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RESUMEN: -

-
alizadas entrevistas semiestructuradas y grupos especializados con funcionarios de una uni-

clientes. Los resultados fueron comparados con los resultados de los cuestionarios aplicados 

-

RESUMO:

entrevistas semi-estruturadas e focus groups com funcionários de uma unidade hoteleira de 



-

-

Palavras-chave: Encon-

-
-

ees towards customers in the process of  service production determine 

For instance, Juwaheer (2004:350) regards employees as having a great-
er impact than other factors on customer satisfaction. In this sense, it 

-
ployees are of  critical importance to customers’ satisfaction and loyalty. 

-

order to attract new customers, it is important for them to maintain 

employee encounter is very important in creating such loyalty, it is im-

positive and negative effects on customer perceptions. 
-
-

and to compare the comments of  employees and customers regarding 



-

Even a single employee can easily determine a customer’s impression 

service provider with the service itself  (Rafaeli, 1989:245). According 

her satisfaction with the employees with whom he or she is in contact 

 display 

-

-

positive or negative effect on hotel customers.
-

-

-

Furthermore, employees must maintain the hotel’s image through their 

-
cerely, customers may perceive the hotel climate as controlled, sterile 
and inauthentic.

-
-

certain, the customer–employee relationship is determined in a more 
-

).
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-
tomer satisfaction. The customer–employee encounter refers to the mu-

service employee, as well as the inputs and outputs it creates (Hartline 

-

-

-

-
-
-

etc.), authenticity, competence, and minimum failing (Price, Arnould, 
-

-
-

Arnould, & Tierney, 1995).
Hansen and Danaher (1999) focus on inconsistent performance 

-

-



29

response to service delivery system failures, employee response to cus-

-
havior and have different effects on customer reactions (e.g., customer 

-

provider–customer interdependence is relatively high. According to 
Arnould and Price (1993:28), 

-
-

tomer satisfaction after the service encounter is closely dependent on 

-
cal surroundings and employee responses as a critical process which 

analyzing critical incidents gathered from hotels, restaurants, and 
-

response to service delivery system failures, employee response to 
-

-

in hotels, restaurants, and airline industries. Their analytical study 
-

ing the success of  service encounters from the employee perspective.                                      

-
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-
ings of  research conducted on customers. 

-

customize service offerings, (2) recover from service failure, and (3) 

-

activities that clients and service providers jointly pursue and, conse-
-

-
-

positively related to customer satisfaction with the service encounter 

-
-

ee and customer may realize. They consider the employee–employee 
service encounter, focusing on the concept of  the internal customer 

-
cusing on the personal image and appearance of  employees in service 

factor after personality in the eyes of  service employers. 
-

vice encounters with customer satisfaction and employee satisfaction. 
The research unit of  such studies is most often customers, sometimes 

-
-

-
-
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encounters in a case hotel and to detect different dimensions in the 
service process. This research is original in its use of  a case study ap-

considering the views of  employees as well as of  their real customers. 

-
-

service encounter.

-
tomers, resulting in a change in customer satisfaction. The impact of  

satisfaction constitutes the main issue addressed in this research. In this 
study, which was conducted to determine factors affecting the success 
of  the customer–employee encounter, we sought answers to the fol-

in contact with customers in the process of  service production. The 
-

ya, and the sample of  the study consists of  the employees and cus-
tomers of  this hotel. We chose to analyze the service processes of  a 

-
-
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-

semi–structured interview was conducted with employees who were 
in contact with the customers, (2) a focus group interview was con-

employees in contact with the customers (different employees from 

-

-
-

contact with customers were individually interviewed. The interviews 
ranged from 15 to 35 minutes in length. 

-

-

focus group interview, which lasted 80 minutes. 

the case hotel had participated in some aspect of  the study. After con-

were targeted using the convenience sampling method. Responses were 
-

form, respondents’ demographic characteristics (gender, age, educa-

and in their current department (for employees). The second section 
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creating satisfaction in the customer–employee encounter. For instance, 

and cheerfulness on customer satisfaction was assessed. The impact of  

groups together and focus on the customer–employee encounter are 

-

-

and to each organization in almost all sectors might negatively affect 

interview and a focus group interview were conducted in this study in 
-

ation of  the customer–employee encounter. Also, in their discussion 
-
-

the employees and customers. 

Of  the ten employees who participated in the semi–structured in-

Interview participants indicated that in customer–employee encoun-

-

-
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of  more than the product the customer had paid for was considered 

-

-

-

When identifying the elements underlying their performance in en-
counters with customers, the participants also highlighted some fac-

-
rally considered important factors. Other factors the interviewees felt 
impacted their performance in encounters with customers were: the 

-

-
-

are, whether overtime is left to the initiative of  the employee, and the 

-

-

-
-

age) to customers. 
-

ence the encounter. Although the overwhelming majority of  the par-
ticipants stated that they performed a standard presentation regardless 

differently to some groups due to age or profession, and that doing 

their temper under control due to the negative acts of  certain guests 
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display of  gratitude in the form of  a smile in return for the service a 

-
ions on this matter related to differences in the amount of  sincerity, 

-

person with more authority and to hear the same answer from an 
authorized person. 

-

Of  the employees who participated in the focus group interview, 

two were 31–35.

According to the results of  the semi–structured interview and 

-

-



Table 1: Employee Behaviors That Affect the Customer and 
Attitudes and Perceptions and Causes Underlying These Behaviors 

Positively Affect the Customer Negatively Affect the Customer

B
E

H
A

V
IO

R
S

1. 
2. 

-
ized service)

3. 
4. 
5. 

8. -
mise

9. 

1. 
2. -

3. 
reactions

4. 
5. 

-
tomer

Behind Behaviors Which Positively Affect 
The Customers

Behind Behaviors Which Negatively Af-
fect The Customers

A
T

T
IT

U
D

E
S 

A
N

D
 P

E
R

C
E

P
T

IO
N

S 1. 
2. 
3. Trying to create high performance in ser-

vice offering
4. Attitude of  the guest
5. 

Personal characteristics 
Decency 

8. 
9. Empathy 

1. 
2. 
3. 
4. Fatigue
5. 

Emotional state
-

sition 
8. -

tion in encounter with guest 
9. 

Behind Behaviors Which Positively Affect 
The Customers

Behind Behaviors Which Negatively Af-
fect The Customers

C
A

U
SE

S

1. Training
2. Empowerment
3. Provision of  customer satisfaction
4. 
5. 

Personal interest 
8. 
9. 
10. -

11. Word–of–mouth advertising

1. 
of  wage  

2. 
3. 
4. 
5. 

Feeling deceived 
Lying on the part of  the customer

8. -

9. 
10. 
11. 

12. 
management 

13. Training



-
haviors they thought made the customer happy. When discussing these 
attitudes, the employees stated that the moment at which the event 

create high performance in service offering, the attitude of  the guest, 

characteristics, decency, conscience, and empathy.

to have a positive impact on the customer, the participants noted that 

-
tors. The factors suggested as reasons were training, empowerment, 

-

advertising for the hotel.

-

-

-

in the hotel.

-

-
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-

-
-

cance for these factors. With this purpose, in the last section of  the 

-

are some critical stages of  the service encounter according to Hsu and 

customer–employee encounters.
-

standing of  customer satisfaction and dissatisfaction.  This result parallels                                                                                                                  

al. (1994), some factors gathered from employees’ evaluations affect 
on customer satisfaction and dissatisfaction at different levels. There-

-
-

-
-

(2004) emphasizes the role of  trust in the service encounter, only one 

the particular importance of  trust.
-

-
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-

-

Table 2a: Demographic Characteristics of  the Employees 

Number %

20 51.3
Female 19

Age 10
18-24 25
25-34 3
35-44 1
45-54 1

Education Level
1
12 30.8

University 23 59.0
3

28
11 28.2

1-2 10
3-4 10

10
8 or more 9 23.1

Department
Animation 4 10.3

10
1
4 10.3
1
11 28.2
4 10.3
4 10.3
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Table 2b: Demographic Characteristics of  the Customers

 Number %

105

Female 102 49.3

Age

18-24 19 9.2

25-34 51

35-44 33.3

45-54 59 28.5

55 or older 9 4.3

Education Level

19 9.2

University

20

129

1 132

2 52 25.1

3 14

4 3 1.4

5 or more 2.9

Health 24

41.5

8 3.9

Visiting Relatives or Friends 11 5.3

-

-
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-
-

The customers and employees differed in their opinions of  the levels 

Table 3: A Comparison of  the Opinions of  Customers and 
Employees About the Positive Impact on Customer Satisfaction of  

Employee Behaviors in Service Encounters

Employee behaviors Order of  Impact on Customer Satisfaction

Employees Customers

Mean s.d. Order Mean s.d. Order

0.53 1 1

2 0.88 2

4.58 3 4.15 0.83 3

4.43 5 4.09 0.81 4

Offering the proper service the 0.82 4 4.05 0.85 5

Offering a compromise to solve a 4.28 9 4.04 0.88

4.43 4.00 0.94

4.35 0.84 8 4.00 0.95 8

- 4.41 3.91 0.95 9
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of  dissatisfaction with services received from hotel employees were 

-

-
-

the successful customer–employee encounter are compared, we can 

Table 4: A Comparison of  the Opinions of  Customers and 
Employees about the Negative Impact on Customer Satisfaction of  

Employee Behaviors in Service Encounters

Employee Behaviors Order of  Impact on Customer Satisfaction

Employees Customers

Mean s.d.
Order

Mean s.d.
Order

4.82 .45 1 1

2 4.42 .88 2

-
tomers 

4.41 4 3

-
-

tions
3 4.29 .84 4

4.35 .84 5 4.20 1.12 5

-

However, employees and customers disagreed on the importance of  
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-

-
iors that affect service encounters do not greatly differ. These results 

-

-

this theoretical scope and the cause–and–effect relationship as a whole.  
-

-

employee, who is part of  the product in the service sector. The posi-

-
-
-

the sector. Employees indicate that the two most important reasons 
-
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Due to the limits of  the application, this study was made on a sin-
-

-

-

and customers under different conditions react differently for differ-
ent reasons, which will distinctly affect the success of  the encounter.  

-

-

Research, 20(1): 24-45.
-

keting

Promises, 

-
counters: The Employee’s Viewpoint. , 58(4): 
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ence, 28(1): 138-149.

encounter. 
-
-

dustry. , 24: 404-411.
-

, 

-
ter. 

tions
-

ter. , 18(1): 45-59.
Hansen, D.E., & Danaher, P.J. (1999). Inconsistent Performance 

-

Marketing Association
-

vice encounters in fast-food chains. , 
11(1): 19–29.

-
tations: the consumer versus the provider. 
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