., 1985).

Another noteworthy definition reflecting this interactional approach and capturing the
mutuality of behaviour during the service encounter is provided by Barnes et al.
(1998, p.2) according to who a service encounter is “an interaction comprised of
contributions from both the customer and service provider sides of the dyad”.
Therefore, central to the definition of the service encounter is the concept of the
dyadic interaction between a customer and a service employee that typically occurs in
a service context (Bradley et al., 2010; Chandon et al., 1997; Guiry, 1992; John,
1996; Solomon et al., 1985; Surprenant and Solomon, 1987). In sum, the dyadic and
interactive nature of the service encounter (Surprenant and Solomon, 1987) suggests
that the service employee’s and the customer’s behaviours are interdependent, in that
one party’s activity affects, and is affected by, the other party’s activity (Giardini and
Frese, 2007; Ma and Dubé, 2011; Madupalli and Poddar, 2014) — a concept otherwise
known as ‘process interdependency’ (Ma and Dubé, 2011).

In this respect, it has been over thirty years since Solomon et al. (1985) argued that
the notion of interdependency constitutes a basic element of service interactions.
McCallum and Harrison (1985, p.35) maintain that “interdependence is the effect
interacting persons have on each others’ outcomes in a social relationship”. According
to the authors, interdependence theory is applicable to the service encounter and
therefore, service employees and customers are viewed as being interdependent as the
behaviours exhibited by one party are likely to have an effect upon the outcomes
received by the other. Hence, interdependence constitutes a central property of
exchange (Lawler and Thye, 1999), and therefore, both parties are required to behave
in a mutually beneficial and complementary way for their individual outcomes to be
achieved (Cropanzano and Mitchell, 2005).
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In their effort to explain this complementary process underpinning the service
encounter, scholars have identified two leading theories: Social Exchange Theory and
Role Theory, both of which are separately elaborated in the following sections.
Moreover, the literature has repeatedly advocated for the underlying affective
processes that shape the interacting parties’ behaviour which ultimately contribute to,
or restrain from reaching an agreeable outcome. Therefore, the purpose of the sections
that follow is to review and elaborate on the theoretical processes involved in the

interaction dynamics between customers and service employees.

2.4. Social Exchange Theory

By definition, exchange involves interpersonal interaction and therefore, the service
encounter provides fertile ground for the investigation of exchange behaviour. Social
Exchange Theory (Emerson, 1976) constitutes one of the most influential theoretical
frameworks for understanding interactions and organizational behaviours
(Cropanzano and Mitchell, 2005). The theory postulates that a series of interactions
create reciprocal obligations between the interacting parties (Blau, 1964; Emerson,
1976; Homans, 1958; Thibaut and Kelley, 1959) that can ultimately result in the
establishment of a relationship between these two parties (Cropanzano and Mitchell,
2005). Due to the central role of the theory in understanding the service encounter
process, a further elaboration on its fundamental premises is presented in the

following sections.

2.4.1. Social Exchange

The service encounter is primarily located in the broader theoretical framework of
Social Exchange. Specifically, Bagozzi (1975b, p.39) maintained that marketing “is
the discipline of exchange behaviour, and it deals with problems related to this
behaviour”, suggesting that ever since its inception, exchange has been a key concept
of the marketing discipline. Moreover, Bagozzi (1975a) proposed that exchange is a
universal concept that transcends human behaviour and which is divided into two
categories: economic exchange and social exchange. While the former is

conceptualized from a transactional point of view commensurate with the transfer of
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goods between two parties, the latter embraces the social aspect of the transaction and
considers the exchange of tangible or intangible, actual or symbolic entities between
two parties. Clearly, all exchanges between customers and service providers are
inherently economic; however, practically all interactions between these two parties
include some degree of social exchange (Liao and Searcy, 2012). As such, marketing
aims at understanding “how economic exchange is played out against a background of
social exchange” (Czepiel, 1990, p.13). Consequently, services involve much more
than a passive monetary transaction (Razzaque et al., 2003), and scholars to date
affirm that the service encounter constitutes “a form of social exchange” (Solomon et
al., 1985, p.101). The basic premises of Social Exchange Theory are briefly outlined

next.

2.4.2. The Theory of Social Exchange

Social Exchange Theory has been developed over the years by diverse disciplines of
the social sciences such as anthropology, social psychology, sociology and
organizational behaviour (Cropanzano and Mitchell, 2005). Such popularity
underscores the wide scholarly recognition of the fundamental premises of the theory.
As maintained by Emerson (1976), Social Exchange Theory does not constitute a
theory per se, but rather a frame of reference within which several other theories
apply, and the conceptual foundations of which can be attributed to four theorists:
Homans, Thibaut, Kelley and Blau (Emerson, 1976). Even though these theorists have
adopted different approaches in understanding the phenomenon, their viewpoints
converge with regards to the basic premise of exchange. According to the
fundamental proposition of exchange, the voluntary provision of a benefit from one
social actor to another one creates an internal obligation to the beneficiary to
reciprocate the benefit received to the benefactor (Blau, 1964). In purely economic
terms of exchange, these experienced obligations and exchanged benefits refer to
explicit entities clearly specified and enforced by contractual commitments. In the
case of social exchanges, these obligations and benefits remain implicit and
undetermined (Blau, 1964). As such, outcomes of successful social exchanges are
likely to lead to trust and commitment, or otherwise to a relationship between the
exchange parties (Cropanzano and Mitchell, 2005).
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Social Exchange Theory has been previously employed as a key framework through
which scholars have investigated the service encounter (e.g., Bettencourt et al., 2005;
Broderick, 1998; Buunk et al., 1993; Czepiel, 1990; Deckop et al., 2003; Ma and Qu,
2011; Razzaque et al., 2003; Schaufeli, 2006; Schaufeli et al., 1996; Sierra and
McQuitty, 2005; Solomon et al., 1985; Yi and Gong, 2009). This indicates that Social
Exchange Theory constitutes a suitable framework for understanding service

employee and customer exchange of behaviour during service encounters.

On this note, it could be argued that within service exchanges, customers and service
employees are unequally dependent on each other in order to achieve their desired
outcomes, as the latter are organizationally constrained to serve customer needs (Liao
and Searcy, 2012). As such, the more dependent person (i.e. the service employee), is
disadvantaged and the relationship is considered unbalanced (Emerson, 1962).
Consequently, this situation is likely to lead to a disproportional exchange of
resources, whereby the service employee is giving more than he or she receives in
return. Nevertheless, notwithstanding the inequality of resource exchange, service
employee-customer relationships fall under the realm of social exchange (Liao and
Searcy, 2012). The following section focuses on one of the primary norms of the

theory: the Norm of Reciprocity.

2.4.3. The Norm of Reciprocity

Norms dictate models of appropriate behaviour for a given social situation and serve
as ‘guidelines’ for the exchange process (Cropanzano and Mitchell, 2005). In a sense,
norms constitute tacit agreements that provide central tenets for the transactions
between two people interacting (Rafaeli and Sutton, 1990). The concept of reciprocity
is one of the key norms based at the heart of Social Exchange Theory (Emerson,
1976; Gouldner, 1960). In particular, reciprocity constitutes a universal social norm
that is motivated by feelings of obligation created as a result of an exchange
(Gouldner, 1960). Houston and Gassenheimer (1987, p.11) define reciprocity as “a
social interaction in which the movement of one party evokes a compensating
movement in some other party”, and maintain that balanced reciprocity occurs when

equivalent products are exchanged in an immediate transaction. In other words,
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reciprocity exists when one party’s investments and outcomes in an exchange are
proportional to the investments and outcomes of the other party in the interaction.
Therefore, by virtue of its reciprocal nature, a favourable and balanced outcome to the
exchange is largely contingent on the parties’ perceptions of justice (Adams, 1963;
Homans, 1958).

Equity Theory (Adams, 1963) undoubtedly constitutes the most influential Social
Exchange theory (Schaufeli, 2006) that offers explanations for an individual’s quest
for fairness in social exchanges. The theory proposes that social actors determine the
fairness of their exchanges by consciously or unconsciously evaluating the balance of
their inputs (i.e. what they bring into the exchange) and their outputs (i.e. what they
receive from the exchange) (Adams, 1963; Pritchard, 1969). Hence, equity is thought
to exist when the ratio of inputs and outputs is more or less equal (Homans, 1958). As
such, reciprocal interpersonal relations lead to balanced exchanges, whereas
nonreciprocal situations are usually experienced as unfair (Dormann and Zapf, 2004).
For instance, in an equitable exchange, the more effort individuals expend, the more
output they expect to receive in return (Mohr and Bitner, 1995). In this vein, it could
be argued that employee effort may be viewed as a positive input into the exchange;
the more effort service employees put into serving customers, the more rewards they
expect to receive in return. Typical examples of these rewarding outcomes can be
both tangible (e.g., monetary benefits) and intangible (e.g., job status) according to
Adams (1963). Consequently, in case the actors perceive an unfair exchange to their
detriment, they are likely to experience a form of distress (Walster et al., 1973),
urging them to restore equity by engaging in behaviours such as reducing their inputs,
or other withdrawal behaviours (Adams, 1963). Conversely, when social actors
perceive to have been advantaged compared to another actor’s inputs, they attempt to
restore equity by increasing their inputs (e.g., effort) to the exchange (Adams, 1963).
These inputs essentially take the form of benefits, as perceived by the recipients’

standpoint. The nature of this exchange of benefits is developed next.
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2.4.4. The Exchange of Benefits

According to Schaufeli (2006, p.109) “exchange processes are by definition
complementary, meaning that one party’s investments are the other party’s benefits,
and vice versa”. In simple terms, an exchange implicitly or explicitly involves the
give-and-take of benefits between individuals with the aims of satisfying each others’
needs (Homans, 1958; Thibaut and Kelley, 1959). Specifically, service encounters
encompass the exchange of both functional and psychological benefits between the
buyer and the seller (Czepiel, 1990). As a result, each party involved in an interaction
can be viewed as a ‘benefit-seeker’ who enters the transaction process with the aims
of receiving benefits that are considered important and cannot be achieved
individually (Bagozzi, 1975a).

Benefits refer to entities that, at least from the donor’s (or benefactor’s) standpoint are
perceived as useful to or valued by a recipient and, as already indicated, cannot be
achieved by one actor alone (Lawler and Thye, 1999; Lawler, 2001). Bagozzi (1975a)
asserts that material and immaterial benefits are exchanged between the parties in an
interaction while Clark and Mills (2011) share this standpoint and propose that
benefits can take several forms including intangibles (e.g., compliments, support,
information sharing, symbols of caring, etc.) and tangibles (e.g., goods, gifts, etc.).
This means that human niceties, such as politeness or helpfulness constitute benefits
that are likely to be exchanged between the interacting parties (Dobni et al., 1997).
However, it is noteworthy that there is a fine, albeit important distinction between
what is regarded as a benefit and what is perceived as an actual reward. To explain
this further, it is possible that the recipient, in spite of the benefactor’s original intent,
does not necessarily value a benefit. On the contrary, a reward comprises of resources
that are actually gratifying or desired by the recipient (Clark and Mills, 2011) and can
take the form of physical objects, psychological enjoyment or social achievement
(Bagozzi, 1975a). Nonetheless, for the purposes of this thesis and for the sake of
simplicity, the term ‘benefit’ will be employed as commensurate with the

conceptualization of the term ‘reward’.
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With regards to the value of a benefit for the beneficiary, it is contingent on several
factors and therefore varies from one instance to another. In general though, social
exchange theorists support that individuals value benefits more when they are offered
by others on discretionary choice, rather than in instances that are beyond the
benefactor’s control (Rhoades and Eisenberger, 2002). This kind of benevolent help is
welcomed as an indication that the benefactor genuinely values and respects the
beneficiary (e.g., Blau, 1964; Gouldner, 1960). Finally, the norm of reciprocity
dictates that an individual’s felt obligation to reciprocate favourable treatment
increases with the benefit’s value, as well as with the degree of relevance of the
benefit to the beneficiary’s specific needs (Gouldner, 1960). Overall, it can be
inferred that benefits offered on a voluntary basis, and which are perceived as
valuable by the beneficiary, are most likely to be reciprocated to the benefactor. On
this note, several examples from the services marketing literature illustrate how Social
Exchange Theory is applicable in the organizational context. These are briefly

overviewed next.

2.4.5. Social Exchange Theory in Service Employee-Customer Interaction

For the most part, the use of Social Exchange Theory in the study of service
employee-customer interaction is rather limited (Liao and Searcy, 2012). However,
several scholarly efforts have been made to explain various phenomena and processes
that occur in organizations through this particular theoretical lens. For instance, it is
maintained that the fundamental conceptual framework for understanding prosocial
organizational behaviours is based on Social Exchange Theory (Dierdorff et al.,
2012). As such, social exchange relationships have been found to influence service
employee behavioural outcomes as they have been shown to lead to positive
behaviours such as extra-role performance (LePine et al., 2002). Another example
relates to supervisory support, which has been found to enhance employee citizenship
behaviour due to the development of a social exchange relationship between
employees and their supervisor (Organ, 1988; Podsakoff et al., 2000). Similar
findings have revealed that social exchange constitutes the theoretical rationale
explaining why organizational justice has a direct and significant effect on service

employee prosocial behaviours (Bettencourt et al., 2005).
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In terms of the service encounter, a focus on the service employee-customer interface
through the theoretical lens of Social Exchange suggests that when service employees
strive to deliver a service, they implicitly expect reciprocal responses from the
customers (Brotheridge and Lee, 2002). In other words, service employee behaviour

conveys information about their customers’ expected behavioural response (Ma and

Dubé, 2011).

Despite this fact, several studies have investigated service providers’ responses to
perceived inequity in their exchanges with customers and the results have indicated
that oftentimes, customers fail to behave as expected during the service encounter,
which entails adverse consequences for both the service employee and the interaction.
For instance, a longitudinal study conducted among general practitioners has found
that higher patient demands lead to higher perceptions of lack of reciprocity on the
physician’s end (Bakker et al., 2000). More importantly, in line with Equity Theory,
the study has shown that perceived lack of reciprocity resulted in physicians’ feelings
of emotional exhaustion (i.e. disproportionate outcome), which in turn evoked
negative attitudes towards patients (i.e. reduced effort/investment). Similarly, in a
study simulating unfair customer treatment, Rupp and Spencer (2006) revealed that
participants exposed to customers behaving impolitely and disrespectfully reported
having more difficulty in complying with display rules. As a result, they engaged in
more inauthentic displays of emotion, as opposed to participants exposed to fair

treatment.

Overall, there exists some indication that instead of behaving in role-prescribed ways
by expressing empathy and concern, service employees may choose to respond to
customers in an indifferent manner as a means of reducing their investments to the
exchange. However, such withdrawal behaviours from service employees can create a
‘negative feedback loop’ by adversely affecting the relationship with customers, since
the latter are also likely to respond with similar behaviour in order to maintain their
own balance in the exchange (Schaufeli, 2006). On the contrary, if service employees
signal a personal care and commitment to the interests of the customer, they are likely
to fuel a positive spiral: the customer will feel over-benefited, and the norm of

reciprocity is likely to motivate him or her to reciprocate the perceived benevolence
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by engaging discretionary behaviours such as repeated interactions (Yagil, 2008a).
Likewise, from the service employee’s perspective, a perceived friendly, respectful,
courteous, and attentive interaction with a customer is likely to increase the service
employee’s job satisfaction, and, based on the norm of reciprocity, will stimulate the

amount of effort expended to serve the customer’s needs (Yoon et al., 2004).

Taken together, and in relation to this thesis, the overview of Social Exchange Theory
points to the following: (a) during the service encounter, both parties to the interaction
engage in the exchange of different forms of benefits; (b) reciprocal exchanges lead to
balanced interactions; and (c) depending on the situation, nonreciprocal exchanges
lead to either an increase or to a decrease of inputs in order to restore the balance in
the relationship. On this note, and as highlighted so far in this thesis, research that has
examined the scenario whereby employees have been benefited by customer
behaviour remains scarce. Hence, the question remains as to how customer behaviour

affects employee subsequent behaviour.

Having outlined the basic tenets of Social Exchange Theory, it is important to clarify
how patterns of social exchange develop between service employees and customers in
a service setting (Yoo et al., 2011). To this end, Role Theory, developed next, helps
explain how role expectations of the actors and actual roles adopted by each party
determine, to a large extent, the social exchange that will occur between them
(Broderick, 1998).

2.5. Role Theory

Service encounters normally require for the service employee and the customer to
engage in a mutual coordination of appropriate behaviour towards the other person
with the aims of reaching a task-oriented goal using a “ritualized behaviour pattern”
(Solomon et al., 1985, p.101). Role Theory constitutes the dramaturgical metaphor
that explains these ritualized behaviour patterns, by positing that individuals ‘act’
dynamically but predictably depending on their social identities and situational cues
(Biddle, 1986). This dramaturgical perspective on human behaviour is developed in
the following section.
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2.5.1. The Dramaturgical Metaphor

From the sociological perspective known as dramaturgy, service encounters are
viewed as unfolding along the lines of a ‘theatre’ metaphor (Grove and Fisk, 1992).
This drama metaphor is well-illustrated in Goffman’s (1959) work who, in an effort to
describe social behaviour compared it to a theatrical ‘performance’ during which
‘actors’ present themselves in a way to create desirable ‘impressions’ before an
‘audience’. Therefore, when an actor takes on a social role, he is viewed as a ‘social
actor’. Pine and Gilmore (1999) use this theatre metaphor to explain customer
experience. For the authors, all employees are performers, and their work is theatre.
The dramaturgical perspective also presents several similarities with the service
encounter (Grandey, 2003; Grove and Fisk, 1992), since all parties involved in the
interaction employ specific strategies through the management of their behaviour in
order to create the appropriate impressions to their audience. For instance, service
employees follow a particular script which prescribes organizationally accepted
expressions during their interactions with their customers (Grove and Fisk, 1989;
Hochschild, 1983). Likewise, customers are expected to enact their role appropriately
by engaging in specific behaviours towards service employees (Berry et al., 1994;
Bitner et al., 1994). This dramaturgical metaphor constitutes the theoretical

foundation of Role Theory (Solomon et al., 1985), described next.

2.5.2. A Role Theoretical Perspective of the Service Encounter

Role Theory is primarily concerned with patterns of human behaviour (Biddle, 1979),
and constitutes a well-established theory within the social sciences (Biddle, 1986).
Currently, Role Theory occupies an important place in services marketing as it has
been identified as a key theory pertaining to service behaviours (Broderick, 1998;
Dobni et al., 1997; Solomon et al., 1985) that can contribute to the understanding of
the dynamic process of marketing exchange (Broderick, 1998). In particular, the
theory focuses on three main concepts (Biddle, 1986; Mohr and Bitner, 1991,
Solomon et al.1985): firstly, central to the theory is the concept of role which, in line
with the dramaturgical metaphor, refers to a set of characteristic behaviour patterns of

a person occupying a specific position (Biddle, 1986). For instance, during the service
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encounter, frontline employees temporarily assume the role of the service provider
and the recipients of the service temporarily assume the role of the customer
(Solomon et al., 1985). Secondly, the role theoretical perspective presumes that a
person’s role behaviour is shaped according to socially defined positions, rather than
on the individual’s personality characteristics (Katz and Kahn, 1978). Hence, Role
Theory lends itself well to the study of the service encounter, as this period of time is
characterized by a specific socially defined structure (Solomon et al., 1985).
Therefore, social positions refer to the identities that describe generally recognized
groups of individuals that explain a person’s role behaviour (Biddle, 1986). Finally,
the theory maintains that as members of social positions, individuals hold
expectations, i.e. privileges, duties and obligations for their own behaviours and those
of other individuals (Biddle, 1996).

On this note, Katz and Kahn (1978, p.189) proposed that “role behaviour refers to the
recurring actions of an individual, appropriately interrelated with the repetitive
activities of others so as to yield a predictable outcome”. In this view, the notion of
complementarity is key in the role theoretical perspective, since “a role player’s
behaviour is interdependent with the behaviour of those in complementary roles”
(Solomon et al., 1985, p.103). In simple terms, during the service encounter the
customer and the service employee hold mutual expectations for the behaviour of the
other party (Blancero and Johnson, 1997), and depend upon each other to achieve a

smooth interaction (Broderick, 1998; Solomon et al., 1985).

In general, successful exchanges are “made up of well-established expectations about
the behaviours of the parties involved” (Houston and Gassenheimer, 1987, p.10). For
instance, customers expect to be treated with courtesy by service employees while
receiving responsive, competent service and fair treatment, as a result of generic role
expectations and obligations (Blancero and Johnson, 1997; Ma and Dubé, 2011). In
the same vein, service employees expect customers to execute their role effectively
and to therefore exhibit cooperation, compliance with the firm’s policies, and
refrainment from physically or verbally abusive behaviours (Berry et al., 1994; Bitner
etal., 1994).
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On the one hand, the optimum scenario for the most appropriate role to be enacted in
a given situation is the one where there exists congruence between the role
perceptions of the role-occupant and the expectations of the individuals who hold an
interest in the occupant’s behaviour (Dobni et al., 1997; Guiry, 1992). Therefore, the
concept known as role congruence or consensus (Biddle, 1986) exists when
customers and service employees share a common perspective on a service encounter
by agreeing on the appropriateness of a role in a given situation (Czepiel, 1990; Mohr
and Bitner, 1991). Role congruence is most likely to occur in instances where
individuals have role clarity, i.e. high level of certainty about how to perform a role
(Katz and Kahn, 1978). On the other hand, clearly problems may arise in the event of
role discrepancies, whereby the customer and the service employee differ in their
perceptions regarding their own or the other party’s role, thereby jeopardizing the
balance of the interaction by increasing the risk of potential conflict (Solomon et al.,
1985).

Overall, balanced service encounters are more likely to be achieved through the use of
a common and clear script, which provides accurate mutual comprehension of role
expectations for both parties in the interaction (Solomon et al., 1985). Hence Script

Theory is compatible with Role Theory (Hubbert et al., 1995), and is outlined next.

2.5.3. Script Theory

As role-occupants, the actors involved in an interaction, i.e. the customers and the
service employees, perform on the basis of a more or less explicit or implicit
organizationally pre-defined script (Solomon et al., 1985). This script serves as a
point of reference for the required actions to be enacted during a specific situation
(Bateson, 2002). In particular, a script is a standardized cognitive structure (a) that
describes the service process for each party in the interaction (Eichentopf et al.,
2011), and (b) that is assumed to define expectations offering behavioural guides,
which are used as norms for assessing other individuals’ performances (Abelson,
1981; Hubbert et al., 1995; Mohr and Bitner, 1991). In other words, scripts constitute
a description of the service process, latently embedded in the service encounter

(Eichentopf et al., 2011), that aim at standardizing a person’s behaviour through a
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behavioural repertoire, which denotes the particular combination of desired
behaviours that contribute to effective performance (Dobni et al., 1997; Groth et al.,
2006). As such, conformity to the service script by both parties in the interaction is

likely to lead to mutual satisfaction with the encounter (Hubbert et al., 1995).

For instance, when customers understand and perform their roles effectively and
according to script, the service process is facilitated (Bitner, 1995). Implied in this is
the idea that an individual is required to be able to retrieve past incidents similar to the
one occurring at present (Hubbert et al., 1995), in order to be able to perform
according to the suitable behavioural repertoire. For example, in routine encounters
(e.g., having a meal in a restaurant), customers have extensive experience with this
particular service setting and consequently are more likely to have well-developed
scripts (i.e. role clarity) that will guide their behaviour rather automatically (Abelson,
1981; Sutton and Rafaeli, 1988; Chung- Herrera et al., 2004; Mohr and Bitner, 1991).
It stands to reason that well-developed scripts will also exist when both actors in the
interaction share similar backgrounds (e.g., a customer who has past experience as a
waiter), or have frequently interacted in the past (Biddle, 1979; Ma and Dubé¢, 2011).

Overall, the value of Role Theory when studying the service encounter relates to the
fact that it provides a strong theoretical basis for a better understanding and
management of the interactive aspects of the service employee-customer interface
(Broderick, 1998). As such, and in relation to the present research, Role Theory offers
the opportunity to study how role behaviours can reinforce the development of
positive service encounters (Broderick, 1998).

Following the overview of the role theoretical perspective of the service encounter, it
IS necessary to delve into the affective dynamics of the interaction between service
employees and customers. In particular, “a close examination of many common
exchange relations suggests that emotions both enter and pervade social exchange
processes” (Lawler and Thye, 1999, p.218). Therefore, affect is a product of social
interaction (Parkinson, 1996), which means that exchanges between customers and
service employees are likely to be infused with affective experiences. In this respect,

the affective process which is unquestionably salient in the services marketing
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literature in general (Bailey et al., 2001), and in the service encounter in particular

(e.g., Barger and Grandey, 2006; Pugh, 2001) is developed in the sections that follow.

2.6. The Affective Process

Service encounters involve human interaction and therefore, it is likely that the
outcome of an exchange will be largely influenced by the affective state of each party
during the interaction process (Johnson and Zinkhan, 1991). As previously noted,
affect is produced through social interaction (Parkinson, 1996). Therefore, it can be
inferred that the interactive nature of the service encounter offers fertile ground for
the customer and the service employee to mutually influence each other’s affective

state.

Affective states have both an interpersonal and an intrapersonal quality (Cété, 2005):
on the one hand, an individual’s mood has an inherent ability to influence other
individuals’ moods, thoughts and behaviours (Hareli and Rafaeli, 2008). On the other
hand, it is likely that “service providers' mood states may affect their own job
performance, whereas consumers’ moods may affect consumer behaviour during a
service encounter” (Gardner, 1985, p.290). In other words, apart from the ability to
influence others, affective states have also the ability to direct an individual’s own
behaviour during the service encounter (Bailey et al., 2001; Parkinson, 1996). Taken
together, these statements suggest that the affective states of two or more interacting
parties have the potential to influence mainly the process, and most likely the outcome
of the service encounter for the actors involved (McPhail and Mattson, 1996). The
next section elaborates on the affective processes involved during the service
encounter, with a particular focus on positive affective incidents as they pertain
especially to the purpose of this thesis. However, prior to this overview, it is deemed

necessary to outline the main characteristics of affect.

2.6.1. Defining Affect

Even though having produced a substantial amount of scholarly debate (Bagozzi et

al., 1999), the distinctive characteristics of moods and emotions have been
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sufficiently delineated in the literature: moods refer to enduring states with a weaker
intensity than emotions, which on the contrary are more transient, personally relevant,
and high in object-specificity than moods (Weiss and Cropanzano, 1996). Therefore,
moods are distinguished from emotions on the basis of three factors: their duration,
which is longer, their intensity, which is lower, and their antecedents, which are
global (Bagozzi et al., 1999; Frijda, 1993; Wagner and llies, 2008). Specifically, with
regards to this last characteristic of mood, it is maintained that as opposed to
emotions, which are triggered by specific events, moods are viewed as a consequence
of a series of minor events or enduring contextual conditions (Beedie et al., 2005).
Despite these distinctions, a prevailing standpoint suggests that the use of the term
‘affect’ is more appropriate as an ‘umbrella-concept’ embracing both moods and
emotions (Bagozzi et al., 1999; Barsade and Gibson, 2007; Giardini and Frese, 2007;
Wagner and llies, 2008; Zablah et al., 2017). As such, this term will be employed
throughout this thesis interchangeably with ‘mood’ and ‘emotion’, as it constitutes the

most integrative term for the purposes of this research.

An individual’s affect can be conceptualized both as a state and as a trait. Contrary to
the dispositional temperament (also referred to as affectivity) that represents an
individual’s general outlook on life (Grandey et al., 2002), the state-like
conceptualization reflects a transient condition that “captures how one feels at a given
point in time” (George and Brief, 1992, p.318), and therefore fluctuates over time and
is vulnerable to external influences. As the focus of this research is on how service
employees feel when exposed to different types of customer behaviour, affect is
conceptualized as a feeling state and not as an individual disposition. Cropanzano et
al. (2003) maintain that these feeling states share four distinguishing features: (1) they
represent temporary psychological experiences; (2) they are characterized by a
subjective component; (3) they seem to be followed by some physiological reaction;
and (4) they possess an evaluative feature and therefore, some feeling states are
preferred by individuals over others.

Two primary models compete regarding the structure of affect and both have enjoyed

a generous amount of support (Seo et al., 2008; Weiss and Cropanzano, 1996): the

‘circumplex model of affect” (Russell, 1980) and the ‘positive/negative affect model’
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(Watson et al., 1988). The first model proposes that all affective phenomena are
associated with two dimensions: valence (pleasure or displeasure) and arousal
(activation or deactivation). In this view, all affective states can be expressed as
combinations of these two dimensions. The second model maintains that rather than
as a unidimensional construct, affect is conceptualized as comprising of two
independent dimensions, positive affect (PA) and negative affect (NA). On the one
hand, NA constitutes “a general dimension of subjective distress and unpleasurable
engagement that subsumes a variety of aversive mood states” (Watson et al., 1988,
p.1063). On the other hand, PA represents the “extent to which a person feels
enthusiastic, active, and alert” (Watson et al., 1988, p.1063). Due to this particular
bidimensional structure of affect, low levels of PA do not suggest high NA. Rather,
this low PA level indicates apathy. Likewise, low levels of NA simply signify absence
of NA, and not high PA.

Two of the main qualities of affect are further developed in the sections that follow: a
person’s ability to influence other people’s affective state through his or her own
mood (i.e. interpersonal quality), but also an individual’s ability to drive his or her
own behaviour through the influence of his or her own affective state (i.e.

intrapersonal quality).

2.6.2. Positive Affect in Interaction: The Interpersonal Aspect

Scholars argue that during an interaction, emotions expressed by one party are likely
to impact on the affective experience of the other party (e.g., Hareli and Rafaeli,
2008). This concept of shared affect is not new. Former research has identified the
process through which one person’s affective state is likely to produce corresponding
affective states to another person or group during interaction. Probably one of the
most influential and widely accepted theories that describe this phenomenon, which
has also received a considerable amount of empirical support, is emotional contagion
(Hatfield et al., 1991; Hsee et al., 1991).

Also referred to as ‘affective contagion’ (Giardini and Frese, 2007) or ‘mood

contagion’ (Zimmermann et al., 2011), this phenomenon maintains that people are
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inclined to unconsciously imitate another person’s facial expressions, gestures or
other emotionally driven behaviours, which results in experiencing the same emotions
themselves. Specifically, as a person’s feelings are manifested through overt
behaviour, such as facial expressions (Frijda, 1988), emotional contagion refers to
“the tendency to automatically mimic and synchronize expressions, vocalizations,
postures, and movements with those of another person and, consequently, to converge
emotionally” (Hatfield et al., 1994, p.5). Therefore, expressive behaviours are
imitated and affective states are transmitted from one person to another (Parkinson,
1996), even in situations where there is minimal contact between two individuals
(Stock and Hoyer, 2005). Consequently, emotional contagion essentially refers to
situations where “exposure to an individual expressing positive or negative emotions
can produce a corresponding change in the emotional state of the observer” (Pugh,
2001, p.1020).

In light of the above and given the importance of the phenomenon, it is advised that
attention should be brought to the occurrence of emotional contagion when studying
interpersonal interactions in marketing research (Homburg and Stock, 2004). Hence,
it comes as no surprise that a wealth of studies have demonstrated a special interest in
the contagious affective processes involved in the interpersonal interactions between a
customer and a service employee (e.g., Rafaeli, 1989b; Pugh, 2001; Mattila and Enz,
2002; Barger and Grandey, 2006; Giardini and Frese, 2007; Huang and Dai, 2010;
Tsai, 2001; Zimmermann et al., 2011).

Taking this interpersonal feature of affect a step further, Hareli and Rafaeli (2008)
discuss about what they call ‘emotion-cycles’. In their view, affect operates in a
cyclical, recursive fashion and as such, an individual’s affective state has the potential
to shape his or her counterpart’s experience not only on an affective level, but also on
a cognitive, and on a behavioural one. Specifically, drawing on the assumption that a
person’s affective state is manifested to others through facial, vocal, postural, or
verbal behaviour, the authors theorize that an affective expression has three main
effects: (a) it influences other peoples’ reactions (e.g., a sad person may invoke
empathy in another person); (b) it conveys information about a person (e.g., an angry

person may be interpreted as powerful); and (c) it provokes a form of contagion (e.g.,
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a happy person spreads a similar mood to others). In sum, Hareli and Rafaeli (2008)
propose that the affective state of one person (person A) signals various information
to another person (person B); such signaling is mutual and has the ability to fuel a
response in person B, which will reciprocally influence person A, and so forth. Hence,
the ‘cyclical’ viewpoint of affect. In sum, it becomes evident that during the service
encounter, a person’s affective expression can impact on the other person’s affective

state during an interaction.

However, as already mentioned, apart from directing other actors’ mood state and
behaviour, affect in general has also the ability to influence an actor’s own behaviour.
By maintaining a within-person view, it is possible to discern ‘igniting forces’ as
antecedents to a person’s affective state that drive one’s behaviour and consequently,
produce corresponding outcomes. This intrapersonal aspect of affect is overviewed

next.

2.6.3. Service Employee Positive Affect: The Intrapersonal Aspect

Previous studies have highlighted the relationship between an individual’s PA and
favourable outcomes with regards to one’s effective workplace functioning (Staw et
al., 1994). For example, supporting evidence has been found indicating that
individuals induced to experience PA often exhibit helping tendencies (Isen, 1987).
PA during the service encounter has also shown to impact on employees’ overall
well-being (Fredrickson and Joiner, 2002). In addition, service employees
experiencing high PA are likely to exhibit higher levels of social engagement (Pelled
and Xin, 1999), whereas positive affective states have shown to predict performance
(Chu, 2014; Tsai et al., 2007) beyond the influence of service employees’ affective
personality traits (Barsade and Gibson, 2007; George, 1991; Tsai et al., 2007).
Finally, positive moods have the ability to foster prosocial workplace behaviours
(George, 1991). Therefore, service employee discretionary behaviours such as
organizational citizenship behaviour (Chu, 2014; Williams and Shiaw, 1999), or
customer-oriented behaviour (Barnes et al., 2015; Kelley and Hoffman, 1997) have
shown to be achieved through the mediating influence of PA. These studies merely
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provide support for the idea that positive affective states render employee prosocial

behaviours more likely (Barsade and Gibson, 2007).

Several theoretical explanations have been proposed to account for why PA has been
linked to increases in desirable service employee behaviours. A simple explanation
suggests that an employee experiencing PA may be more prone to perceive others in a
more positive light (George, 1991), thereby making it more likely for them to engage
in prosocial behaviours. An alternative explanation suggests that being in a good
mood is reinforcing, and therefore service employees experiencing positive mood are
more helpful to others as a form of self-reward that enables them to maintain or

prolong their pleasurable state (Staw et al., 1994; Williams and Shiaw, 1999).

A leading contribution in the area of service employee behaviour has been provided
by Affective Events Theory (AET) (Weiss and Cropanzano, 1996), which essentially
constitutes an organizing framework for understanding the role of affect in the
workplace (Weiss and Beal, 2005). In brief, the theory proposes that work-related
events are the most frequent cause of affective reactions for employees (Weiss and
Beal, 2005; Weiss and Cropanzano, 1996). Therefore, a work event is perceived as an
affective event, i.e. “an incident that stimulates appraisal of and emotional reaction to
a transitory or ongoing job-related agent” (Basch and Fisher, 2000, p.37). In other
words, these incidents are commonly accompanied by affective reactions, i.e. direct
responses that arise subsequently to a specific affective state (Madupalli and Poddar,
2014) and that involve the employee’s episodic behaviour (Wagner and llies, 2008).
Certainly, according to Weiss and Cropanzano (1996) not all people interpret events
in the same way, and therefore they do not always produce the same outcomes;

however, events are viewed as instigators of changes in affective states.

In their review of AET, Weiss and Beal (2005) support that the majority of studies
grounded on AET have demonstrated that affective reactions mediated the
relationship between work-related events and organizationally relevant outcomes,
thereby evidencing the robustness of the framework. On this note, despite the fact that
there appears to be a scholarly emphasis on negative work-related events (Weiss and

Beal, 2005), positive affective events are also especially important in terms of service
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employees’ subsequent affect-driven behaviours. For example, helping behaviour has
been the most frequently investigated behavioural consequence of affect, suggesting
that employee behaviours such as citizenship, cooperation, or customer service are
relevant to the employees’ positive affective state (Weiss and Cropanzano, 1996). In
sum, the underlying logic of the theory is that affective states experienced by an
individual and which are perceived as important while performing a task, shape the

subsequent affect-driven behaviour of that individual.

However, as already noted, service encounters are interactive in nature. Therefore,
employee affective reactions resulting from their interactions with customers are also
likely to occur (Dudenhoffer and Dormann, 2012). The following review describes

how employee-customer interaction might influence employees’ affective state.

2.6.4. The Affective Process and Service Employee-Customer Interaction

Situational factors such as service encounters determine an individual’s affective state
(George and Brief, 1992), while the profound effect of such affective states on
behaviours in organizational settings is indisputable (George and Brief, 1992). On this
note, the present section aims at reviewing the impact that customers may have in

contributing to the creation or to the enhancement of service employee PA.

Specifically, scholars have come to identify customer behaviour as an important
factor influencing service employees’ affective state and, consequently their ensuing
behaviour. For instance, Rafaeli and Sutton (1987) make reference to ‘emotional
transactions’, as one of the two sources that generate, affect, and maintain the
affective expressions of service employees — the other source being the organizational
context. As the authors argue, “the verbal and nonverbal cues sent by target persons
(i.e. the customers) may also influence the feelings conveyed by an employee”
(Rafaeli and Sutton, 1987, p.28), suggesting that service employees and customers
mutually influence each others’ affective state during the course of an interaction.
This standpoint is also supported by C6té’s (2005) social interaction model, which
explains how the customer’s response to the service employee’s affective expression

influences the service employee’s affective state. As a result, positive treatment from

41



customers induced by service employees’ affective expression is likely to lead to an
increase to service employees’ PA (e.g., Zhan et al., 2016). Therefore, overall the
basic tenet of the social interaction model suggests that individuals are likely to
respond positively (negatively) when they receive positive (negative) treatment from
others.

In this vein, it could be argued that when customers treat service employees in a
beneficial way, they have the ability to produce a positive change to the service
employees’ affective state. For instance, a recent diary study by Kiffin-Petersen et al.
(2012) drew on AET and indicated that customer helping behaviour has the capacity
of eliciting service employees’ PA. Similarly, the reception of support expressed
through compassion in the workplace has shown to trigger employees’ positive moods
(Chu, 2014; Lilius et al., 2008). Another potential explanation for this phenomenon
lies within Conservation of Resources Theory (Hobfoll, 1989), according to which an
individual’s psychological resources (e.g., mood) are increased through positive
experiences and depleted through negative ones. In support to the theory, a study
conducted by Zimmermann et al. (2011) empirically confirmed that customer-
initiated support produces an increase to employees’ PA. Hence, there exists evidence

that positive behaviour from customers results in service employees’ increased PA.

Moreover, service employee favourable behavioural responses resulting from positive
mood previously induced by customers has also been highlighted in the existing
literature. For example, an experimental study conducted by Swinyard (2003) in the
retail context has shown that customer mood not only affects service employees’
experience with shoppers, but most importantly the way that they treat customers.
Specifically, the results indicated that employees in a positive mood are likely to
provide better customer service than those in a bad mood. Therefore, it appears that
service employees are able to draw on their positive affective states and to translate
them into enhanced personal and work resources (Barnes et al., 2013).

Following the foregoing overview of the processes of affect, the final section of this

chapter offers an outline of the outcomes for the parties involved in the service

encounter.
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2.6.5. Outcomes of the Affective Process

Overall, the review of the affective processes of the service encounter reveal two
scenarios. Firstly, customers have the ability to positively impact on service
employees’ affective state during the service encounter. Secondly, the subsequent
affective state of the service employee has the ability to impact on: (a) the customers’
affective state through interpersonal mechanisms (e.g., emotional contagion); as such,
service employees who are exposed to cheerful customers mirror these positive
expressions following an increase in their PA; and (b) the customers’ experience
through intrapersonal mechanisms (e.g., AET, COR). A positive affective state is
therefore translated into resources (e.g., customer orientation) that the service
employee can access. Taken together these observations suggest that as customers can
impact on service employees’ affective state, they partially share responsibility for the
service they receive in return. Stated simply, existing research suggests that an
agreeable customer is likely to receive agreeable service. Similarly, an appreciative
customer is likely to receive better catering to his or her needs. This reciprocal
mechanism conveyed through the service employee’s affective state is illustrated in

Figure 2.1.
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Figure 2.1. Schematic representation of the affective process of the service

encounter.
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2.7. Summary

The nature of service interactions suggests “that a better understanding of the social
nature of the exchange process will yield equally actionable insights” (Czepiel, 1990,
p.17). This chapter has delved into this exchange process of the service encounter by
reviewing the underlying mechanisms of the social facet of the interaction. Overall,
existing literature repeatedly highlights the interdependent nature of the service
encounter, while underlining two fundamental theories that guide its process: Social
Exchange Theory and Role Theory. Chapter 2 has documented how these theoretical
foundations help explain the interacting parties’ patterns of behaviour, and has
provided supporting evidence from the existing literature. Furthermore, as the
affective component is embedded in the service encounter, an overview of the
principal theories that explain the interdependent affective process of the exchange
was presented, along with relevant supporting research. Overall, the chapter has
offered scholarly evidence suggesting that one party’s behaviour during the service
encounter (i.e. the customer’s) will most likely direct the other person’s behavioural

response (i.e. the service employee’s).
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Having established the elemental processes of the service encounter, a deeper
understanding of the roles performed by both the major interacting parties during the
exchange, i.e. the service employee and the customer, is deemed necessary.
Consequently, first off the next chapter develops the roles assumed and the
behaviours exhibited by of one of the two individuals in the exchange: the service

employee.
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CHAPTER 3

THE SERVICE EMPLOYEE

3.1. Introduction

The success of a service firm significantly relies upon the performance of its service
employees, or in other words “the effectiveness of individual behaviours that
contribute to organizational objectives” (Grant, 2008, p.109). As such, customer
contact employees hold a key role in service organizations (Ashforth and Humphrey,
1993; Chung- Herrera et al., 2004; Gronroos, 2006; Kelley and Hoffman, 1997;
Parasuraman et al., 1985), since customers’ view of their interaction with service
employees frequently constitutes the service itself, and the basis upon which they
form, at least partially, their global evaluation of the entire firm (e.g., Bitner, 1990;
Chung- Herrera et al., 2004; Grove and Fisk, 1989; Sidney and Jeffery, 2016). Harris
and Ogbonna (2002, p.325) summarize this idea by stating that “the attitudes and
behaviours of frontline, customer-contact service providers are a significant factor in

customers’ perceptions and interpretations of service encounters”.

In light of the above, the present chapter aims at reporting the service employees’ role
in terms of their behaviour when interacting with customers during the service
encounter. Chapter 3 is structured as follows: an outline of the key position that
service employees hold during the service encounter is presented, followed by a
description of the nature of service work. Next, the fundamentals of the theory on
emotional labour are elaborated, where the antecedents and consequences of service
employee emotion management are highlighted. Following this, a resource-based
theoretical approach of the nature of service work is overviewed with the aims of
highlighting the significance of resources for service employee performance. The
chapter ends by documenting the types of service employee behaviour towards

customers through a role theoretical perspective, with a particular focus on in-role and
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extra-role behaviour, while overviewing two separate categories of employee

behaviour: behaviours related to relationship building and service sabotage.

3.2.  Importance of Service Personnel

Existing literature has repeatedly investigated and emphasized the importance of
service employee behaviour during their interaction with customers as this element
can significantly contribute to customer satisfaction and evaluation of a service (e.g.,
Andaleeb and Conway, 2006; Arnold et al., 2005; Bettencourt and Brown, 2003;
Bowers and Martin, 2007; Chung- Herrera et al., 2004; Hennig-Thurau, 2004; Huang
and Dai, 2010; Kiveld and Chu, 2001; Liao and Searcy, 2012; Slatten, 2011). This
fact holds true to a larger extent in services characterized by a high degree of
interaction (Hennig-Thurau and Thurau, 2003), as the “interaction is the service from
the customer’s point of view” (Bitner et al., 1990, p.71, italics in original). Therefore,
service employee efficiency and effectiveness during the service delivery process
contributes to the success of service encounters (Gutek et al., 2002).

A primary element contributing to the central role accorded to service employees is
the intangible nature, which constitutes the most significant criterion for identifying
services (Zeithaml et al., 1985). Intangibility suggests that services comprise of more
abstract elements rather than objects per se. For instance, features that cannot be
measured such as processes, personnel behaviour, or other aspects that consumers
cannot see, touch or sense in general, are part of the intangible service offer
(Parasuraman et al., 1985; Zeithaml et al., 1985). Moreover, as opposed to the
production-consumption process of goods, services follow a different pattern and are
therefore initially sold to customers to be subsequently and simultaneously produced
and consumed (Zeithaml et al., 1985). This synchronized production-consumption
nature suggests that, depending on the service sector, customers are likely to be highly
involved in both processes (Parasuraman et al., 1985). Most importantly though, in
situations where high contact and interaction are required between the employee and
the customer, the service offered cannot be dissociated from the person providing it,
thus making the service employee’s behaviour more influential to customer

evaluations (Yagil, 2008a).
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In general, the role of service employees in creating a pleasant encounter for their
customers is largely supported in the literature, whereas the emotional regulation and
behavioural effort required from them to achieve this outcome is highlighted in
numerous studies (e.g., Ashforth and Humphrey, 1993; Barger and Grandey, 2006;
Chan and Wan, 2012; Grandey, 2003; Groth et al., 2009; Hochschild, 1983; Mohr and
Bitner, 1995). Specifically, it is well documented how ‘service with a smile’ and
employee behaviour in general during the service transaction can lead to positive
customer-related outcomes including enhanced mood, better service evaluation,
positive word-of-mouth, repurchase intention, or perception of service quality (e.g.,
Barger and Grandey, 2006; Grandey, 2003; Groth et al., 2009; Keh et al., 2013;
Lemmink and Mattsson, 2002; Lin and Lin, 2011; Pugh, 2001; Séderlund and
Rosengren, 2008; Tsai, 2001; Tsai and Huang, 2002; Wall and Berry, 2007). Previous
research has also illustrated that the “act of expressing socially desired emotions
during service transactions” (Ashforth and Humphrey, 1993, p.88-89) via a
combination of verbal and nonverbal elements including smiling, thanking, pleasant
tone of voice, or positive facial expression (Tsai, 2001) has a strong impact on
customers’ emotional states (Hennig-Thurau et al., 2006). Employee behaviour can
also be highly significant in relation to the actual service offering of an organization:
for instance, empirical evidence has shown that positive employee behaviour has the
ability to remedy inferior core service, whereas the opposite scenario is not likely to
occur (Walter et al., 2010; Parish et al., 2008). Furthermore, service employee
perceived effort during the service encounter appears to be appreciated by customers

regardless of the actual service outcome (Mohr and Bitner, 1995).

In light of the above, it is clear that the role of service employees is critical to several
levels of effective organizational functioning. However, performing service work
entails several facets that can be detrimental to service personnel (Grandey, 2000).
These aspects are summarized in the next section.

3.3. Doing Service Work

Notwithstanding that relevant empirical evidence has been scarce (van Dolen et al.,

2002), there exists some indication that sometimes, service work can be associated
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with the pleasure derived from the interaction with others (e.g., Beatty et al., 1996;
Czepiel, 1990; Ivarsson and Larsson, 2010; Zimmermann et al., 2011). In this view, it
seems that service employees can occasionally, and under certain conditions, desire to
provide their customers with good service (lvarsson and Larsson, 2010), to resolve
customer problems as if they were their own, and to build relational bonds with their
customers (Beatty et al., 1996; Bitner et al., 1994; Schneider, 1980).

Yet, being at the frontline implies that service employees are commonly required to
cope with a number of stressors typically encountered in service jobs, which are likely
to impact on their well-being (e.g., Ben-Zur and Yagil, 2005; Dormann and Zapf,
2004). Examples of indicators of well-being encompass low levels of stress
(physiological health), self-efficacy (psychological health), and job satisfaction (job-
related affect) (Danna and Griffin, 1999). On this note, service work is usually
associated with conditions such as poor salary and inadequate training (Bitner et al.,
1990), or reduced social status and lengthy shiftwork (Groth and Grandey, 2012).
More importantly, there is ample evidence that on a psychological level, service roles
are most commonly associated with employees experiencing emotional exhaustion,
poor self-esteem, or depression (Kruml and Geddes, 2000). Service employees also
often need to deal with ill-mannered or difficult customers and as such, these
challenging interactions are identified as one of the most common sources of
employee stress (Chuanchuen et al., 2015; Dormann and Zapf, 2004; Dudenhoffer
and Dormann, 2012; Zablah et al., 2012). In this view, a basic feature of the service
role is that service employees are constrained by normative behaviour and are
therefore required to respond to customer aggressive behaviours directed towards
them with ‘appropriate’ polite behaviour (Ben-Zur and Yagil, 2005). Consequently,
the aforementioned conditions eventually lead to service employee reduced job
performance and increased withdrawal (e.g., Grandey et al., 2004; Pelled and Xin,
1999; Rafaeli et al., 2012; Wright and Cropanzano, 2000).

This brief review points to another element that is integral to doing service work. In
particular, a major antecedent to the negative consequences affecting service
employees’ well-being relates to the fact that performing service work involves the

regulation of one’s emotions. That is to say, among the other role-prescribed duties
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that are assigned to them, service employees are also and most importantly required to
manage their emotions according to organizationally prescribed rules. Such an
emotion regulation, however, is not devoid of critical implications for service

personnel. This management of emotions is developed next.

3.4.  The Management of Emotions

Interactions with customers require a significant amount of emotional regulation and
behavioural effort from service employees (e.g., Ashforth and Humphrey, 1993; Chan
and Wan, 2012; Hochschild, 1983; Mohr and Bitner, 1995). Hence, it comes as no
surprise that “emotion management is a dominant presence in services literature”
(Subramony and Pugh, 2015, p.354). In particular, a key task of service work
necessitates that service employees modify (or suppress) their emotional expression
with the aims of achieving more effective workplace interaction (Grandey, 2000). To
accomplish this, service employees are expected follow certain ‘display rules’, which
essentially refer to norms or standards that a service firm prescribes either explicitly,
or implicitly in the form of unwritten guidelines (Diefendorff et al., 2006). These
rules in turn dictate the appropriate expression of feeling states during interpersonal
service exchanges (Ashforth and Humphrey, 1993; Hochschild, 1983; Rafaeli and
Sutton, 1987).

Specifically, the dramaturgical perspective of service interactions (Goffman, 1959)
developed in the previous chapter (cf. section 2.5.1, p.30), suggests that “services are
performances” (Parasuraman et al., 1985, p.34). Grove and Fisk, (1992, p.455) also
support this viewpoint and propose the “service experience as theatre” metaphor.
Underlying these perspectives is the fact that as actors, service employees are required
to engage in impression management before their audience (i.e. the customers)
through the regulation of their emotions in order to achieve organizational goals
(Grandey, 2000). This type of management of one’s feelings inherent in service work

is developed next.
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3.4.1. The Nature of Emotional Labour

A vital component of the work performed by service employees has become the
expression of emotions that are specified and required of them by service firms
(Hochschild, 1983). These emotions are displayed by service employees through a
combination of body language, spoken words, tone of voice, and facial expressions
(Rafaeli and Sutton, 1987).

Employees who engage in such processes that are essential to manage
organizationally desired emotions as part of one’s job are viewed as performing
emotional labour (or emotional work). Initially introduced by Hochschild (1983, p.7),
the term defines “the management of feeling to create a publicly observable facial and
bodily display”. Based on service management literature, emotional labour is
particularly relevant to service encounters (Wang, 2014) and to service employees, as
their jobs involve (a) having face-to-face or voice-to-voice contact with customers;
(b) producing a certain emotional state in customers as a result of their interactions;
(c) and being subject to a form of control over their emotional activities by the
organization (Hochschild, 1983). Hence, this public display of emotions can be
considered as a form of labour as it entails “effort, planning, and control needed to
express organizationally desired emotions during interpersonal transactions” (Morris
and Feldman, 1996, p.987). A similar conceptualization focusing on the
organizationally required expression of emotions suggests that emotional labour “is
what employees perform when they are required to feel, or at least project the
appearance of certain emotions as they engage in job-relevant interactions” (Kruml &
Geddes, 2000, p.9). When viewed as a process, emotional labour can be summarized
as “the process of regulating both feelings and expressions for the organizational
goals” (Grandey, 2000, p.97), or as “the psychological processes necessary to regulate
organizationally desired emotions” (Zapf, 2002, p.239). Notwithstanding the diverse
perspectives, definitions, and foci on different processes, all conceptualizations share
the underlying assumption that emotional labour involves the regulation of one’s
displayed emotions (e.g., enhancing, faking, or suppressing emotions), by exhibiting
specific expressions according to organizational rules, regardless of whether these

emotions reflect authentic feelings or not (Grandey, 2000).
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Previous research has investigated emotional labour in a wide array of occupations
such as restaurant table servers (Adelmann, 1995), cashiers (Rafaeli, 1989a), bill
collectors (Sutton, 1991), or nurses (James, 1989), suggesting that emotional labour is
pertinent in diverse service sectors that require the projection of different types of
emotions (e.g., negative, neutral, or a combination). Nevertheless the display of
positive emotions is viewed as predominant for the majority of service employees
(Adelmann, 1995), and therefore service roles have been typically viewed as requiring
the suppression of negative emotions in favour of expressing positive ones
(Diefendorff et al., 2006; Humphrey et al., 2015), commonly while performing tasks
under pressure (Hochschild, 1983). Therefore, service employees are oftentimes
required to ‘feign’ their inner feelings and to ‘act’ so as to effectively respond to
customer needs with a smile, regardless if they are willing to do so or not (Madupalli
and Poddar, 2014).

In addition, emotional labour constitutes a multi-dimensional construct (e.g.,
Hochschild, 1983; Morris and Feldman, 1997), indicating that the degree of emotional
labour performed by service employees also differs between work contexts. For
instance, the frequency of interactions, or the duration of interactions with customers
constitute components of emotional labour (Morris and Feldman, 1997). Furthermore,
different antecedents to emotional labour have been identified in the literature (e.g.,
task routineness) as being positively related to the frequency of performing emotional
labour (Morris and Feldman, 1997).

On this note, it is argued that customers may also influence the management of
emotions of service employees. For instance, Harris and Reynolds (2003) have found
that service employees engage in ‘feigned’ emotional display when having to deal
with dysfunctional customer behaviour. On a conceptual level, Groth et al. (2006)
proposed that apart from individual aspects (e.g., job satisfaction), and organizational
factors (e.g., service scripts), dyadic characteristics of the service interaction also
account for service employees’ emotional labour strategies. More recently, Grandey
and Gabriel (2015) argued that research on emotional labour typically focuses on
employee interactions with rude or hostile customers, underscoring thus the impact of

customer negative behaviour for service employee emotion management.
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That said, the construct of emotional labour has been extensively examined in prior
literature primarily due to the adverse consequences associated with this type of work
and service employee well-being and performance. These consequences are illustrated

in the following section.

3.4.2. The Consequences of Emotional Labour

The services marketing literature has been particularly concerned with the outcomes
of regulating one’s emotions through the projection of a positive demeanour towards
customers. That said, certainly, and depending on the way that it is enacted, emotional
labour can sometimes be beneficial to the person performing it (Kruml and Geddes,
2000; Zapf et al., 1999; Zapf, 2002). For instance, the facial-feedback hypothesis
proposes that emotional expressions are followed by emotional experiences consistent
with those expressions (Adelmann, 1995; Coté, 2005). Therefore, “employees who
are expected to smile may benefit from feelings of elation and exuberance” (Rafaeli
and Sutton, 1987, p.32). Other positive outcomes include increased self-efficacy or
task performance (Ashforth and Humphrey, 1993). Humphrey et al. (2015) have gone
as far as maintaining that some service employees may take pleasure in performing
emotional labour, even those who are employed in jobs that are typically viewed as

difficult or unpleasant.

However, although the benefits of a positive expression can occur initially,
“maintaining expressions congruent with emotional display rules over time and across
interactions are the challenge” (Grandey et al., 2015, p.771). In other words, even
with the best intentions, one cannot uphold a specific expression incessantly, as
contextual conditions and events are likely to influence the willingness to express a
positive behaviour. Hence, a significant number of scholars have come to
acknowledge the severe consequences of emotional labour for service employee well-
being (e.g., Ashforth and Humphrey, 1993; Brotheridge and Grandey, 2002; Grandey,
2000, 2003; Grandey et al., 2015; Hochschild, 1983; Madupalli and Poddar, 2014).

Hochschild (1983) initially maintained that in the long-run, emotional labour could

lead to self-alienation as the repetitiveness of the emotional performance may cause
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service employees to lose track of their own personal feelings. In other words,
emotional labour can be demoralizing, devaluing and undermining to the self
(Grandey et al., 2015). In the same vein, Kruml and Geddes (2000) have identified a
number of studies supporting that emotional labour may produce negative
consequences for employees, which, apart from role and self-alienation, include
emotional deviance, stress, poor self-esteem, depression or cynicism. Similarly, Zapf
(2002) made reference to the notion of emotional burnout, a condition that arises
when employees present a lack of ability to manage their emotions when interacting
with their customers (Zapf et al., 1999). The construct of burnout consists of mainly
three aspects: (a) emotional fatigue, or exhaustion i.e. the draining of one’s emotional
resources, which results from prolonged and exhaustive physical, affective and
cognitive strain caused by extended exposure to stressors; (b) depersonalization, i.e. a
defensive response consisting of the development of negative cynical behaviour
towards customers; and (c) reduced personal accomplishment, i.e. an inability to
accurately evaluate one’s performance towards customers as a result of poor self-

esteem (Bakker et al., 2004).

On this note, service employees working in labour-intensive contexts such as the
hospitality industry are more susceptible to experiencing emotional exhaustion, a fact
that is due to their frequent and repeated interaction with customers as part of their
daily work routine (Lee and Ok, 2013). As such, they are often required to suppress
their genuinely felt emotions by substituting them with inauthentic ones, which in turn
produces a loss of psychological energy and resources, hence the emotional
exhaustion and depersonalization (Brotheridge and Grandey, 2002). In this regard,
emotional exhaustion constitutes a critical measure of service employee well-being on
a psychological level (Madupalli and Poddar, 2014), as it reflects feelings of being
emotionally overextended by one’s work (Ito and Brotheridge, 2003).
Notwithstanding the increasing amount of research that acknowledges these adverse
consequences, there is yet a need for further studies that will consider how to control

and to reduce such observed negative outcomes for service employees (Wang, 2014).

Two incidents mainly account for the fact that emotional requirements in conjunction

with situational factors threat service employee well-being: (1) the state of emotional

54



dissonance, which involves the experienced incongruence between one’s internal
states and imposed displays. As a result, emotional dissonance constitutes a subjective
experience that is psychologically taxing and strain-enhancing for the individual
(Brotheridge and Lee, 2002; Hochschild, 1983; Morris and Feldman, 1996; Rafaeli
and Sutton, 1987); and (2) the depletion occurring from the continuous regulation of
one’s emotions and expressions occurring over time and across episodes (Beal et al.,
2005).

The foregoing discussion on emotional labour points to three issues pertinent to the
present research: (a) when performing emotional labour, service employees put a
certain amount of effort into the exchange (e.g., Morris and Feldman, 1996); (b)
customer behaviour appears to act as an antecedent to service employees’ degree of
engagement in emotional labour (Grandey, 2000; Grandey et al., 2004; Huang and
Dai, 2010; Rupp and Spencer, 2006); and (c) emotional labour is associated with
resource depletion (e.g., Wang, 2014). Taken together, these points suggest that
among other factors, customer interpersonal behaviour also accounts for the amount
of effort exerted by service employees during the service interaction, and by
consequence, to a draining of their resources. As such, when other job requirements
(e.g., store busyness) concur with customer negative behaviour, service employees
feel extremely tired and lacking energy, and seek different types of resources in order
to cope with these strenuous workplace situations (e.g., Diefendorff et al., 2008). This

resource perspective is further elaborated next.

3.5. Resources in Service Roles

Following the literature covered in the previous sections, it is clear that emotional
labour is viewed as a key service employee job stressor (Chan et al., 2010; Pugliesi,
1999). Job stress broadly constitutes the result occurring from a disturbance of the
balance between the demands service employees are exposed to, and the resources
they have at their availability (Bakker and Demerouti, 2007). In other words, job
stress may be viewed as the detrimental impact on service employees’ psychological
and physical well-being, which occurs due to a discrepancy between job requirements

and needs, abilities or resources (Parish et al., 2008). Therefore, in a sense, job stress
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constitutes an outcome of onerous work, which adversely affects an individual’s
ability to function efficiently (Bakker et al., 2005).

From a role theoretical perspective, job stress can be conceptualized as consisting of
three constructs: role ambiguity, role conflict, and work (or role) overload (Katz and
Kahn, 1978). Role ambiguity refers to service employee lack of certainty regarding
how to perform their work tasks effectively, whereas role conflict involves
incompatible expectations placed upon service employees regarding their role (Katz
and Kahn, 1978). Finally, work overload relates to cumulative role demands that
exceed service employees’ abilities to perform a task (Rizzo et al., 1970). Overall,
face-to-face interactions with other individuals constitute an important source of job
stress for service employees (Parish et al., 2008), while each dimension of job stress
is likely to produce detrimental effects on their well-being, (e.g., increased emotional
and physical exhaustion) (Moore, 2000), their attitudes, (e.g., job satisfaction) (Chung
and Schneider, 2002), and their behaviours (e.g., turnover intentions, absenteeism,
ineffective task and citizenship performance) (Chung and Schneider, 2002; Grandey
et al., 2015; Jackson and Schuler, 1985; Tubre and Collins, 2000). In other words,
stressful work circumstances are likely to affect service employees on several levels,
including their behaviour. Two theoretical frameworks offer insights which help
explain the underlying mechanisms that direct service employee behaviour in the face
of stress: Conservation of Resources theory and the Job Demands-Resources Model.

3.5.1. Conservation of Resources Theory

A popular theoretical model that has received considerable empirical support in the
organizational behaviour literature (Dewe et al., 2012; Halbesleben et al., 2014) helps
shed light on the relationship between employee stressors and the foregoing adverse
consequences. Specifically, Conservation Of Resources (COR) Theory (Hobfoll,
1989), constitutes an integrative stress theory that studies the interaction of an
individual with his or her environment, and the degree of correspondence between the
environmental demands and the individual’s resources to cope with these demands
(Dewe et al., 2012). COR theory has been employed as a fundamental explanatory

mechanism for understanding the negative outcomes of stress in work settings
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(Hobfoll, 2001). Notably, this particular resource-based theoretical perspective is
consistently relevant to emotional labour (Grandey and Gabriel, 2015), as this type of
work consumes service employee resources (e.g., motivational energy) (Brotheridge
and Grandey, 2002), or enhances the resources that determine their well-being (e.g.,
social support) (Coté, 2005).

Briefly overviewed in Chapter 2 (cf. section 2.6.4, p.41), the fundamental tenet of
COR theory is that “people strive to retain, protect, and build resources and that what
is threatening to them is the potential or actual loss of these valued resources”
(Hobfoll, 1989, p.516). In succinct terms, people try to protect their current resources
and to gain new ones. For Hobfoll (1989), resources consist of entities valued by
individuals as they positively contribute to their well-being. In his overview of COR
theory, Hobfoll (2001) identified a large number of types of resources, including
objects, states, personal characteristics and energy resources. Furthermore, resources
are contingent on the type of environment a person functions in (Halbesleben et al.,
2014). Therefore, in a work context, examples of resources include positive feedback,
job autonomy, or social support (Dewe et al., 2012; Stock and Bednarek, 2014).

According to Hobfoll (1989) the key idea underlying the theory suggests that stressful
instances lead to resource losses. In this view, stress occurs on three occasions: when
these valued resources are lost, threatened with loss, or when individuals fail to
replace them. Threats are commonly in the form of role demands, which require
effort, and energy consumed in order to meet these demands. For example, during the
service encounter service employees are required to meet customer demands; coping
with these customer demands, i.e. “the extent to which frontline employees encounter
customers expressing negative behaviours” (Stock and Bednarek, 2014, p.402) such
as hostility, requires extra mental effort from service employees, which in turn
increases their emotional exhaustion (Grandey et al., 2005). Therefore, in the
occurrence of a lack of resource availability to meet such customer demands, stress
occurs (Brotheridge and Lee, 2002). Furthermore, other situational variables are likely
to inhibit service employee efforts to respond to organizational demands such as
display rules. For instance, time pressure is a contextual variable that can be

threatening to service employee resources (Yagil, 2008a). As such, a lack of sufficient
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amount of time to complete a task (e.g., under circumstances of busyness) may create
negative emotions to service employees, which in turn can prevent the display of

positive emotions to customers (e.g., Rafaeli and Sutton, 1990).

As opposed to stressful conditions, the theory maintains that favourable circumstances
lead to gains in motivational resources (Hobfoll, 1989). For example, the reception of
positive feedback for one’s performance from their supervisor is likely to induce them
with positive feelings, a sense of self-efficacy, and a form of validation about the
quality of their job performance (Hobfoll, 2001). Stated simply, resource gains
contribute to the maintenance and further enhancement of the individual’s overall
well-being (Dewe et al., 2012). In this regard, Grandey and Gabriel (2015) maintained
that service employees can capitalize on plenty of possible resources and pointed to
the fact that researchers to date have made a distinction among two basic types of
resources: (1) formal, work-based, financial, and psychological resources (e.g.,
money, autonomy, status), and (2) informal, social, or energy sources. On the one
hand, despite the fact that jobs that are high in emotional labour differ in terms of
their financial compensation (e.g., health-care versus customer service jobs), Grandey
and Gabriel (2015) asserted that monetary incentives can counterbalance some of the
unfavourable effects of emotional labour. On the other hand, social resources, which
are relevant to the present research, can oftentimes result from positive behaviours
arising from customers (e.g., Garma and Bove, 2011; Maneotis, 2014; Zimmermann
et al., 2011). In this view, it is noteworthy that among the various types of situational
resources, social support is considered to be one of the most important ones due to its
ability to buffer against job stress (Bakker et al., 2004; Russell et al., 1987).
Specifically, social support can help service employees cope with stress, whereas a
positive work environment can contribute to service employees expressing genuinely
felt positive emotions (Grandey, 2000). When service employees can draw on such
resources, their need for investing more emotional energy and mental effort in their
interactions with customers is reduced, which results in higher performance (Stock
and Bednarek, 2014). In sum, positive, rewarding, and supportive interpersonal
relationships constitute a very effective way for service employees to gain resources
(Grandey, 2000; Hobfoll, 1989).
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Finally, two main principles of COR theory need to be highlighted: (1) resource
spirals, and (2) resource caravans (Hobfoll, 2001). Resource spirals can be divided
into two categories: loss spirals, which are based on the idea that a lack of resources
for dealing with stressful events makes individuals more vulnerable and reinforces
further resource loss. Conversely, gain spirals suggest that individuals who possess
resources are more adept to enhance further resource gain, such as when successful
performance ‘spills over’ to further achievements. However, Hobfoll (2001) noted
that due to their potency, loss spirals are more impactful to individuals’ well-being
than gain spirals. In other words, it is more detrimental for people to lose resources
than it is helpful for them to regain lost resources. Regarding resource caravans,
Hobfoll (2001) postulates that resources can accumulate and build upon each other in
an immediate and future sense. A relevant example suggests that job performance
may lead to enhanced self-efficacy, which in turn will reinforce a person’s optimism

regarding his or her ability to perform effectively in the future.

To summarize, COR theory provides a pertinent mechanism explaining the negative
outcomes experienced by service employees in their work context. In the same vein
though, COR theory offers a plausible approach pointing to the benefits in the form of
resources that could be reaped by service employees in an organizational setting. In
other words, COR theory helps inform how different types of resources or threats in
the work context promote or hinder service employee well-being on a physical,
psychological and affective level. Following the foregoing overview of COR theory,
another approach that offers a theoretical explanation for the contextual antecedents

associated with employee-related outcomes is outlined next.

3.5.2. The Job Demands-Resources Model

The Job Demands-Resources (JD-R) model constitutes a well-established theoretical
framework in organizational psychology (Stock and Bednarek, 2014), and offers a
plausible theoretical basis for understanding the positive and negative aspects of the
work-related context as antecedents to service employees’ state. In particular,
developed by Demerouti et al. (2001) with the aims of explaining the process of

burnout, the basic question aimed at being answered by this theory is “what keeps
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people healthy, even after they encounter high degrees of workload” (Demerouti et
al., 2001, p.501). The authors provide an explanation for this fact by postulating that
stressors (or demands), i.e. external factors that are likely to exert a negative influence
to an individual, could lead to a state of well-being depending on the resources

available at a given point in time.

According to Demerouti et al. (2001), the model is based on three premises: the first
one proposes that regardless of the work context, job-related conditions can be
divided into two broad categories: job demands and job resources, where each
condition is associated with specific outcomes. Specifically, the model suggests that
job demands consist of “those physical, social, or organizational aspects of the job
that require sustained physical or mental effort and are therefore associated with
certain physiological and psychological costs (e.g., exhaustion)” (Demerouti et al.,
2001, p.501). Therefore job demands refer to those work aspects (e.g., workload,
emotional demands, time pressure), that require constant effort by service employees,
and that in the long-run can lead to the draining of an individual’s energy and to a
state of exhaustion, which ultimately reduces task performance (Bakker et al., 2004).
On the other hand, health-protecting factors called ‘resources’ coexist in the
individual’s environment. Job resources in particular involve “those physical,
psychological, social, or organizational aspects of the job that may do any of the
following: (a) be functional in achieving work goals; (b) reduce job demands at the
associated physiological and psychological costs; (c) stimulate personal growth and
development” (Demerouti et al., 2001, p.501). Typical examples of resources include

social support, autonomy or performance feedback (Bakker and Demerouti, 2007).

The second premise of the JD-R model suggests that two different underlying
psychological processes interfere in the development of job strain and motivation
(Bakker and Demerouti, 2007). The full model illustrating these processes is depicted
graphically in Figure 3.1 on the next page. The first process suggests that various job
demands exhaust employees’ mental and physical resources and can potentially lead
to a depletion of their energy (e.g., a state of exhaustion). In order to deal with such
instances where it is difficult to allocate their attention and effort efficiently, service

employees engage in compensatory strategies by activating the use of extra effort,
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which in turn entails detrimental consequences (e.g., narrowing of attention,
subjective fatigue), eventually resulting in breakdown. Conversely, the second process
proposes that job resources have a motivational property, either intrinsic or extrinsic,
that overall promotes engagement. For example, positive feedback increases job
competence (intrinsic motivation) and promotes the successful achievement of one’s

work goals (extrinsic motivation).

Figure 3.1. The JD-R model.

Mental

Source: Bakker and Demerouti (2007, p.313).

The final premise postulates that job resources buffer the detrimental effects of job
demands on the service employee’s stress reactions (e.g., emotional exhaustion)
(Bakker et al., 2005; Crawford et al., 2010; van Yperen and Hagedoorn, 2003). For
instance, providing positive feedback to employees for their performance might help
sustain their motivation by signaling them to continue performing in the same way.
Therefore, depending on the prevailing job characteristics (e.g., labour intensive),

different job resources may act as ‘buffers’ for several diverse job demands. As such,
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the model also implies that job resources are particularly motivational under

circumstances where employees are exposed to high job demands.

The JD-R model has been tested empirically and studies have revealed interesting
insights regarding the ways that job demands and resources affect important
organizational outcomes (Bakker and Demerouti, 2007). Among these studies, Bakker
et al. (2004) employed the JD-R model in the context of employee performance.
Specifically, the authors investigated the relationship between job characteristics,
burnout, and other-rated performance, and provided noteworthy results regarding the
antecedents to employee performance. Consistent with their predictions, the authors
revealed that job demands (e.g., job pressure and emotional demands) were the most
significant predictors of exhaustion, which in turn predicted in-role performance. On
the contrary, job resources (e.g., autonomy and social support) were the most
important predictors of extra-role performance through their relationship with
disengagement (i.e. distancing oneself from one’s work, work objects, or work
content). Therefore, these results indicated that the JD-R model constitutes a plausible
theoretical framework for examining the key role that job demands and resources hold

in terms of predicting service employee performance.

The previous sections have offered an overview of the nature of service work, by
highlighting the components, the antecedents and the outcomes of emotional labour,
primarily in terms of its impact on service employee well-being and performance.
Furthermore, the foregoing discussion also suggests that due to the existence of other
stress-inducing work-related factors, service employees are in need of additional
resources in order to be able to maintain the level of effort required of them so as to
perform their roles effectively. In this vein, consistent with the aims of the present
research, existing literature reviewed so far indicates that resource availability (e.g.,
social support) is likely to enhance employee behavioural responses (e.g., extra-role

performance).

At this point, it is deemed necessary to further elaborate on the primary types of
employee behaviour in order to offer a thorough understanding of their role during the
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service encounter. Hence, the following sections overview the ways that service

employees may behave during their interactions with customers.

3.6. Service Employee Behaviours

As previously noted, service encounters follow a role theoretical perspective
(Solomon et al., 1985). In view of this, service employees are required to perform in a
network of interrelated roles, each involving a series of behaviour patterns, which
ultimately aim at achieving customer satisfaction (Eyuboglu and Sumrall, 1989). In
other words, service employees bring more than one pattern of behaviour, which is
required of them by the service firm (Katz, 1964). Specifically, service employees
hold a host of behaviours when catering to customers’ needs. Among these
behaviours, a category broadly termed ‘prosocial behaviour’ (Brief and Motowidlo,
1986) is relevant to the aims of the present thesis, and is viewed as being particularly
beneficial to the service organization when enacted by service personnel (Spence,
2010).

From a social psychological perspective, prosocial behaviour is essentially the
“behaviour that benefits others” (Hinde and Groebel, 1991, p.5). Even though
prosocial behaviours can occasionally benefit the person performing them as well
(Grant and Sonnentag, 2010; Morrison, 2006), the definition of the term implies that a
prosocial act is characterized by its interpersonal nature: a benefactor and one or more
recipients of the benefits need to exist for the act to occur (Dovidio et al., 2006). Brief
and Motowidlo (1986) proposed that in an organizational context, prosocial
behaviours are delineated by three main characteristics: (a) the person enacting this
type of behaviour needs to be a member of an organization; (b) the prosocial act needs
to target co-workers, customers or the organization; (c) the underlying intention of the
prosocial act has to involve the promotion of the welfare of the intended beneficiary.
Furthermore, the authors argued that prosocial behaviour varies according to whether
(@) it is functional or dysfunctional to organizational effectiveness; (b) prescribed or
not prescribed as being part of an employee’s organizational role; and (c¢) directed
towards an individual or an organizational target. Finally, Brief and Motowidlo

(1986) advocated that prosocial organizational behaviours are desirable as they entail
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advantageous outcomes for firms such as more effective job performance, improved
communication, coordination and satisfaction among individuals and units. On the
other hand with regards to customers, prosocial organizational behaviours favour
enhanced customer satisfaction, and hence, repeat patronage. That said, and consistent
with the overall aim of the research, it is noted that prosocial service employee
behaviours are viewed as those that are functional to organizational effectiveness,
whether role-prescribed or not, and that are directed towards a particular group of

individuals: the customers.

According to the role theoretical perspective, the range of service employee
behaviours established in the literature can be broadly assorted on the basis of being
within the service employees’ organizationally prescribed role or not. The former
category is known as service employee in-role behaviour. Conversely, forms of
discretionary service employee behaviour, voluntarily performed, and extending
beyond their expected role, are termed extra-role behaviours. Both types of

behaviours are described next.

3.6.1. In-Role Behaviours

Katz (1964) proposed that two out of the three essential types of employee behaviour
for the effective functioning of an organization involve (1) their dependable role
performance, and (2) their engagement in innovative and spontaneous activity in line
with organizational objectives — the third one consisting of them staying within the
firm. The first two behaviours are of interest for this thesis. In this regard, the first
type of behaviour draws from Katz’s (1964) theorization that human behaviour is
characterized by its great variability. Therefore, he argued that it is indispensable to
reduce this volatile behaviour to a limited number of patterns that are to a certain
extent predictable. This means that the roles assigned to the organizational members
ought to be executed through a minimum standard of quality and quantity of
performance. These standards are the most conspicuous behavioural requirements that
are commonly explicitly articulated in organizational documents such as job

descriptions, or goal statements.
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Formal job requirements are broadly referred to as in-role (or role prescribed)
behaviours. In particular, these behaviours are “organizationally specified as a formal
part of the individual’s role or job” (Brief and Motowidlo, 1986, p.711). In a similar
vein, Borman and Motowidlo (1997) employ the term task performance to describe a
concept that highlights the outcome of such organizationally required behaviour. In
the authors’ view, task performance represents the effectiveness with which service
employees perform role-prescribed task activities, such as following specific
procedures. In service-related literature the conceptualization of this type of behaviour
focuses on the service employee-customer interface, and is referred to as role-
prescribed customer service, essentially involving “expected employee behaviours in
serving the firm’s customers” (Bettencourt and Brown, 1997, p.42). Overall, these in-
role service employee behaviours consist of activities that contribute to the production
of goods or the delivery of services that are organizationally and formally recognized
as part of one’s job (Borman and Motowidlo, 1997). This means that these behaviours
are required, enforceable, evaluated by the organization (Organ, 1997), and
commonly believed to be organizationally functional (Brief and Motowidlo, 1986).
Furthermore, they can be implicitly (e.g., norms) or explicitly (e.g., job descriptions)
expected by the organization (Brief and Motowidlo, 1986). For example, exhibiting
common courtesy, greeting customers, or demonstrating accurate knowledge of
products or services, represent common instances of in-role service employee
behaviours (Bettencourt and Brown, 1997). Similarly, service employee emotional
displays constitute an in-role requirement (Diefendorff et al., 2006), which is imposed
through employee monitoring, training, and rewarding (Rafaeli and Sutton, 1987).
Role-prescribed behaviours are generally promoted through studies that highlight
their association with favourable outcomes such as customer satisfaction, perceptions
of service quality and customer loyalty (e.g., Bitner, 1990; George, 1991; Keaveney,
1995). However, organizations mostly seek for employees who demonstrate a
willingness and an ability to exceed these formal job requirements (Katz, 1964; Katz
and Kahn, 1978). These employee behaviours that extend beyond prescribed job

specifications are commonly referred to as extra-role behaviours, developed next.
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3.6.2. Extra-Role Behaviours

The second type of behaviour viewed as essential to effective organizational
functioning by Katz (1964) refers to innovative and spontaneous activity in line with
organizational objectives. In particular, Katz (1964, p.132) noted that “An
organization which depends upon its blueprints of prescribed behaviour is a very
fragile system”. This suggests that an individual’s organizationally required
performance should be complemented by other behaviours performed at his or her
own initiative. Katz (1964) based this argument on the fact that no amount of careful
planning can detect, predict, or control with complete accuracy all environmental or
individual changes within the ever-changing organizational context. Therefore, firms
should allow room for acts of creativity, innovation, goodwill, cooperation, and other
gestures encompassed into what is broadly termed citizenship behaviour (Smith et al.,
1983). This is the general idea underlying extra-role employee behaviours. Similar to
other concepts referred to as citizenship performance (Organ, 1988), or contextual
performance (Borman and Motowidlo, 1997; Borman and Motowidlo, 1993), extra-
role behaviours consist of discretionary employee behaviours that exceed formal role
requirements and that benefit, or aim at benefiting the organization by going above
and beyond contractually rewarded job achievements (Bateman and Organ, 1983;
Brief and Motowidlo, 1986; Smith et al., 1983).

As already noted (cf. section 3.6, p.63), prosocial behaviours can be distinguished on
the basis of the target towards which these actions are directed. Hence, discretionary
behaviours that are beneficial to the service firm in some way, and that are directed
towards customers, are viewed as reflecting the degree to which service employees
'go the extra mile’ during the service employee-customer interface (Maxham et al.,
2008). Several conceptualizations have been offered to capture aspects of similar
employee behaviours such as Bitner et al.’s (1990) ‘unprompted and unsolicited
employee actions’ or Winsted’s (2000) dimension of employee ‘concern’. Underlying
the foregoing conceptualizations is the idea that extra-role behaviour involves service

employees’ extra effort directed towards serving customers.
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In this view, Bettencourt and Brown (1997, p.41) introduced the term extra-role
customer service to describe “discretionary behaviours of contact employees in
serving customers that extend beyond formal role requirements”. Therefore, when
customers are the focus of outstanding performance, service-related literature often
refers to the significance of service employees providing exceptional service to them.
Specifically, going ‘beyond the call of duty’ and ‘delighting the customer’ through the
provision of ‘small extras’, ‘extra attention’ and ‘spontaneous’ service, are viewed as
service employee behaviours that are associated with positive customer evaluations
(e.g., Arnold et al., 2005; Bitner et al., 1990; Price et al., 1995). It is worth noting that
Bettencourt and Brown (1997) suggested a third component to service employee
prosocial service behaviour: cooperation. This behaviour encompasses supportive
actions of service employees directed towards other members of their immediate
workgroup. Despite the fact that support among service employees is likely to
enhance the quality of customer service as it creates “a positive, cooperative
organizational climate that can indirectly spill over onto the customer” (Yoon and
Suh, 2003, p.606), this type of behaviour is viewed as not targeting the customers
directly but rather benefiting them implicitly. Hence, it is beyond the scope of this
thesis.

That being said, an elaborate classification scheme of employee behaviours has been
provided by Podsakoff and MacKenzie (1997). Similar to Brief and Motowidlo’s
(1986) distinction of behaviours contributing to organizational effectiveness, the
authors discerned two broad categories of service employee behaviours: those that are
not functional to the organization (e.g., anticitizenship behaviours), and those that
enhance organizational effectiveness (e.g., citizenship behaviours). This second type

of employee behaviour is of interest in this thesis.

The authors’ typology further categorized service employee citizenship behaviours on
the basis of two main criteria: whether these behaviours are (a) role-prescribed or not,
I.e. whether they are recognized by the organization and therefore are explicitly
rewarded/punished, trained, etc.; and (b) directed towards the company/organization
or the firm’s customers. As shown in Table 3.1 illustrating this typology on the next

page, in-role behaviours directed at the service firm are termed work-oriented
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behaviours. On the other hand, when such behaviours are directed towards the firm’s
customers they are called service-oriented behaviours. These service behaviours
occur when service employees treat customers in a conscientious, responsive,
attentive, and courteous manner (Bettencourt and Brown, 2003), and they have been
linked to several important outcomes for service firms. For instance, Gremler and
Gwinner (2000) have associated these behaviours with relationship formation and the

development of interpersonal bonds.

Conversely, extra-role behaviours, i.e. those behaviours that are discretionary in
nature and typically not recognized by the firm’s formal reward system (Netemeyer et
al., 1997), can be directed towards either the organization — and are therefore called
organizational citizenship behaviours (OCB) — or the company’s customers —
therefore termed customer oriented behaviours (COB). In this view, customer
orientation is conceptualized as the satisfaction of customer needs at the service
employee-customer interface (Kelley et al., 1992; Saxe and Weitz, 1982), and
includes helpful behaviours such as being perceptive and responsive to customers’
needs, or providing solutions with the customers’ best interest at heart (Dobni et al.,
1997).

Table 3.1. Employee behaviour typology.

Company-Directed Customer-Directed
In-Role Work-Oriented Behaviours Service Oriented Behaviours
(WOB) (SOB)
Extra-Role Organizational Citizenship Customer Oriented Behaviours
Behaviours (OCB) (COB)

Source: Podsakoff and MacKenzie (1997).

Three things are worth noting at this point regarding customer-directed extra-role
employee behaviours. Firstly, customer-oriented behaviour has been treated in the
literature in different ways. For Zablah et al. (2012) for example, the construct
represents an individual’s work value. For the most part though, existing literature
conceptualizes customer-oriented behaviour primarily in two ways: (1) as a state-like

construct involving employee behaviours intended to engender customer satisfaction
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and reflecting service employees’ affect towards customers (Grizzle et al., 2009;
Stock and Bednarek, 2014), and as (2) a psychological variable that motivates
employees to satisfy customer needs (e.g., Brown et al., 2002). It is the first
conceptualization that is of interest for this thesis as it focuses on a state-like
perspective rather that on an intrinsic psychological variable.

Secondly, it has been advocated that the conceptual distinction between role-
prescribed and extra-role behaviour is likely to be particularly unclear in customer
service contexts (Bettencourt et al., 2005). As Tepper et al. (2001) argue “the
distinction between inrole and extrarole is too ambiguous to identify a set of
behaviours that may be regarded as extrarole across persons, contexts, and time”. In
other words, it appears that service employees ostensibly perceive many extra-role
behaviours as part of their job, rather than as being discretionary (Morrison, 1994).
Hence, it may be more suitable viewing the majority of service employee prosocial
behaviours as being placed somewhere along a discretionary continuum ranging from
entirely role-prescribed to entirely extra-role (Bettencourt et al., 2005). That said, the
key idea worth retaining at this point is that, depending on a number of factors (e.g.,
work context) (Dierdorff et al., 2012), service employees enjoy to a smaller or to
larger extent the privilege of choosing whether to limit their behaviour to the
absolutely necessary organizationally imposed rules, or to ‘go above and beyond the

call of duty’ by providing superior service to their customers (Morrison, 1994).

Thirdly, as can be observed various perspectives have given birth to all sorts of terms
and conceptualizations in order to express what the construct of service employee
prosocial behaviour represents. Drawing on the aforementioned review, it is proposed
that service employee prosocial behaviours towards customers are subjectively
defined according to a number of individual factors and typically lay somewhere
between a discretionary continuum; the closer these behaviours are to the extra-role
extreme, the higher their contribution to the satisfaction of customers’ needs and, by
consequence to the organizational effectiveness. The section that follows overviews
the outcomes as well as the antecedents of employee prosocial behaviours during their

interactions with customers.

69



3.6.3. Service Employee Behaviours in Customer Interaction

As previously outlined, apart from their significance in terms of contributing to the
overall organizational effectiveness, service employee extra-role behaviours have
been associated with favourable outcomes when performed at the service employee-
customer interface (Brief and Motowidlo, 1986). For instance, perceived service
employee effort in general has been positively linked to customer satisfaction (Mohr
and Bitner, 1995). Likewise, customer perceptions of service employees’ COBs have
shown to be positively related to customer commitment to the service firm (Donavan
and Hocutt, 2001). Hennig-Thurau (2004) empirically supported the fact that
customer orientation of service employees is significantly related to customer
satisfaction and emotional commitment, which in turn promote customer retention.
Furthermore, COBs have been shown to influence customers’ perceptions of rapport,
indicating the potential for building future relationships with a service firm (Kim and
Ok, 2010). Finally, service employee extra-role behaviours have been found to induce
prosocial behaviours from customers as well, implying their potential for the
development of a cycle of reciprocal behaviours among the two parties (Bove et al.,
2009; Mingjian and Ruixue, 2011; Yi and Gong, 2008). From all of the above, it
becomes evident why such employee behaviours are desirable by service

organizations.

Given the acknowledged beneficial outcomes of service employee behaviour that
exceeds formal role requirements, it comes as no surprise that a significant amount of
studies has been mostly interested in identifying the antecedents to these types of
behaviours (Tepper et al., 2001), and therefore a wide range of influential variables
has been revealed over the years. For instance, empathy (Brief and Motowidlo, 1986),
positive mood (George, 1991), and job satisfaction (McNeely and Meglino, 1994),
have all been associated with the engagement in prosocial behaviours at work.
Positive affect has also shown to influence altruism towards coworkers, and COB
(Kelley and Hoffman, 1997). Moreover, equity theory (Adams, 1963) and social
exchange theory (Blau, 1964) have been used to explain the relationship between
work fairness perceptions and employee extra-role behaviours (Tepper et al., 2001).

Likewise, reward contingencies such as distributive and procedural justice (i.e. an
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individual’s perception of rewards being allocated equitably and through fair
procedures respectively) have been found to affect employee willingness to engage in
COBs (Kim et al.,, 2004). Furthermore, service employee empowerment and
organizational commitment have shown to influence extra-role customer service (Lee
et al., 2006), whereas organizational climate acts as a moderator of COBs (Grizzle et
al., 2009). In view of all of the above, it appears that despite the broad spectrum of
examined predictors of prosocial behaviours, the majority of research has considered
organizational or individual factors as predictors of service employee willingness to

engage in extra-role behaviours.

Having said this, and as indicated in the former sections, interactions with customers
are fundamental to service employees’ work (e.g., Dormann and Zapf, 2004; Yagil,
2008b). Therefore, it appears that customers too may affect the service employees’
willingness to perform prosocially since their behaviour can deeply affect employee
attitudes and behaviours (e.g., Barnes et al., 2013; Dallimore et al., 2007; Harris,
2013). For example, Stock and Bednarek (2014) empirically demonstrated that
supportive customers are likely to enhance service employees’ COBs, which in turn
enhance customer satisfaction. Likewise, Barnes et al. (2015) showed that delighted
customers increase employee positive affect, which in turn, among other outcomes,
positively affects their engagement in COBs. Finally, a recent notable contribution
was made by Jung et al. (2017), who acknowledged a lack of research on customer
behaviour as an antecedent to service employee behaviour, and empirically
demonstrated that customer-initiated justice can positively affect employee COB. In a
broad sense, it appears that “likeable customers seem to get more attention or better
service than others” (Ivarsson and Larsson 2010, p.71) from employees. On this note,
when service employees feel a sense of personal connection and enjoy interacting
with particular customers, they are viewed as engaging into a distinct category of
behaviours, perceived as being both in-role and extra-role. Specifically, two types of

employee behaviours related to relationship building are briefly overviewed next.
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3.7. Behaviours Related to Relationship Building

The term ‘relationship’ employed in this section essentially refers to repeated
exchanges among service employees and customers, which, ultimately leads to a
history of shared interactions (Gutek et al., 1999). In this vein, the next sections
overview service employee behaviours that either promote the development of a
relationship with customers (i.e. rapport-building behaviours), or that result from their

ongoing relationship with specific customers (i.e. relational benefits).

3.7.1. Rapport-Building Behaviours

The clear definition of the notion of rapport can be attributed to Gremler and Gwinner
(2000). Specifically, having acknowledged the existence of a plethora of research on
the construct from various disciplines (e.g., education), as well as its relevance and
value in terms of building relationships with customers, the authors admitted to a lack
of a clear operationalization of the construct in the services marketing literature.
Hence, Gremler and Gwinner (2000) aimed at gaining a more thorough understanding
of rapport by conducting in-depth interviews among service employees and
customers. This process led them to the identification of two dimensions of rapport:

enjoyable interaction and personal connection.

The authors defined the enjoyable interaction component as “an affect-laden,
cognitive evaluation of one’s exchange with a contact employee” (Gremler and
Gwinner, 2000, p.91). This feature of rapport is closely related to the notion of
functional quality (Gronroos, 1982), which describes the way that something is being
delivered. Therefore, as an overarching construct, according to Gremler and Gwinner
(2000), functional quality encompasses several elements inherent in the interpersonal
interaction occurring during the service encounter (e.g., verbal and nonverbal
expressions). Consequently, enjoyable interaction involves the assessment of the
relational aspects of the service (Gremler and Gwinner, 2000). Personal connection
on the other hand “represents a strong affiliation with the other person (perhaps
unspoken) based on some tie (e.g., close identification with the other, mutual caring,

etc.)” (Gremler and Gwinner, 2000, p.91). The authors contended that this dimension
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of rapport affects the development of commercial friendships, even during mundane
and non-recurring encounters, and it essentially involves an intense mutual interest on
what the other party is doing or saying during the encounter. Finally, Gremler and
Gwinner (2000) empirically assessed and found support for the fact that rapport is
linked to customer perceptions of satisfaction, loyalty and positive word-of-mouth

communication.

Few years later the same authors revisited the notion of rapport, which they defined as
“the perceived quality of the relationship, dealing with the communication between
the two parties and characterized by a connection or understanding among the
participants” (Gremler and Gwinner, 2008, p.309). This time, in order to further
elaborate on the concept, the authors aimed at identifying specific employee
behaviours that enhance rapport-building with customers during service encounters.
In particular, through the implementation of the Critical Incident Technique among
customers and retail employees, Gremler and Gwinner (2008) developed a
categorization scheme of employee behaviours that foster rapport-building. Their
results consisted of five major categories - three of which were consistent with prior
rapport literature - as well as fourteen subcategories. A summary of the behaviours

revealed by the study is presented in Table 3.2 that follows.
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Table 3.2. Rapport-building behaviours used by service employees.

Category of Behaviour Description Subcategories

Atypical actions

Uncommonly attentive Performing Personal recognition

behaviour above-and-beyond actions  Intense personal
interest

i . _ Identifying mutual
Discovering of something  jnterests

Common grounding in common with the Finding other
behaviour customer similarities

_ _ Unexpected honesty
Genuinely looking out for Civility

Courteous behaviour the customer Empathy

Explicitly attemptingto ~ Using humour
Connecting behaviour ~develop a connection with Pleasant conversation

the customer Friendly interaction
) ) Giving advice
_Sharlng or gathering of Imparting knowledge
Information sharing information from th_e Asking questions to
behaviour customer to serve _h'S/ her  understand customer’s
needs more effectively needs

Source: Gremler and Gwinner (2008).

In view of these findings, few points are worthy of attention. First of all, next to
engaging in pleasant conversation, atypical action behaviours constitute the category
of employee behaviour that was mentioned most frequently by the informants in the
exploratory study. Therefore, ‘going the extra mile’ when serving customers, reflected
in the subcategory of ‘atypical actions’ (Gremler and Gwinner, 2008) (see Table 3.2,
above), is seemingly instrumental in the development of rapport for customers (Hyun
and Kim, 2014) and employees alike. Interestingly, such atypical employee actions
are conceptually commensurate with extra-role customer service (Bettencourt and
Brown, 1997). This parallel between the two constructs is significant in its own right,
as it showcases that service employees are aware of the fact that they actually choose
to offer extra-role service to those customers with whom they attempt to establish a
sense of rapport. Secondly, Gremler and Gwinner (2008) linked each subcategory of
behaviour to specific favourable outcomes that are collateral to rapport-building,
denoting thus that these behaviours involve other indirect organizational benefits. For
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example, the use of humour has been associated with positive service evaluations,
whereas imparting knowledge develops customer trust in the employee. Third, the
authors also noted that employees may implement a simple strategy, a two-strategy, or
a multiple rapport-building strategy when interacting with customers. However, their
analysis demonstrated that customers perceive rapport behaviours regardless of the
number of behaviours exhibited and of the strategy employed. This finding
underscores the impact of employee rapport-building actions on customers, while
denoting its association with specific managerial implications (e.g., identifying the
appropriate rapport-building behaviour in each situation). Fourth, in relation to the
previous section referring to the categorization of employee behaviours from a role
theoretical perspective, it can be inferred that all rapport-building behaviours may be
perceived both as role-prescribed or extra-role by the employees. For instance, from a
work context viewpoint, it is most likely that service jobs that operate in a more
hedonic context (e.g., tour guides) might perceive the ‘connecting behaviour’
component as positioned more towards the in-role end of the continuum rather than
extra-role, compared to other jobs that are more functional in nature (e.g., bank teller).
Finally, the authors noted that the effectiveness of service employee rapport building
behaviours is also context-specific. For instance, customers of an upscale restaurant
may not be particularly affected by courteous employee behaviour since, given the
service context (i.e. luxury restaurant), exceptional service is likely to be expected by
customers (Hyun and Kim, 2014).

That being said, it is worth retaining that whether perceived as role-prescribed or
extra-role by customers, rapport-building behaviours are performed when service
employees enjoy interacting with their customers and feel personally connected to
them. As such, these behaviours fall within the range of choices that service
employees possess and that are contingent on their interaction with their customers.
These rapport-building behaviours in turn offer several benefits to customers in the

long-run. These relational benefits provided by service employees are developed next.
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3.7.2. Relational Benefits

Employee rapport-building behaviours seem to share several similarities with the
notion of relational benefits, i.e. the benefits that customers reap as a result of having
maintained a long-term relationship with a service firm (Gwinner et al., 1998).
Specifically, existing literature has identified three primary types of benefits that
customers experience and that are owed to their long-term exchanges with a service
firm: confidence benefits, social benefits, and special treatment benefits (Gwinner et
al., 1998). The connection between these benefits and employee rapport-building
behaviours is based on two premises: (a) both are expressed through employee
behaviours, i.e. it is the employees who engage in rapport-building behaviours, and
likewise, it is essentially the employees who offer different types of relational benefits
to customers; and (b) the temporal order through which these occur, i.e. rapport-
building behaviours seem to precede relationship development with customers, and by
consequence, relational benefits. Overall, such is the value of relational benefits that
Gwinner et al. (1998) suggested that customers may decide to stay in a relationship
with a service employee, even in the event that the core service offered by a firm is

perceived as inferior to available alternatives.

Firstly, confidence benefits, involve less customer anxiety and more trust in the
service provider’s performance (Gwinner et al., 1998). In this regard, it can be argued
that employee extra-role actions are conducive to achieving such lower levels of
perceived risk and anxiety for customers. For instance, customers may receive a type
of better treatment by receiving faster and/or more flexible service delivery (Homburg
et al., 2008). As a result, these types of actions confer a sense of reliability and trust to
the customer towards the service employee by enhancing his or her perception that the
service is being performed correctly (Gwinner et al., 1998). In simple terms, the
customer perceives that the service employee has the customer’s best interest at heart
by providing his or her best service, and that there is a reduced level of uncertainty
with regards to the overall service experience (Beatty et al., 1996). On this note,
Czepiel (1990) maintained that notions such as confidence are central to the concept
of relationship, suggesting that risk-reducing behaviours are likely to constitute the

cornerstone for the development of customer-service employee linkages. In this view,
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it has been empirically demonstrated that behaviours which contribute to reducing
feelings of risk increase customers’ perception of being favourably treated (Kim and
Ok, 2009), and are likely to more readily encourage reciprocal behaviours from
customers compared to other benefits that may be provided by a service firm (Wetzel
etal., 2014).

Secondly, service encounters are social encounters above all (McCallum and
Harrison, 1985), and therefore they involve a personal dimension that has the ability
to moderate the degree of social distance typically encountered during an exchange
between a customer and a service employee (Czepiel, 1990). This interpersonal
communication suggests that customers perceive as having received kind and humane
treatment (Metcalf et al., 1992). Hence, these social benefits reflect these emotional
aspects of relationships (Kim and Ok, 2009). Specifically, social benefits enhance the
development of service communality (Goodwin, 1996), which is defined as the degree
to which a service relationship resembles a friendship. What distinguishes
communality from the rest of the service behaviours is the fact that “it is
operationalized as conversational interchanges on topics unrelated to the core
service...enacted on a voluntary rather than a programmed basis” (Goodwin, 1996,
p.397). Social benefits essentially comprise of the socio-emotional aspects of service
employees’ performance (van Dolen et al., 2002). These aspects facilitate interactions
while fostering a positive evaluation by showing friendliness, enthusiasm and
empathy to the customer that may or may not extend beyond the workplace (Barnes et
al., 2013; Beatty et al., 1996; Rafaeli, 1993). In addition, the literature suggests that a
basic element underlying the formation of these ‘commercial friendships’ (e.g., Price
and Arnould, 1999; Rosenbaum, 2009) pertains to the unpredictable occurrence of
positive interactions. In the same vein, Reynolds and Beatty (1999) state that social
benefits resemble close friendships and include an enjoyment dimension of the other
person’s company. These behaviours deviate from the programmed emotional acting
reported by Hochschild (1983) by being more genuine and spontaneous in nature
(Goodwin, 1996). Social benefits often mentioned in the literature include feelings of
familiarity such as personal recognition and use of a customer’s name (Howard et al.,
1995), friendship and social support (Berry, 1995), engagement in friendly

conversations or demonstration of personal warmth (Crosby et al., 1990). Such
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behaviours are said to occur when a customer and a service employee share similar
cognitions and/or when they have a high accuracy in role taking (Mohr and Bitner,
1991). According to Berry (1995) service firms capitalize on these social bonds with
customers in order to further personalize and customize the relationship with them.
Social benefits are also of primary importance, as they constitute one of the main
drivers that induce loyalty to customers in high-contact services such as restaurants
(Mattila, 2001; Parish et al., 2008). Furthermore, social benefits that lead to the
development of social bonds between customers and service employees have shown
to constitute a significant advantage in instances where the core product is
noncompetitive, or in the event of a service failure, as social bonding prompts

customers to exhibit more tolerance towards the provider (Berry, 1995).

Finally, in defining special treatment benefits the term ‘exclusivity’ is key. Also
referred to in the relevant literature as ‘preferential treatment benefits’ (e.g., Lacey et
al., 2007; Xia and Kukar-Kinney, 2014; Soderlund et al., 2014), ‘customization
benefits’, or ‘economic benefits’ (Gwinner et al., 1998), these benefits share a
common characteristic: they reflect service employee behaviours that involve the
offering of privileges to specific customers, which are typically not available to
everyone (De WuIlf et al., 2001; Wetzel et al., 2014). These types of benefits are
viewed as conferring a sense of elevated status to customers by making them feel
special and by indicating that they possess a high ranking that is widely recognized
and that is usually associated with prestige, power, or entitlement (Dréze and Nunes,
2009). Similar to the notion of ‘augmented personal service’ employed by Beatty et
al. (1996) on their qualitative study on relationship formation, special treatment
benefits include service employee behaviours that clearly exceed customer
expectations by doing something very special that at times deviates from the
organizationally prescribed script. As such, these behaviours have previously shown
to ‘lock’ the customer into a relationship in its early stages (Beatty et al., 1996). On
the same note, ‘differentiation’ has been also defined as a customer’s perception of
being treated and served differently from the other customers (De Wulf et al., 2000).
Research shows that customers feel advantaged when they receive special treatment
(Xia and Kukar-Kinney, 2014) as this conveys them the message of being privileged

in comparison to the other customers (Gwinner et al., 1998). Although special
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treatment has been previously rated as the least important of the three types of
relational benefits by customers (Gwinner et al., 1998), it has also been empirically
validated that the receivers of special treatment demonstrate higher levels of
commitment and emotional attachment to a service firm, increased repurchase

intention and level of purchases (Lacey et al., 2007).

To conclude, overall the previous sections suggest that service employees can perform
according to their organizationally prescribed script. Nevertheless, service employees
can also decide to exceed customer expectations by performing at a high standard.
Similarly, they may go off-script in a positive way by building friendships with
customers, or by offering exclusive privileges to their customers. However, failing to
overview the ways that service employees may deviate from their expected role
behaviour in a negative way would constitute a one-sided approach. Such an omission
could constrain the understanding of the range of behaviours that service employees
may engage in during their interactions with customers. Hence, the rather idealized
view of service employee actions developed earlier is shadowed by the existence of

another, ‘darker side,” of service employee behaviour, namely service sabotage.

3.8. Service Sabotage

Despite the contention that service employees are deeply affected by their interactions
with customers, Ivarsson and Larsson (2010) addressed a significant gap in their
research report. Specifically, the authors pointed out that researchers have primarily
overlooked the fact that customers also have a profound impact on service employees’
willingness to provide service — a fact that occurs in reality regardless of its
appropriateness. In this vein, despite the application of organizationally set rules,
service employees posses a sort of informal autonomy regarding their behaviour
towards customers (Blancero and Johnson, 1997). As such, they may choose to (a)
control the product and service delivery (e.g., delivery time, information,
presentation); (b) adjust their attitude and behaviour; and (c) help, or deliberately
withhold help from customers (Blancero and Johnson, 1997). In this view, “employee
intent is of pivotal importance” (Harris and Ogbonna, 2009, p.326). That is to say,

service employees may engage in negative behaviours that do not encompass actions
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performed by mistake and therefore are due to human nature, which is far from being
error-free. Rather, similar to the notion of ‘anticitizenship behaviours’ (Podsakoff and
MacKenzie, 1997) mentioned earlier (cf. section 3.6.2, p.66) that are not functional to
organizational effectiveness, service employee negative behaviours involve actions

designed and performed in a way that deliberately harms the service.

Probably the most significant contribution in terms of this type of service employee
behaviour has been offered by Harris and Ogbonna (2002, 2006, 2009), who provided
an empirically supported comprehensive overview of the “dark side of service
dynamics” (Harris and Ogbonna, 2009, p.325). According to the authors, despite the
various terminologies adopted in order to describe service employee negative
behaviours (e.g., deviant behaviours, counterproductive behaviours, dysfunctional
behaviours, misbehaviour), service sabotage constitutes the term that most accurately
describes those damaging actions intentionally performed by a service organization’s
members. In this vein, service sabotage involves a wide range of acts, which may be
covert or overt, routinized or intermittent. Examples include slowing the service
encounter, condescending behaviour towards customers, disregarding the firm’s

service standards, or even instances of damaging customers’ personal property.

Three things are worth noting at this point: firstly, service employee sabotage is not
all that uncommon; Harris and Ogbonna (2002) revealed that 85% of service
employees routinely commit service sabotage, indicating the pervasiveness of the
phenomenon. This fact assumes greater importance in considering that sabotaging
actions have immediate negative consequences for the service encounter. As such,
they are negatively associated with service employee-customer rapport and functional
quality described earlier (cf. section 3.7, p.72). Furthermore, service sabotage affects
organizational effectiveness as sabotaging actions have been found to indirectly and
adversely affect organizational performance (Harris and Ogbonna, 2006). Secondly,
“whereas manufacturing sabotage is commonly designed to affect the firm or
coworkers, the target of service sabotage is the customer” (Harris and Ogbonna, 2006,
p.544). This suggests that regardless of the motivation for engaging in such
behaviours, the customer is the one who habitually ‘pays the price’. Finally, among

other causes (e.g., employee risk-taking tendency), customers constitute a significant
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antecedent to service employee sabotage. Specifically, when service employees feel
disadvantaged in some way during their interaction with customers, they respond with
sabotaging actions, which are perceived as completely justifiable and understandable
by their executors on the basis of former unfair customer behaviour (Harris and
Ogbonna, 2002, 2006). This finding especially highlights the reciprocal alignment
between service employee and customer behaviour during the service encounter.
Termed “customer revengers” (Harris and Ogbonna, 2009, p.328), these service
employees are otherwise functional and valuable organizational members. However,
further to a perceived unreasonable customer behaviour, they aim at intentionally
worsening the customer’s service experience in order to either achieve their personal
gratification or to demonstrate their sense of camaraderie to coworkers. Consequently,
they may choose to slow their service, to add extra charges, or to make calculated
mistakes, which ultimately result in annoyed and dissatisfied customers, and spoiled

service encounters.

In a similar vein, lvarsson and Larsson (2010) empirically showed that service
employees admittedly make use of their power and untruthfully: (a) claim that an item
is sold out; (b) say that they will be making inquiries about a customer matter; (c)
maintain that a particular customer request is unfeasible; (d) provide customers with
incorrect information; or (e) withhold expertise and knowledge. Complementing
Harris and Ogbonna (2002), the authors mentioned how this type of behaviour was
reflected in one third of their sample, suggesting that the provision of insincere
service is not all that rare among service employees. Adding to this, the authors also
argued that the more customers produce negative feelings to service employees, the
less motivated service employees will be to provide extra-role service to these

customers.

From all of the above, it can be inferred that service employees are required to follow
an organizational protocol of the appropriate behaviour to be enacted during their
interaction with customers. However, in reality service employees possess, to a
certain extent, a type of informal discretion to provide good service to their

customers, to keep service to a bare minimum - or to even withhold it from them.
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3.9. Summary

Chapter 3 proceeded with the literature review of this thesis by providing a
description of the role and of the importance of service employees during the service
encounter. In so doing, the nature of service work has been overviewed with a
particular focus on the components of the theory of Emotional Labour. This overview
has highlighted the fact that service employees are required to exert a certain amount
of emotional, organizationally-prescribed effort when performing their service role, in
order to achieve customer gratification. Such an effort can oftentimes result in
resource depletion for service employees, notably when they are required to deal with
challenging interactions and the demands of ill-mannered customers. As a
consequence, apart from being affected in terms of their well-being, such a resource
loss can also affect the quality of their performance. A resource-based approach can
help explain these outcomes. Specifically, the fundamentals of Conservation of
Resources theory and the Job Demands-Resources model overall underscore the
importance of resource availability in terms of helping service employees in meeting
or exceeding their formal role requirements. As such, and through a role theoretical
perspective, the chapter presented a host of roles that service employees may perform
when providing service. Apart from in-role behaviour, which is anticipated by all
stakeholders (i.e. prescribed by the service firm, and expected by customers), on the
one hand service employees can voluntarily engage in behaviours that are
discretionary, and which although not officially rewarded, are nonetheless desirable
by service organizations due to their associated beneficial outcomes. On the other
hand, service employees can admittedly decide to engage in undesirable behaviours,
primarily directed towards their customers.

To resume, Chapter 3 has highlighted three main points relevant to the present
research: (a) service employees are required to follow formal role requirements,
which necessitate a certain amount of effort. The amount of effort exerted is
oftentimes influenced by customer demands; (b) service employees may exceed
formal role behaviour and offer enhanced service. This extra-role behaviour can be
supported by customer resources; and (c) service employees may engage in

sabotaging actions, following customer mistreatment. Hence, customers have the
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ability to influence and to direct employee behaviour either through the demands they
place upon them, or through the resources they bring to the service encounter through
their behaviour. In simple terms, during the service encounter customers may act as
both: facilitators and/or obstructors of service. Therefore, having established the role
of service employees in delivering a positive service encounter, Chapter 4 concludes
the literature review part of the thesis by documenting the roles assumed by the other

party of the dyad in the service encounter: the customer.
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CHAPTER 4

THE CUSTOMER

4.1. Introduction

Customers constitute one of the major components of the service encounter next to
the service environment and the service employees (Bateson, 1985; Gutek et al.,
2002; Wu, 2008). In this vein, and consistent with the aims of this thesis, Chapter 4
overviews customers’ roles and behaviours during the service encounter, with a
particular focus on the ones assumed during their interaction with service employees.
By acknowledging that customer behaviour has a deep impact on service employee
behaviour (Bettencourt and Gwinner, 1996; Dudenhdffer and Dormann, 2012), two
prevailing streams of research are identified in the services marketing literature and
are discussed at this stage of the thesis. Specifically, on the one hand customers have
the power to hinder the service delivery and therefore to obstruct the service
encounter by directing it towards a negative outcome for both parties (Echeverri et al.,
2012). On the other hand, customers can effectively contribute through their
behaviour to the successful delivery of the service and to therefore achieve a positive
service encounter (Kelley et al., 1992; Lengnick-Hall, 1996, 2000). Both types of

customer behaviours are documented in this chapter.

4.2. Overview of Customer Roles

Mills and Morris (1986) argue that a customer-employee interaction includes a
number of more or less explicit or implicit rights, obligations and privileges, which
essentially constitute a form of ‘contract’ between the parties involved in the
encounter. Even though employee roles are organizationally defined and are therefore
likely to lead to specific outcomes, customers more often ignore the importance of
their role in the service encounter process. However, in line with Role Theory (cf.
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section 2.5, p.30), it is important that both parties to the exchange are able to identify
with the role they occupy during the service encounter, as the roles adopted are likely
to affect the outcome of the exchange. Adding to this, for Guiry (1992) the heart of
the service encounter may lie within customer satisfaction. However, according to the
author, customer satisfaction essentially arises from the fusion of giving and receiving
service during the personal interaction between customers and service employees.
Implied by this is that customers are active participants to the service encounter and
are therefore, at least partially, responsible for the outcome they receive and, by

consequence, for their own satisfaction.

In support to this standpoint, in their recent study Stock and Bednarek (2014)
questioned why customers have scarcely been viewed as sources of their own
dissatisfaction; more so despite the long-standing assertion that customers indirectly
impact on their own satisfaction through their inappropriate behaviours or
unreasonable demands (Bitner et al., 1994). In this regard and inspired by the JD-R
model, Stock and Bednarek (2014) proposed an adjusted model that integrated
customer behaviours as demands and resources. In particular, the authors empirically
tested what they termed as customer demands-resources (CD-R) model, which
involved a causal chain running from customer demands (e.g., negative customer
behaviours) and resources (e.g., customer support) to customer satisfaction, with
service employees’ psychological state (customer-oriented attitude) and behaviour
(customer-oriented behaviour) as mediating variables. The study findings provided
further empirical support for the JD-R model as a theoretical foundation for the
service employee-customer interface and underscored that (1) customer demands
decrease service employees’ customer-oriented attitude through the mediating
construct of emotional exhaustion; (2) customer resources (e.g., support) enhance
service employees’ customer-oriented attitudes and behaviours; and (3) customer
resources buffer the negative effect of customer demands on employee customer-
oriented attitudes. More importantly, the authors demonstrated how service employee
behaviour is contingent on customer input, thereby showcasing customers’

responsibility for their own satisfaction.
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Likewise, this thesis proposes that customers may constitute sources of their own
satisfaction when they exhibit thoughtful and supportive actions towards service
employees, which in turn are perceived as beneficial resources by the recipients.
Specifically, it is argued that in order to understand how customer behaviours can
influence the service encounter outcome, it is essential to initially grasp how customer
behaviours influence service employees during the encounter process (Stock and
Bednarek, 2014). For instance, as discussed in the sections that follow, customers may
behave in a way that obstructs the service delivery for service employees by
increasing their job demands, thus resulting in decreased service employee
performance. On the contrary, when providing resources, customers may act as
facilitators of the service delivery, thereby increasing the likelihood of receiving
enhanced service. That said, a comprehensive review of customer obstructive
behaviour is beyond the scope of this thesis. However, a brief summary of the
literature investigating customer misbehaviour is deemed necessary in order to
illustrate how customer roles and behaviours affect service employees’ experience,
but also how service employee behaviour is aligned with the behaviour previously
exhibited by customers in both positively and negatively charged encounters.
Therefore, in order to allow for a parallel comparison, an overview of both types of
behaviours along with their associated outcomes is developed in the following

sections, with a primary focus on customer contributory behaviour.

4.3. Customers as Obstructors

Many service firms operate under the philosophy that ‘the customer is God’ or ‘the
customer is always right’ (Berry and Seiders, 2008; Reynolds and Harris, 2006).
However, such a viewpoint contrasts existing scholarly research that provides ample
evidence of customers behaving badly in the context of the service environment (e.g.,
Fan et al., 2012; Reynolds and Harris, 2009; Reynolds and Harris, 2006). In fact,
customers are found to disobey organizational rules and norms that prescribe
acceptable and compliant ways to behave during the service encounter more often
than assumed (Fisk et al., 2010). More importantly, a common scenario suggests that
the most frequent outlet for customer unmet expectations consists of service

employees, towards who customers direct inappropriate behavioural reactions
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(Madupalli and Poddar, 2014). Grandey et al. (2004) for instance revealed that within
the United States, frontline employees are subjected to customer misbehaviour on
average ten times a day. Regrettably, comparable findings have been revealed in other
countries all over the world, suggesting that customer misbehaviour constitutes a
global phenomenon that is more pervasive than is likely to be acknowledged (Fan et
al., 2012; Fisk et al., 2010; Reynolds and Harris, 2006). Evidently, it is the majority
rather than the minority of customers who engage in such deviant behaviours
(Reynolds and Harris, 2009). Furthermore, such unmannerly behaviour appears to be
endemic within the service and hospitality sectors (Han et al., 2016; Harris and
Reynolds, 2004).

Customer misbehaviour has received various labels in the literature in order to
describe customer “behaviour in exchange settings which violates the generally
accepted norms of conduct in such situations and which is therefore held in disrepute
by marketers and most consumers” (Fullerton and Punj, 1993, p.570). Examples of
similar terms describing customer unfavourable behaviour include aberrant customer
behaviour (Fullerton and Punj, 1993), problem customers (Bitner et al., 1994),
dysfunctional customer behaviour (Harris and Reynolds, 2003), unfair customers
(Berry and Seiders, 2008), or customer mistreatment (Skarlicki et al., 2008). That
being said and regardless of the term employed, all aforementioned
conceptualizations share a common denominator: they are detrimental to a service
firm, its service employees, and its customers (Berry and Seiders, 2008; Daunt and
Harris, 2013; Harris and Reynolds, 2004) on a financial, physical, and/or
psychological level (Fullerton and Punj, 1993). The present research follows the
guidelines provided by Fisk et al. (2010) and therefore for reasons of clarity, the term
customer dysfunctional behaviour will be currently employed. According to Harris
and Reynolds (2003, p.148), customer dysfunctional behaviour in general refers to
“actions by customers who intentionally or unintentionally, overtly or covertly, act in
a manner that, in some way, disrupts otherwise functional service encounters”.
Examples of dysfunctional behaviour include shoplifting, vandalism, fraud,
psychological, or physical victimization (Harris and Reynolds, 2003, 2004; Fullerton
and Punj, 2004). When the target of such behaviour is the service employee,

customers can engage in verbal abuse, including sarcasm, intimidation, yelling or
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swearing; threats of physical violence, such as slamming tables; and nonverbal
expressions such as angry facial expressions (Berry and Seiders, 2008; Grove et al.,
2004; Huang et al., 2010). In a broad sense, it can be said that customer dysfunctional
behaviour is a form of antisocial behaviour which may range from low-intensity
deviant behaviour with ambiguous intent to harm (e.g., incivility), to high-intensity

deviant behaviour with intent to harm (e.g., aggression) (van Jaarsveld et al., 2010).

Customer dysfunctional behaviour has been associated with several negative
outcomes for each of its intended targets: the service environment, the other
customers, but especially the service employees (Fullerton and Punj, 2004; Grove et
al., 2004; Harris and Reynolds, 2003), who are required to deal with such issues on a
frequent basis (Echeverri et al., 2012). Specifically, behaviours perceived as less civil
by service employees tend to have a negative impact on them (Fisk et al., 2010) on
several levels. For example, a study conducted by Grandey et al. (2002) among part-
time service employees, revealed that customer mistreatment constitutes the most
frequently mentioned cause of anger. A series of field interviews by Harris and
Reynolds (2003) has significantly helped advance the current understanding of the
adverse consequences of customer dysfunctional behaviour on service employees by
identifying four types of negative effects: (a) long-term psychological effects
(sustained feelings of degradation and stress disorders); (b) short-term emotional
effects (negative mood and inauthentic emotional display); (c) behavioural effects
(reduced motivation and retaliation); and (d) physical effects (tangible damage to the
service employee and their private property). In a similar vein, Grandey et al. (2004)
showed that dealing with unfair customers produces added stress to employees while
increasing their turnover and general unwillingness to perform. Berry and Seiders
(2008, p.30) suggested that unfair customer behaviour, i.e. “when a customer behaves
in a manner that is devoid of common decency, reasonableness and respect for the
rights of others”, can affect employees’ job satisfaction and can weaken a company’s
overall service quality. Customer complaints together with customer demands have
been negatively linked to service employees’ customer-oriented attitude via
employees’ emotional exhaustion (Stock and Bednarek, 2014). Likewise, a recent
study from the restaurant industry revealed significant positive relationships between

customer dysfunctional behaviour, service employee burnout and turnover intention
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(Han et al., 2016). Obviously, some customers may not necessarily be rude or
unpleasant, however, they may place such demands to the service employees in terms
of requiring a prolonged and complex response from them, that they eventually add

more strain to their work (Rafaeli and Sutton, 1990).

Hence, it is clear that what may be perceived as dysfunctional customer behaviour
encompasses a wide range of customer actions, associated with negative
consequences for employees. On this note for example, Dormann and Zapf (2004)
drew on Conservation of Resources Theory (COR) (Hobfoll, 1989), and argued that
disproportionate customer expectations impact on employees’ self-efficacy, optimism,
self-esteem and goal-pursuit. Moreover, the authors revealed four constructs that
constitute typical stressors in employee-customer interactions: (a) unreasonable
customer expectations that tap on fairness issues; (b) verbal aggression and other
forms of antisocial behaviour that threaten the employees’ basic resources; (c) hostile,
humourless and unpleasant customers that hinder the work process of the employee;
and (d) ambiguous customer expectations that create organizational problems,
uncertainty, or time pressure. Likewise, in a recent effort to understand how frontline
employees respond to aggressive customer behaviour, Chuanchuen et al. (2015) found
that employees experience negative psychological well-being, involving negative
affect, anxiety, depression and stress. More importantly, the authors revealed that
when dealing with aggressive customers, employees feel a form of threat relating to
their work goals. Specifically, employees experience a sense that they will not be able
to successfully achieve their work-related tasks such as serving other customers well
(Berry and Seiders, 2008). Consequently, it can be inferred that customer
dysfunctional behaviour impacts on the service employees’ psychological, social and
physical well-being, which in turn affects their ability to deliver good service to all

customers.

Furthermore, it stands to reason that unbalanced exchanges involving customer
dysfunctional behaviour are likely to be perceived as unfair by service employees. As
a result, they should feel the urge to reduce their investments in the exchange
relationship. In particular, Equity Theory (Adams, 1963) developed in an earlier

chapter (cf. section 2.4.3, p.25), postulates that when individuals perceive that their
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inputs into an exchange (e.g., service employee effort, emotional labour) are higher
compared to the other party’s inputs (e.g., customer disrespectful behaviour), they are
likely to decrease their effort and productivity. In a similar vein, employees who
receive uncivil treatment are also likely to react negatively by reciprocating with
similar behaviour towards the source of the incivility (Andersson and Pearson, 1999).
For example, exploratory research has revealed that the attitude and behaviour of
customers is likely to spark deviant service employee behaviour directed at the source
of injustice (Browning, 2008). Recalling from Chapter 3 (cf. section 3.8, p.79),
Harris and Ogbonna (2002, 2006, 2009) addressed the issue of service sabotage,
involving actions performed by service employees with the intention of disrupting the
service encounter. In considering the antecedents and consequences of such service
employee behaviours, the authors highlighted the customer as both a source and a
target of such service employee actions. Specifically, the authors clearly identified a
category of service employees, termed ‘customer revengers’, who “react to a
perceived negative customer encounter by seeking to take revenge on the perpetrating
customer whose actions are viewed as unfair” (Harris and Ogbonna, 2009, p.328).
This suggests that service sabotage has a retaliatory quality stemming from
customers’ previous behaviour. Notably, the authors also acknowledged that service
saboteurs invest time and effort to punish those customers that caused them harm on
some level. As a result, service sabotage is likely to divert employee attention from
the service, thereby indirectly affecting their performance towards other unknowing
customers (Skarlicki et al., 2008). In sum, it can be inferred that customer
dysfunctional behaviour can indirectly influence other customers’ experience through

its impact on the service employee’s experience.

Having said this, it is not until rather recently that a scholarly interest has been
explicitly directed towards the empirical investigation of specific service employee
retaliatory behaviours following customer dysfunctional behaviour. Service employee
retaliation can be defined as any unfavourable action taken by a service employee
“that is beyond the norms of normal customer service behaviour” (Madupalli and
Poddar, 2014, p.247). Three studies in particular contributed to the elucidation of
those occurrences that lead service employees to ‘get even’ with customers who

behave badly. The first one, conducted by Skarlicki et al. (2008), proposed that
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perceived customer mistreatment (i.e. interpersonal injustice) leads to disgruntled
employees who are likely to respond with service sabotage towards the source of their
injustice. As previously noted (cf. section 3.8, p.79), service sabotage essentially
refers to “organizational member behaviours that are intentionally designed to
negatively affect the service” (Harris and Ogbonna, 2002, p.166), which intensely
affects the service encounter for customers. The study findings supported that
mistreatment from customers is positively related to customer-directed sabotage,
indicating that employees retaliate in organizationally unauthorized ways in order to
cope with customer mistreatment. Notably, the authors achieved in addressing a
significant gap in the literature by explaining employee sabotage following personal

injustice performed by a source other than an intra-organizational one.

The second study comes from van Jaarsveld et al. (2010), who examined the
relationship between customer and employee incivility. Specifically, the authors
defined customer incivility as the employee’s “perception that the customer is treating
the employee in an uncivil manner (e.g., rudeness, speaking in a disrespectful or
insulting manner)” (van Jaarsveld et al., 2010, p.1489). Similarly, employee incivility
was defined as rude and uncourteous employee behaviour towards customers. The
study results showed that employee incivility towards customers was linked to
customer incivility towards employees. In other words, the study highlighted a
parallel between employee behaviour and customer prior behaviour in that employees
behave in an uncivil manner towards customers as a means of reciprocating prior
customer incivility. As such, the authors demonstrated that when employees
experience negative interactions, they respond to such instances by engaging in
counterproductive work behaviours directed towards the source of their injustice. In

other words, a spiral of incivility may develop at the customer’s initiative.

The third study undertaken by Madupalli and Poddar (2014) provided several insights
regarding the impact of customer dysfunctional behaviour on employee responses.
Specifically, the authors found that abusive customers create greater emotional
dissonance to service employees, while emotional dissonance strongly predicts
emotional exhaustion. This finding receives greater importance in considering that

emotional exhaustion has been previously associated with outcomes such as decreased
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employee performance and job satisfaction (Babakus et al., 1999). Therefore, it can
be inferred that abusive customers also indirectly and negatively affect the service
received by the other customers. However, the most important contribution of the
study pertains to the empirical support offered for the fact that service employee
retaliatory behaviour was directed towards customers who evoked intense negative
affective experiences to them. In simple terms, once again a parallel is revealed
between customer and service employee behaviour, with service employees reacting

and matching their behaviour to the one previously exhibited by customers.

Taken together, previous findings suggest that when customer dysfunctional
behaviour is directed towards service employees, it affects their experience on a
cognitive, emotional and behavioural level. As depicted in Figure 4.1 next, customer-
directed employee behavioural response following customer dysfunctional behaviour
finds two outlets: either the other customers in the service setting, and/or the customer
perceived as dysfunctional. On the one hand, other customers ma