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Abstract: The aim of this study is to expand understandingatisfying service
encounters. In particular, this research study imlestigate both parties of the
service encounter (customers and frontline empkye® dyadic approach will
help to identify whether customer expectations ediffrom what contact
employees believe customers desire from the seeviceunter. Insights will then
lead to a greater understanding of the servicewsrieo as revealed discrepancies
in perceptions will not only increase employeesd amnagement awareness, but
also provide implications for training and recrugmh of employees. An
exploratory research study using the well-estabtistaddering interviewing
technique was regarded as appropriate as it alfeasarchers to gain a deeper
insight into the research subject. In total, inttleladdering interviews with 40
respondents (20 customers and 20 frontline emp&)yaere conducted.The
findings of this study suggest that customers amgpleyees identified several
similar concepts as being important for a succéssfwice encounter such as
friendliness, competence, responsiveness, horsstycommunication skills.
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1 Introduction

In order to differentiate themselves in the contpetimarketplace, service providers are driving for
service excellence by continuously improving sex\qaality (Berry and Parasumaran, 1991). Growth
and value creation have thus become the dominantdgtand human interactions between companies
and customers are becoming the focus of valueiore@@strom et al., 2010; Payne et al., 2008;
Prahalad and Ramaswamy, 2004).

Furthermore, it has been recognised that valuenbnbe co-created with the customer. The
proposition that the customer becomes a co-credtalue isat the core of the concept of service-
dominant logic (S-D logic), which has generated mesights into our understanding of marketing and
management (Vargo and Lusch, 2004). It therefoceies critical to focus aime development of
customer—service provider relationships througéraition and dialogue. These relationships usually
develop at the service encounter between custoanerfontline employees (Payne et al., 2008).
Interactions between customers and employees asecéntral for value creation.

Due to the fact thagmployees’ attitudes and their behaviour at theiselencounter can positively
or negatively influence customers’ perceptionsest/ige quality, itis important that companies focus
their resources on ensuring that such service ettemiare delivered in a reliable and consistemnaa
(Zomerdijk and Voss, 2010). Through continuous itwesit in the workforce and effective human
resources practices companies will ultimately fiodteir organisational competences and be able to
compete successfully in a global marketplace chariged by intensive competition (Bitner and Brown,
2008).

The aim of this research is to compare custonvath’ employees’ perceptions of a satisfying

service encounter in a banking context. Moreover study will focus on face-to-face service
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encounters as these occur most frequently in thkithg context due to the interactive nature of the
service. A dyadic approach was considered to beilufee understanding service encounters as it

reflects the dynamics of service quality of a pee@ervice encounter (Svensson, 2006).

2 Principles of service-dominant logic (S-D logic)
The emerging marketing and management framewoskivice-dominant logic (S-D logic) holds that
all companies and customers exchange service ifiaiceas the fundamental basis of exchange (Vargo
and Lusch, 2004; 2006; 2008abc; 2011). Accordinthiwoview, service is defined as the applicatibn o
knowledge and skills to co-create value. S-D lago distinguishes between operand and operant
resources. Operand resources are defined as resamavhich an operation or act is performed to
produce an effect, whereas operant resources soarces that produce effects on other operant or
operand resources. Operant resources can be copetences, knowledge and skills and they are
conceptualised as primary resources as they adeipecs of effects (Lusch and Vargo, 2006). Value
creation is regarded as a collaborative process-afeation between different parties. This brialgsg
the need of sharing information and engaging intjproblem solving, which relies on mutual trust
between different parties in the co-creation preq®srgo, 2008).

“Competing through service” (Lusch et al., 20078 ptherefore implies a company’s strategic
vision characterised by on-going relationships esithboration with customers, employees and network
partners in order to overcome internal and extamsstances. The companies hereby need to draw
upon internal and external resources, leading atty to value creation for all stakeholders. It is
therefore important to achieve a meaningful diatbbgnd an understanding of each member’s role in the
network in the value creation process (Vargo anschyu2008b). Customers, partners and the external

environment have thus to be viewed as operant ress(Lusch et al., 2007).
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The most important tenet of the concept of S-Dddgr this study is the suggestion that “value can
only be determined by the user in the ‘consumppiatess’ and the idea of co-creation of value is

1

closely tied to ‘value-in-use™ (Lusch et al., 2Q@711). Value can only be created in interactidti w
the customer and the company cannot deliver valuegnly offer value propositions to the customer
(Vargo, 2008; 2009). The concept of value-in-usenderstood as being the experience of a customer-
centred process whereby customers use their owatprand public resources in co-creation with the
service provider’s private and public resourcesr&ate value. Therefore, both parties, the company
customer, are resource integrators and benefisiafithe exchange (Vargo et al., 2008). Furthergmore
the company follows a ‘market with’ philosophy ieatl of a ‘market to’ philosophy with the
implication that customers need to be involvecdhim production and delivery process as customers hav
the desire to be part of the service operationschiet al., 2007). Value is therefore seen as an
experiential, contextual and meaning-laden cons{iargo et al., 2008).

The aim of an organisation is to offer servicaldy, to invest in operant resources (employees) a
to create long-term relationships. Various reseachrgue that especially the financial servicéosec
has a strong focus on building lasting relationshifth customers (Barnes, 1997; Greene et al.,;1994

Kelemen and Papasolomou, 2007; Tansuhaj et al7)188vas therefore decided to focus on this

important service industry.

3 The crucial role of service encounters

Vargo and Lusch (2007) suggest that concepts suittheaservice encounter are at the heart of S-D
logic. Similarly, according to service experts atboued exploration of the service encounter is
important for the future of services marketing (et al., 2003). More recently, Kunz and Hogreve
(2011, p. 244) suggested that “a stronger focusnoployee—customer interactions during service

encounters” would be necessary for the future ofise research.
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Solomon et al(1985) define service encounters as person-t@pengeractions between customers
and service providers. Interactions with the seryimvider, hence the employees, play a vital irole
the customer’s perception related to quality atidnaltely determine satisfaction (Bitner et al., @R9n
retail banking, customer satisfaction is basechenetvaluation of multiple interactions between the
employee and the customer (Jamal and Naser, Z0B@)efore, it is important that employees know
their roles as their behaviour in the current sEn@ncounter determines success in future service
encounters (Broderick, 1999).

The service encounter has a crucial role in serdifferentiation and quality control (Solomon kt a
1985). According to Czepiel et al. (1985) the outecof the dyadic interaction is the service expeaxge
created by both parties and the challenge for asg#ians is to control these service experiences. A
value can only be created in interactions withahgtomer (Vargo and Lusch, 2004), it is therefore

important to examine the perspectives of both gigeits in the service encounter.

4 The important role of service quality for customes

Over the last two decades, research on servicéyhabk grown extensively and substantively
(Gronroos, 2007). Moreover, Kunz and Hogreve (20Whp recently analysed the structure and
evolution of the service research field, revealet service quality articles make the most impdrtan
contributions to the discipline.

The importance of service quality research is ed¢flected in developments in the business sector.
Consumers nowadays are more educated and awdteraftive services, urging organisations to
differentiate their offerings in order to maintaircompetitive advantage (Lewis and Gabrielson, 1998
It is thus critical to improve customers’ percepsaegarding service quality, as they influenceausr
satisfaction and brand perception. This will onaliger hand increase long-term loyalty, lead tatpes

word-of-mouth and higher profitability for the coampy (Fisk et al., 1993; Tam and Wong, 2001).
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As a consequence, service companies strive foo ‘@defections’ with the aim to retain customers the
company can profitable serve, and through learfrimmg defecting customers, companies intent to
continuously improve service quality (Reichheld &akser, 1990).

According to Bowen and Hedges (1993), achievirgesor levels of service quality is a critical
imperative for retail banks, leading to increasextkat share and shareholder value. Banks need to
focus hereby on reducing customer defection rakethis will ultimately lead to an increase in \eafar
the company and customer (Beaujean et al., 200Gedsed loyalty can lead to reduced servicingsgost
improved comprehension of customer needs, moretaféetargeting and increased opportunities of
cross-selling of financial products and servicesvgsque and McDougall, 1996). Therefore, banks need
to focus on a differentiation strategy by providihgir customers with a high quality banking seayic
leading to enhanced customer satisfaction (BedipR0

Service quality is argued to be based on the digooation paradigm, suggesting that quality result
from a comparison of customer perceived with exgeepgierformance (Gronroos, 2007; Parasuraman et
al., 1985, 1988). It is therefore important for twenpany to have adequate knowledge about customer
needs in order to improve service quality (Gronr@7). According to Beaujean et al. (2007) gajnin
customer insights through market research has seée as a continuous journey for the banking
industry. Cooperation throughout all the departmehthe bank will then result in innovative stgies
for the customer.

Customer expectations exist at two different Isyaldesired and adequate level. The desired servic
reflects the service the customer hopes to receiliereas the adequate level of service referseto th
level of service the customer will accept. A zohéoterance is the extent to which the customer is

willing to accept a deviation in performance asedgrmance below the tolerance level will decrease
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customer satisfaction and loyalty, whereas a perdoice above it will delight the customer
(Parasumaran et al., 1991). The aim for the orgéinisis thus to meet or exceed customer expentatio

Nadiri et al. (2009) found that customers usedtia® types of expectations in evaluating the
service experience in banks. Similarly, Beaujeaal.g2007) argue that banks attempt to exceed
customer expectations increasingly. Holmlund andi@996) posit that service quality has to atteas
meet customer expectations; otherwise the custantidre inclined to switch to another bank. If anka
promises more than that it can actually delivecan lead to bad word-of-mouth, result in compkint
and hence, damage the company’s reputation (Papasoland Vrontis, 2006).

From an S-D logic perspective it is crucial fonrgmanies to understand what customers expect as
companies can then make value propositions thafhthp will be perceived to be of value by their
customers. Moreover, Bitner and Brown (2008) artpa¢ in practice many service businesses stilldocu
on productivity improvements and operational effiay, rather than on co-creating value with their
customers. More recently, Ostrom et al. (2010) {@oirout the need for studies on the co-creation of

value as insights are needed into creating valuthéocustomer and capturing value for the company.

5 The important role of frontline employees

Frontline employees play a crucial role in satisfyservice encounters as their behaviours and @t
primarily determine the customers’ perceptionsest/€e quality (Hartline and Ferrell, 1996). Simija
Bitner et al. (1994, p. 95) suggest that for sawjc¢customer satisfaction is often influencedhsy t
quality of the interpersonal interaction betwees ¢hstomer and the contact employee”. Frontline
employees shape the ‘moments of truth’ not onlyhgytasks they perform, but also by the way they
look, talk and interact with customers (Bitner ket B994). Further, Pieters et al. (1998) sugduest the

behaviours of service employees have a strong ingracustomers’ ability to attain their goals.
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As frontline employees’ behaviours and performarastermine service quality, companies must
carefully manage them. For example, it becomes iiatjve for employees to be taught their role in the
service delivery process and to know the compaofy&rings. According to Bitner et al. (1990),
customers evaluate the service encounter basdteaniployee’s ability to deliver the service ritfn
first time, their attitudes and actions and howlhiredy deal with special requests, and to recaver i
cases of a service failure. Therefore, in ordefteidver the service promises to customers, empkbyee
must have the abilities, skills, tools and motieatto deliver the service (Bitner, 1995). It isghuritical
to recruit and select the right staff and to haaentng programmes in order to make the service
encounter as effective as possible (Lewis and Etigyi1990).

Furthermore, employees are not only expectedifib physical labour, but also emotional labour
which is defined as the employee’s ability to workemotion in order to present a socially desirable
performance (Hochschild, 1983). Emotional labouhesact of attempting to change an emotion or
feeling so that it is appropriate for any givematton such as smiling during the service encoustelr
showing genuine concern for customer needs (BlakeHumphrey, 1993). Employees thus need to be
able to be empathetic, responsive and show thgatddre about customers (Barger and Grandey, 2006).

By engaging with customers, employees can cregigort which is defined as “a customer’s
perception of having an enjoyable interaction vaitbervice provider employee, characterised by a
personal connection between the two interactad@@séifiler and Gwinner, 2000, p.92). The authors
further argue that rapport includes feelings otcand friendliness and personal connections whach ¢
be created through psychological similarity or awgee interest in the other party. Rapport is
considered to be important for the developmenelztionships, and the creation of a successful
relationship can positively influence customergatition, loyalty and word-of mouth recommendation

(Price and Arnould, 1999; Pullman and Gross, 2004).
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6 Research objectives

Following an extensive review of the literaturean be concluded that the role of frontline empésyis
central in order to improve the customer’s perogiservice quality during the service encounter.
However, service quality has predominately beerceptualised from the service receiver’s perspective
Therefore, existing service quality models seemeglect the service provider’s perspective and
especially the role of employees in the creatioguality. Surprisingly, only a few attempts haveie
made to investigate both perspectives in the seremcounter (e.g. Chandon et al., 1997; Svensson,
2001).

In addition, the literature discussed demonstrdtesmportance of personal interactions between
customers and employees during the service enaoéntlyadic approach therefore not only fits the
nature of the service encounter but could alsoal@wgportant gaps between the different parties.
Previous studies indicate large gaps between cesgdeind employees’ perceptions of good service
quality and what constitutes a satisfying serviggegience (Bitner et al., 1994; Matilla and EnzQ20
Swartz and Brown, 1989). Similarly, according tBaan & Company survey with 362 leading firms
from multiple geographical locations, 80 % believledy delivered a ‘superior experience’ to their
customers. In contrast, customers rated only 8%2eooipanies as truly delivering a superior experience
(Allen et al., 2005).

It was therefore decided to conduct an explorastugy in a well-established service industry (reta
banking) to investigate this interesting phenomefoother. The aim is to expand understanding of
satisfying service encountets.particular, this research study will investightgh parties of the service
encounter by using the well-established laddemehrique (Reynolds and Gutman, 1988). A dyadic
approach will help to identify whether customer estations differ from what contact employees

believe customers desire from the service enco@erber et al., 2009a; Svensson, 2006). Insiglhits w

10
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then lead to a greater understanding of the seerceunter as revealed discrepancies in perceptions
will not only increase employees’ and managemeraramess, but also provide implications for training

and recruitment of employees (Bitner et al., 1994).

7 Methodology — Using laddering to investigate satfying service encounters

The well-established laddering in-depth interviegviachnique was used to gain a deeper understanding
of both customer and employee perceptions. Ladgésia valuable method especially for the
exploratory stages of research projects (van RekaanWierenga, 2007). The technique has been used
widely, originally for brand or product positioningsues (Gutman, 1982; Olson and Reynolds, 1983),
and recently in research areas such as sales nmeag@eeter-Schmelz et al., 2008), services
marketing (Gruber et al., 2006; 2009ab), highercatlan services (Voss et al., 2007), business-to-
business marketing (Henneberg et al., 2009), healthices (Gruber and Frugone, 2011), and ethical
clothing consumption (Jaegel et al., 2012).

Laddering is generally employed to reveal theti@aships which exist between the attributes of
products, services or individuals (“means”), whatgequences these attributes represent for the
respondent, and the personal values or beliefs;hwdme strengthened or satisfied by the consegaence
("end”) (Reynolds and Gutman, 198@)\tributesare the tangible and intangible characteristics of
product or serviceConsequenceare the reasons why a certain attribute is impottathe consumer.
They are the psychological or physiological restiitd consumers think they can achieve by using the
product or service (Gutman, 198¥pluesare the consumers’ universal life goals and thet pesonal
and general consequences individuals are striinmftheir lives (Rokeach, 1973).

Laddering usually involves personal semi-standadlin-depth interviews where the interviewer’s
probing questions are used to reveal attribute-@qumesnce-value chains. Cognitive concepts gleaned
during the laddering interviews are summarised gnagohical representation of a set of means-end

11
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chains known as a Hierarchical Value Map (HVM). AYM, which is the key outcome of a laddering
study, consists of nodes representing the mostritapoattributes/consequences/values (conceptual

meanings) and lines, which indicate links betweamcepts

8 Data collection
8.1 Sample size and characteristics

The minimum sample size for laddering resear@disespondents per subgroup as it provides a full
range of attributes, consequences and values (Risyabal., 2001). According to Reynolds et al.
(2001) each respondent provides at least five Isd@ach of which includes five elements on average
Ladders from 20 interviews will thus include a mmim of 500 data points. Therefore, interviews with
20 bank employees (customer service officers wlab \agh customers both by appointment and on an
ad hoc basis) and 20 customers of this bank werdumded to gain significant insights into customer
and employee perceptions in the banking industey Huropean country.

The first step in the sampling design process determine the sampling frame, a means by which
elements of the population are represented. Commaald sampling frames are telephone books and
electoral rolls (Bryman and Bell, 2007). However tlois study, it was not possible to obtain a
confidential list of retail customers from the bails a consequence, a non-probability sampling
technique was used to identify customer respondé@rteschnique which is considered to be useful for
exploratory research (Malhotra and Birks, 2007) #vad has been used successfully in similar service
research recently (Groth et al., 2009) is snowdzathpling. It consists of asking recruited respotsitm
refer subsequent participants that share the deaistccs desired for the research (Malhotra anéBi
2006). Employee respondents were selected by thageanent of the participating bank, which is the

market leader in the country.

12
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The age of respondents ranged from 21 to 65 yeilisaverages of 24.5 for the customer subgroup
and 39.5 for the employee subgroup. Customerssyafgpatronage ranged from 1 year to 35 years, with
an average of 12.75 years. Employees’ years of@mmnt ranged from 2 to 30 years, with an average
of 14.1 years. Moreover, it was also attempted amtain balance between the genders as a sigrtifican
imbalance could otherwise have affected value peafees and thus distort the results (Rokeach, 1973)

The sample characteristics are summarised belaoable 1.

Insert Table 1 about here

8.2 The laddering interview process
Respondents were interviewed face to face; allowheg to speak freely about their experiences and

feelings. The interview environment is argued torbportant so that respondents are willing to paevi
insights into their underlying motivations and pptions and talk freely about their service expergs
(Reynolds and Gutman, 2001). Therefore, interviestis customers were conducted at their homes in
order to make them feel as comfortable as possiheilarly, employees were interviewed at their own
desks or office in the bank, which can be seehais tomfort zone.

Before the laddering interviews began, the ciiticeident technique (CIT) was used as a “warm-
up” technique for the interview due to its abilityprovide insight into customer experiences (Buins
al., 2000). Flanagan (1954, p. 327) defines ClTcaasisting of a set of procedures for collectimegpck
observations of human behaviour in such a way &actlitate their potential usefulness in solving
practical problems and developing broad psycholgidnciples “. During CIT interviews, respondents
are asked to tell a story about an experience whiaheither satisfying or dissatisfying (a critical

incident) (Gremler, 2004). CIT has been used iwiptes studies in the area of service quality by

13
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assessing favourable and unfavourable incidergsrvice encounters from the customer and contact
employee’s point of view (Bitner et al., 1990, 199dhnston, 1995).

For the purpose of the present research studypmnelents were asked at the beginning of each
interview to talk about one of their satisfying\see encounters with a frontline employee. CIT was
used to create a frame of reference for the resydndto show them that the researcher was geguinel
interested in their experiences and to make thetctamfortable to answer succeeding questions
(Gruber et al., 2009Db).

The laddering interviews with customers and emgésythen started by asking them for socio-
demographic information including, age and occupatEmployee respondents were then asked for
theirs years of patronage/employment with the bahkreafter, customers were asked to elicit the
attributes they expect from frontline employee dgmpersonal interactionghat are the main
attributes you are looking for in a frontline empé® while dealing with your requesifie interviewer
then tried to construct the chains of means-eratiogiships and helped the respondents climbindnep t
ladder of abstraction by askingVhy is that important to you?’; ‘How does it helpuyout?’; ‘What
happens to you as a result of thaReynolds and Gutman, 1988). The same procedyebing was
applied to frontline employee®V/hat are the main attributes a customer is lookioigin a frontline
employee while dealing with his/her requeSt2ry time a respondent provided an answer the
interviewer then askedWhy do you think that is important for the custoieHow does it help the
customer out?’; ‘What happens to the customer essalt of that?’Questioning continued until
respondents reached the value level; gave repeats\gers, or were simply not able or willing to
provide an answer. In some cases, respondentsnotable to proceed further and in this case it was

important that the interviewer did not put word®ithe respondent’s mouth or gave examples to the

14
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respondent to avoid obtaining biased responses@tgyet al., 2001). The interviewer would then go
back to elicit another attribute.

If in some cases the respondent provided moreftharmttributes, the interviewer asked respondents
to rank them in order of importance as suggestelddster-Schmelz et al. (2002) and probed from
there. In situations when a respondent seemed eit@blticulate the reasons why an attribute was
important, negative laddering was employed (Reyhalid Gutman, 1988) by asking for example
“What might be the effect if a contact employeendichave [attribute]?.

After each interview, respondents were askedvigvethe established ladders with the researcher in
order to make sure that there was no misunderstgrdithe concepts. According to Bryman and Bell
(2007) member checking is a useful technique falitative research in order to enhance the cretibil
of findings. The interviews lasted between 20 aBarnutes and were recorded for verbatim

transcription used for the data analysis.

9 Data analysis
The laddering data were analysed in three stagegn@®s and Gutman, 1988). First, content analysis
was conducted in order to categorise and codedtsefbm the laddering interviews. Content analysis
is a data reduction process involving systemathrgues which are used to analyse the informationa
contents of textual data (Forman and Damschro@&8)2

In order to develop a coding scheme each interttiamscript was examined carefully. The process
of coding hereby helps to eliminate irrelevant oesges from the interviews (Miles and Huberman,
1994). The decision-support software programme LABRMAP (Gengler and Reynolds, 1993) was
used for this purpose as it allowed entry of ugetochunks of meaning per ladder and the
categorization of each phrase as either an atérjlmainsequence or value. Coding was an iterative
exercise of recoding data, splitting, combiningegaties, generating new or dropping existing

15
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categories. The coding process produced meaningtagories to group together phrases with identical
meanings. The identification of categories wasufglophrases and key words that respondents used
during the interviews and from concepts derivednftbe literature review.

The following tables display the 22 attributes,c@hsequences and 9 values which resulted from the
40 interviews. The table provides a short desanptif each construct, reference to similar concepts
the literature and the number of times the concepte mentioned by each subgroup. The codes are

listed in alphabetical order.

Insert Tables 2-4 about here

Second, the codes for individual means-end chadgd be aggregated across subjects and illustrated
in an implication matrix to express the numbersgaxiations between the conceptual meanings
(attributes/consequences/values). This implicatiagix details the associations between the
constructs and acts as a bridge between the duedieend quantitative elements of the technique by
showing the number of times one code leads to an¢beeter-Schmelz et al., 2002). The numbers to
the left of the decimal show the direct relatidmattan element has to another, while the numbéhnen
right shows the total amount of direct and indiretations (Gruber et al., 2006). For example & th
extract of the implicaiton matrix from customer®wsim below (Table 5), “responsive” leads to “save
time” 11 times directly and zero times indirectiyd(11). Therefore, 11 respondents associated
employees when being responsive as direclty satgigtime and there were no indirect linkages

between these two concepts.

Insert Table 5 about here
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Finally, two HVMs were generated: one for empksand one for customers. Gengler etl#l95,

p. 245) define a HVM as “a graphical representatiba set of means-end chains which can be thought
of as an aggregate (e.g., market-level) cognitiecire map”. The map consists of nodes, whichdsta
for the most important attributes/consequenceség{oonceptual meanings) and lines, which represent
the linkages between the concefitse map graphically sums up the information coddaduring the
laddering interviews (Claeys et al., 1995) and radtyrconsists of three different levels, which tel&o

the three concepts of meaning.

In order to make the maps interpretable a balartgeen data reduction and retention had to be
achieved by specifying a so-called “cut-off” ley@engler et al., 1995). The cut-off level of fouasv
determined for both subgroups as it was considiereepict the most important constructs and not
eliminating any relevant information; maintainirfigus the balance between interpretability and detail
(Christensen and Olson, 2002). The cut-off levdbaf means that respondents had to mention lirkkage
between concepts at least four times for concepbe tgraphically represented in the maps (Gengler e
al., 1995). In addition, the information presentethe map had to be structured by placing theesht
the top of the HVM map, whereas consequences wisiigned near the middle and attributes at the
bottom of the maps. The size of the circles indisdhe relative frequency mentioned by the

respondents. The thickness of the lines betweeocepts shows the strength of the relationship.

10 Results and discussion

10.1 The customer perspective

The HVM reveals a complex structure. The attributest desired by customers is “friendliness”, which
was mentioned by 14 participants. It leads to thstimportant consequence, to establish trust in
employees (“trust”). The consequence “trust” wasitio@ed 18 times. In addition, the consequences of
friendliness are also to create a connection witpleyees (“rapport”), to feel comfortable in thenka
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(“comfort”), and it is also considered as an atttéthat is taken for granted (“meet expectatians”)

“Rapport” is then linked to the values “happineant “feel good”.

Insert Figure 1 about here

The second two most important attributes for custsnare employees who are “responsive” and
competent (“competence”). Responsiveness is otteedive determinants of service quality in the
SERVQUAL scale (Parasumaran et al., 1988), whereagetence was conceptualised as one of the 10
dimensions that customers use in forming perceptadrservice quality (Parasumaran et al., 1985).
Similarly, Zeithaml et al. (1988) argue that em@ey’ knowledge of the company’s offering is critica

in order to close possible pitfalls in the seviediviery. Competence or expertise is also conceisehl

as one of the primary dimensions in the servicdityuaodel proposed by Brady and Cronin (2001).
Findings from previous studies in banks indicat thiendliness and competence are two major factor
influencing customer satisfaction with bank emplks/€Surprenant and Solomon, 1987).

Customers associate employees’ “competence” amgdheir request (“solution”) which has a
strong link to customers’ desire to feel safe (lség”). The attributes “competence” and “respomsiv
will allow customers to save their time (“save tinéSave time” is direclty linked to “satisfactidand
“happiness” and indirectly linked to “hedonism”.iBg “responsive” leading to “save time” and then
leading to “happiness” and “hedonism” represents airthe most dominant paths in the value map. In
particular, as the width of the linkage indicais customers can save their time (“save timeg)atvs
them to devote attention to other issues (“cone¢mion other issues”). By being able to focus ot
issues customers can enjoy life (*hedonism”).

In additon, being flexible, meaning that employsksuld be less strict with regulations

(“flexibility”), allows customers also to “save tef. To our best knowledge, “flexibilty” in the sensf
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being less strict with regulations has so far resrbproposed as a desired attribute of frontline
employees in order to create a successful sermiceunmter. So far, the concept of flexibilty, whish
considered to be an important criteria of percesevice quality (e.g. Armistead, 1990; Beardeal et
1998; Gwinner et al., 2005), has been definedtagrecustomising the service or adding addtional
service components.

To “save time” was also mentioned to give custantiee feeling that their needs are being
understood (“feel understood”), which makes theet iimportant and valued by employees (“self-
esteem”). The consequence “feel understood” isalstied by employees’ “communication skills”.

The main consequence “trust” is strongly influehbg employees being honest (“honesty”) and
“reliable”. Customers think that if they can “trugite employees, they will stay with the bank
(“loyalty”) and achieve the feeling of being safedasecure (“security”), which is the most important
value customers aim to satisfy (mentioned 16 times)

For customers in order to be able to feel secsex(rity”) customers need to feel that they have
“assurance” and “control”. The consequence “coitedds hereby back to the employees’ ability to
advise the customer (“advice”) and to be “informati With employees being “informative” customers
can understand the service and product providear(‘ighowledge”), which is crucial for them. As the
width of the line in the HVM reveals, “control” grongly linked to the value of “security”.

By addressing customers with their name (“knowt@ugr’'s name”) it seems to be very important
for them to feel as being treated like individu@tseated as individual”) which makes them feel
personally connected to employees (“rapport”) atichately makes them feel happy (“happiness”) and
“feel good”. Being “treated as individual” also neskcustomers feel more comfortable (“comfort”)
during the service encounter. If employees areitgotustomers also feel more comfortable

(“comfort”).
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According to the HVM, customers in particular wéamsatisfy the following values: “security”
(which was mentioned 16 times), “happiness” (14e8im“feel good” (10 times), “satisfaction” (8

times), “hedonism” (7 times), and “self-esteemti(6es).

10.2 The employee perspective

The HVM for employees reveals that employees peectiat the attribute most desired by customers is
good “communication skills”, which was mentioned18/respondents. “Communication skills” is an
important attribute that supports findings from sades management literature which suggest that the
contact employee’s communication skills play anontgnt role for personal interactions (Deeter-
Schmelz et al., 2002; Ramsey and Sohi, 1997). WMp@ayee’s ability to communicate effectively with
customers has been found as an important factmnks (Surprenant and Solomon, 1987). Together
with “friendliness” (mentioned 12 times) it makasstomers feel that they can speak freely with
employees about their needs (“open up”). Employpedisve that when customers can “open up”,

customers can easier establish a relationshipemibloyees.

Insert Figure 2 about here

“Trust” is strongly related by employees to the agpt “relationship”. Even though the map shows a
strong link between “honesty” and “trust”, the &atts also perceived to be attainable by being
“reliable”. Being able to “trust” employees is sigly linked to the ability to build a “relationsHigvith
employees and this ultimately makes customersstdel (“security). By addressing customers withrthei
name (“know customer’s name”) and through the distainent of “rapport”, employees perceive that
customers also feel more comfortable (“comfort™)l ame then satisfied (“satisfaction”) with the seev

provided.
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However, the strongest path in the map links “kromstomer’s name” to “rapport”, then to
“relationship” and ultimately to the value of “seity’. Employees consider building a “relationshigs
the most important consequence (mentioned 17 timkgh is most strongly associated with customer
needs of “security”. When employees are able tavsthat theycare of and show interest in customers
(“empathy”), customers are eager to have a “ratatip” with employees. According to employeks t
establishment of a “relationship” directly makestomers “feel good”. By being in a “relationship”
customers stay loyal (“loyalty”), which is directipked to the feeling of being important to thenka
(self-esteem) and indirectly linked to “happineastl “satisfaction”It has also been argued in the
literature that social skills such as empathy heg&ong influence on customer satisfaction and
retention, hence facilitating relationship buildifizonavan et al., 2004; Hennig-Thurau, 2004).

The attribute “patient” has been identified by éoypes as leading to the consequence of providing
customers a “solution”, which is directly linkedttee feelings of “happiness” and “security”. Howgve
being “patient” was strongly related by employeethe feeling that customer needs are being
understood . The feeling of understanding (“feelanstood”) makes customers feel safe (“security”)
and customers stay loyal with the bank (“loyaltyDoyalty” then is directly linked to feeling imptant
and valued by the bank (“self-esteem”). Moreovgrbbing loyal (“loyalty”), employees perceived that
customers will positively speak about the bank (@vof-mouth”) which is leading to “happiness” and
“satisfaction”. Similarly, Bowen and Lawler (199&igue that satisfied customers are not only ldyal,
they also generate positive word-of-mouth. Emplsy&so consider that when customers are loyal
(“loyalty”), they are willing to pay more (“pricerpmium”), leading then to “satisfaction”.

The attribute “competence” has been identifiecimployees as not only leading directly to
“loyalty” but most importantly to the consequendéaving a “solution”, to know that employees will

fulfil customer requests, which is strongly linkiedthe feeling of “happiness and “security”. Moreov
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the attribute of being “responsive” gives customesonly the opportunity to “save time”, but is
strongly linked to “solution”. Responsiveness,abllity and empathy have not only been
conceptualised as important dimensions of the SEBMQscale (Parasuraman et al., 1988), but have
also been confirmed by several studies conductétkeibanking industry as being important in
customers’ evaluations of service qualiBafger and Grandey, 2006; Bedi, 2010).

Employees also strongly believe that when theydeessed well (“well presented”), customers will
be more assured that their request will be hanpitetéssionally (“assurance”). Once customers feel
assured they have the feeling of certainty andrggdqtisecurity”). In addition, “assurance” leads t
“solution”, which is also evoked by “greater effoshown by employees. “Solution” is then directly
linked to “satisfaction”, but most importantly toet values “happiness” and “security”. Providing
customer with assurance was identified by Parasamaehal. (1988) as one of the five determinants fo
service quality. In the literature it has been gggsed that employees’ appearance influences castom
perceptions of service quality in banks (Baron Hiadris, 2003).

According to employees, customers in particulantwa satisfy the following values: “security”
(which was mentioned 18 times), “satisfaction” (itBes), “feel good” (13 times), “happiness” (13

times), and “self-esteem” (9 times).

10.3 Comparison of customer and employee perspsctiv

The two complex HVMs (Figures 1 and 2) show thathtsubgroups identify many of the same
attributes, consequences and values. It also cosifine premise that employee behaviours and astud
determine the evaluation of service encounterstamsl shape customers’ perceptions of service gualit
However, there are several concepts which only appeone of the HVMs, and some attributes

identified by customers and employees are leadimjfterent consequences and end-values.
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In terms of similarities, employee characteristiash as friendliness, competence, responsiveness,
honesty and communication skills were identifiedbloyh groups. These results corroborate previous
research findings in banks that friendliness, rasp@ness and competence are key attributes innghap
customer perceptions of service quality (e.g. Médligh, 1993; Schneider and Bowen, 1985;
Surprenant and Solomon, 1987). In addition, bottigsmagreed on the importance of trust for
customers. As suggested by Shemwell et al. (1984 );oncept of trust is one of the fundamental
elements in order to evaluate service quality. Biry, Johnston (1995; 1997) argues that espedially
the banking sector honesty, justice and fairnes$uardamental for customers in order to maintaisttr
in the employee. Both customer and employee resgaacgreed on the necessity of employees being
reliable and honest in order to establish trusttarghtisfy customers’ need to feel secure in trekb

Security was identified by both parties as being of the major values customers want to attain.
This can be attributed to the nature of the finahsgrvice and its attached importance, but alsts to
complexity and high uncertainty for customers.

However, there are differences in the importarfdeust and in the consequences mentioned around
trust. Especially for customers establishing thmstmployees seems to be the key for a successful
service experience leading to increased loyalth wie service provider. Conversely, the findingsrir
this study with customers contest findings by Sheithet al. (1994) that the ability to engender trus
between customers and employees will result inadioaship. Employees on the other hand established
the link between trust and relationship developmeéhis finding suggests that employees perceived
trust as an important antecedent for a successationship, whereas customers did not (Morgan and
Hunt, 1994). Moreover, customers directly linkagstrto becoming loyal to the bank which leads & th

desired end-state of security. This finding isime Iwith previous studies in banks that the devaiept
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of trust between customers and contact employeesrgortant antecedents of customer loyalty inilreta
banking (Lewis and Soureli, 2006).

Another important concept mentioned by both paiigsehe creation of rapport during the service
encounter. The results from the employees’ int@vgieorroborate previous research findings that
rapport is an important antecedent for developinglaionship and can positively influence customer
satisfaction, loyalty and word-of-mouth recommerata{Price and Arnould, 1999; Pullman and Gross,
2004). However, from the customers’ point of viemdings indicate that the establishment of rapport
with employees is leading to the desired end statéseling good and being happy. It is surprisingt
although the concept relationship was mentionethduhe interviews with customers, it is not linked
rapport and does not appear at all in the HVM.

Nevertheless, both parties agreed that in orderdate rapport with customers, employees need to
use the customer’s name. However, customers meutithrat the feeling of having a personal
connection with the employee can only be creatdiuey feel that employees are treating them like
individuals, not like numbers. This implies thatyoknowing customer’s name is not enough for
customers. Employees thus need to be personalgdin@nservice encounter and be able to relate to
customers at a human level. Only when this inteseshown customers are willing to talk about their
personal interests and create a personal connegiibrthe employee. In the literature, personaiisat
has been proposed by Mittal and Lassar (1996)eamtist important determinant of perceived service
guality for companies with high interactive servesgounters.

The employees’ ability to be responsive duringgbevice encounter was mentioned in both
subgroups, enabling customers to save time. How#weconsequence of saving time was less
significant from the employee perspective, whefeasustomers the opportunity of saving their time

was highly emphasised during the interviews. Aslzasgeen from the customers’ HVM saving time is
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the second most important consequence for custassdtdeads to the end values of not only being
satisfied with the service provided, but also bdiagpy and able to enjoy life. Customers feel ithat

they can save time in the bank, they can useatder to focus on other issues, thus in the enalyen;

their life more. However, customers’ need to cotiaga on other issues and this consequence letaling
the desired end-state of hedonism do not appabeiemployees’ HVM. The two concepts have not
been mentioned at all during the interviews wittpayees. On the contrary, employees identifiedrthei
abiltiy to be responsive as providing customerslat®n and hence making them happy and feel secure

A similar finding was found for competence asastbeen mentioned by customers as saving their
time, giving them the opportunity to spend theingion other issues and reinforcing their desirddesa
of pleasure and happiness. Employees on the o#émer Imked competence to the ability of providing
customers a solution and thus leading to the est@sssecurity and happiness. Customers also igehtif
that employees providing them a solution will mékem feel safe. In addition, employees implied that
their competence will increase customer loyalty] Hren increase customers’ need of self-esteem.
Customer loyalty was also linked to positive wofehmuth and customers’ need to be happy and
satisfied with the service provided. According topgoyees, loyal customers are also willing to pay a
higher price or higher interest rates comparedtopetitors if they are satisfied with the service
provided. However, these constructs around loyatye not been established by customers as described
above.

Further, to be informative and to give advice se¢orbe of relative importance to customers, but
they do not appear in the employees’ HVM. Custoreg&mect employees to be willing to answer
guestions, explain procedures and inform customigosit changes in their accounts. They appreciate
employees being eager to share information witmth&dvising customers so that they can make the

right decision gives customers the feeling of colrdis they need to be certain of making the right
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decision in order to feel safe. Customers’ perak@ntrol has been discussed in the literaturenas a
important dimension for a successful service expee (Bitran and Hoech, 1990; Czepiel et al., 1985)
The perception of having control and making thétrdecisons are strongly linked for customers to
reinforce their security values. Conversely, timeliings seem to point out a fragmentation in the way
customers want to gain the feeling of security.t@one hand, customers want to have the feeling of
control and make their own decisions but on theotfand customers seem to appreciate employees
providing them with a solution. Employees on thieeothand identified providing customers with a
solution as one of the most important consequeiocesistomers. Furthermore, employees identified
their appearance as providing customers with teeraace that their request will be handled
professionally, which gives customers the feelihgezurity. This attribute however does not seelpeto
of importance to customers, since it has only beentioned once in the interviews.

In addition, the two most important attributesrititged by employees, their ability to know how to
interact and communicate with customers togeth#r being friendly have been linked to the
consequence that customers will be able to speakyfwith the employees about their needs and thus
enhance relationship building. Customers’ possibit open up has been identified as the second mos
important consequence for customers as can barsda®memployees’ HVM. The concept of open up is
however not shown in the customers’ HVM and thustseto be of less importance for customers.
Customers therefore imply good communication skiigyiving them the feeling of being understood by
the employees which will then enable them to shee& time. Moreover, customers agreed that if
employees are less strict with regulations, thexelmaore time for other issues that are important to
them, and it thus gives them the chance to enfeyriore. Saving time leads to customers’ desired en
states of happiness and satisfaction. The attriftes#ility has not been mentioned at all duriheg t

interviews with employees, as this would imply teatployees do not follow the code of conduct of the
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bank. Not following the regulations could have rtegaconsequences for employees such as the
termination of employment.

Regarding the customers’ desired end-states fnensérvice encounter, it can be concluded that
customers and employees identified similar valbhesiever their importance seem to differ. Both
subgroups identified security as the main valuectvican be attributed to the nature of the banking
service and thus customers’ sensation linked tinfgen safe hands, secure and protected (Maslow,
1959). Customers then value happiness and feetind,dollowed by satisfaction. Employees in
contrast identified satisfaction together with séglas the main values for customers, followed by
happiness and feeling good. The value hedonismgadexrs an important value from the customer
perspective of a successful service encounter. HMeaowas however not mentioned at all in the
interviews with employees. Therefore, it is sugiyesthat employees consider customer satisfacton a
more important for a successful service encouatiéyer than customer feelings of being happy, fgelin
good and their needs to enjoy life. It can thusitgried that customers aim to satisfy personal salue
such as happiness and pleasure (Rokeach, 197 8atrghtisfaction might only be of secondary
importance to them. Employees on the other handitetake a more rational view, with a focus on the

satisfaction of customer needs.

11 Contribution of study and managerial implicatiors
The present research findings reveal customerseamuoyees’ perceptions regarding a successful

service encounter in the retail banking sector. fifdings present the customers’ desired attribatesb
behaviour of employees. The major contributionhig tesearch lies in its dyadic approach by
comparing both perspectives of the service encoume bank setting. The study thus provides a firs
insight into the expectations of employee behavipuidentifying the desired attributes and linking

these to consequences and values. Although presauge quality research in the banking industry
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and other industries has arrived at similar findingpne of them have attempted to examine what lies
behind the attributes “friendliness”, “responsivesieor “competence” that customers ask for and the
values customers want to achieve during the seexperience. Moreover, none of these studies applie
a dyadic approach which is the focus of this exaitmny research study. Another strong contributibn o
this paper is the finding that all the identifiashcepts from the laddering interviews that are show

the HVMs must not been seen in strict isolationpgwrevious research, but have to be understoad as
network of interrelated concepts.

Findings from this study can be used by emplogegsmanagement in order to improve perceived
service quality in the service industry, and paittdy in retail banking. In particular, the impditons
arising from this study point towards a careful mg@ment of the service encounter as it is critizal
focus on the development of the customer-emplogieionship in order to create value for customers
and the bank. Since interactions between custoamet€mployees are determinant for value creation, i
is argued that value can only be co-created welctistomer (Edvardsson et al., 2005; Vargo and
Lusch, 2004).

The study points out that frontline employees nedok friendly and show a genuine interest not
only for customer needs but also in the customer@erson in order to create rapport. Employees thu
need to carry out emotional labour as they neediapt and control their emotions so that it is
appropriate for any given situation (Hochschild83P They do not only need to show empathy, but
also agenuineconcern for customer needs and their feelingsghvbupports recent findings by Gruber
(2011). It can thus be concluded that customenmsoi@nly want employees to smile, be friendly, but
also to engage with them. Engaged employees harereognised as the most important factor
influencing the customer experience (Pine and Gémd999; Schmitt, 1999). Various researchers

argue that managers and customers’ expectatidnffit@motional labour can cause stress in
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employees, which can then negatively impact theiseencounter (e.g. Blake and Humphrey, 1993;
Hochschild, 1983; Kruml and Geddes, 2000). It exé¢ffiore important that employees learn how to
manage their feelings and learn how to cope withsst Socialisation programmes and seminars can
hereby help to provide guidelines to employees@m to behave during the service encounter, and thus
reduce role ambiguity and stress levels (Singh3).9khis will then have a positive impact on
customers’ evaluations of the service encounter.

Moreover, it is imperative to identify and recradntact employees who are genuinely interested in
their job, care about customers and put every ttifosatisfy customer needs and make them happy.
Employees should attempt to get to know the cust@®s@ person and be able to interact with personal
warmth. This study shows that customers wish tatereapport with employees and be treated as
individuals. Hence, it is important not only to meit people who have product or service expertise,
also people with strong social skills (DonavanlgtZz904). Companies should especially recruit
employees who show genuine concern for their custsior at least are very skilled at giving the
impression of being interested in their customeosicerns (Gruber, 2011).

The findings of this study also indicate to recpgople who can build customer relationships. It
also shows that the relationship concept has rert bensidered as an important component from the
customer point of view. Since relationships aratpady related with customer satisfaction, loyadtyd
positive word-of-mouth (Price and Arnould, 1999]lfan and Gross, 2004), employees need to foster
relationship building with customers. However, eoygles have to consider that the creation of a
relationship depends on both sides and impliestlstéomer’s willingness to open up and to share
information. As pointed out in the literature threation of rapport is the first step for a sucogssf
relationship with customers (Gremler and Gwinn8Q@®. Customers therefore need to be aware of the

direct benefits of entering into a relationshiphnthe service provider. This can be done by showing
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customers that a relationship can help them tdksketrust, as trust was identified as being alici
order to gain the feeling of security. Trust hasrbhighly recognised in the literature as an effect
element for establishing a successful relationghig. Swan et al., 1999; Tam and Wong, 2001). In
addition, in order to nurture and maintain trustpéoyees need to be honest, and not hide any sletail
about service charges or interest rates.

Furthermore, customers want to get advice fromleyegs and share information with them.
Customers want to have the feeling of control dythre service process and make the right decision.
They thus want to be integrated in the serviceigion. Therefore, employees need to understand that
customers do not only want to be provided direwflyh a solution, but they want to be actively inued
in the service offering. Value can thus only beated in interaction with customers and they nedakto
considered as active players during the servicewanter (Vargo and Lusch, 2004). According to
service-dominant logic, the ability to share infatron hereby relies on mutual trust between th&égsar
and is essential for the co-creation process (V&2008).

Due to the fact that responsiveness has beenfiddrds an important employee characteristic in
this study, the need for empowerment has to begresed by management, in order to deal efficiently
with customers and help them save time (Holmlurdikock, 1996; Rafiqg and Ahmed, 1998).
Empowerment allows employees to deal with custoreffigently and it is argued that empowerment is
vital for service companies that require face-toefaontact between customers and frontline emptoyee
(Baron and Harris, 2003; Boshoff and Leong, 1998).

According to Bowen and Lawler (1992; 1995) empastleemployees need to have information
about the company’s performance and knowledge antba@ontribute to business processes and
performance. Power needs to be redistributed witlterorganisation by pushing down decision-making

to employees in order to give employees the oppdytto respond fast to customers’ requests. Rafiq
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and Ahmed (1998) posit that responsiveness, assieard empathy are service quality dimensions
which are highly dependent on the employees. Theoasifurther assert that the higher the expected
level of these dimensions from the customer pdiniew, the greater the need for empowerment.
Similarly, Holmlund and Kock (1996) argue that emyeoment in retail banking must be implemented
in order to give employees the power to fulfil theb requirements and to satisfy their customers.

The high importance for customers of saving tiras hereby to be more emphasised by
management. Employees therefore need to undergtansaving time does not only satisfy customers,
but simultaneously makes them happy and gives theropportunity to enjoy life. Employees need to
be aware of the fact that customers do not onlytaisatisfy their functional needs; but they alsmtv
to have their personal values and needs satidiedbhism and happiness).

The literature strongly suggests that service @mrigs should use internal marketing in order to
provide good service quality to their customerseréfore, with an internal marketing programme,
banking institutions can not only help to impromwéernal communications, but also motivate employees
and create a sense of belonging, which on the otsd will foster relationship building (Richardson
and Robinson, 1993; Tortosa et al., 2009). They tleed to nurture customer orientation among servic
employees, which can be built through on-the-j@ming, continuous evaluation of employee
performance and formal training programmes (Kell882). Moreover, management should not only
provide feedback to their employees but also estapkerformance evaluations, based on which trginin
programmes can be designed (Kelley, 1992). Thiksteh help employees to improve their
competences.

Furthermore, constant training about the servime@oducts provided is crucial, in order to fulfil
customers’ expectations of dealing with competsaritfline employees. In particular, customers ekpec

employees to have sufficient knowledge about tieelyet and to know the bank’s procedures. This
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reflects the work of Becker and Wellins (1990) whond that customers want employees to have an
understanding of the company’s products, proecdamdspolicies releated to the the service provided.

This study also reveals that managers need tavheeaof the fact that employees are not always
impartial and do not always provide equal treatnterheir customers. The findings indicate that
employees not always strictly follow company rukace customers identified flexibility as an
employee characteristic. These actions could hapédations on the value effects of the bank and th
need further examinations. Another issue to berntaki® account by management is the identified
discrepancy in perceptions regarding word-of-mauttl price premium.

In addition, the results of this study provideadéor banking institutions for the development of
their brands by shedding lights on the values amfits that are important to customers. The means-
end approach has originally been used to helpeotity positioning strategies for products (Reyrsold
and Gutman, 1988). Hence, when defining their bidadtity, banking institutions can focus on
aligning it with the benefits and values soughthir customers. Moreover, since employees are
described in the marketing literature as ‘branddbassadors’ (Harris and De Chernatony, 2001), their
behaviours determine the service experience argltheuvalues associated by customers with the
company brand. Therefore, managers need to cleantynunicate the brand’s purpose to employees
and help them to understand how their roles rétaie

To conclude, by recruiting employees with the dbemployee characteristics, providing them
with intensive training and treating them as inéwustomers, the satisfaction of frontline emptsy/e
can be increased who can then deliver an excalbgmice to their customers and also enhance custome
loyalty (Heskett et al., 2008). Moreover, the ovehieng focus on service quality can only be essdiad

with a focus on building a strong service cultumeluding every employee in the organisation, hence
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creating a successful service brand (Brown, 2083)ccessful service brand is lived internally by

every employee of the organisation and then tréedko its customers through the service experience

12 Limitations and directions for further research
This study was explorative in nature as it wasfitis¢ dyadic study using the laddering techniqua in

retail banking setting. Although the results pre@vieth insights, the study also presents somedimits
related to its methodology. These limitations, hegrecan provide a starting point for further resha

First, it would be worth to investigate whetheer are differences in customers’ desired attriute
of long-term customers compared to new custometiseolbank. The sample in this study was also
constrained to one bank, which implies to takeicauvhen interpreting the results.

Although results obtained from laddering studiasdal on the means-end approach permit an
understanding of customer’s underlying motivatiaith respect to a particular product class, service
individual, a means-end approach alone cannot exptgoredict behaviour (Reynolds and Gutman,
2001). A means end chain could thus be includembompared with existing consumer behaviour
theories such as the theory of reasoned actiom@tret al., 2001). In addition, there is neithey a
theory nor statistics that assist the researchéeamding on the cut-off levels for the creatiortlo$
HVMs (Reynolds and Gutman, 2001). Therefore, furtkeearch should address these issues.

The study involved customer service officers. Témults could be different if cashiers who help
identify and meet the day-to-day needs of customedsperform basic financial transactions would
have been interviewed as they have only shortantems with customers.

As findings from this study indicate that customexpect employees to be less strict with
regulations, future research should examine theiplesvalue effects for the bank. Moreover, more

research using a dyadic approach should be cordlirctder to compare customers’ and employees’
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perceptions of the concepts price premium and wabimttouth as new insights might have an impact on
the company’s external communication strategy.

What is needed now are more dyadic studies or avgadic approach as proposed by Svensson
(2006) by including the management perspectivewioatid not only provide a deeper perspective of the
service quality construct, but also capture theraht complexities and dynamics of the creating

satisfying service encounters in retail banking.
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Figure 1 Hierarchical value map (HVM) for customers
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Figure 2 Hierarchical value map (HVM) for employees
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Table 1 Characteristics of customer and frontline emploga®ple

Customers Employees
Number of 20 240
participants

Gender

Femalz S50 A0%

Male 450, 6%
Age (in yvears)

Average 245 395
Mininnumn 21 20
Maxinnun 63 S5

Years of

patrondgeemployinent

Average 1275 141
Minunn 1 2
Maxinmm 35 30

atBfying Service Encounters
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Table 2 Overview of attributes

atBfying Service Encounters

Number of

Number of

times times
Name of mentioned | mentioned
Attribute by by Description Similar concepts in
customers | employees literature
(in (in
ladders) ladders)
Accurateness 1 1] Employees should provide the Accurateness (Gruber et
service without making any error | al., 2006)
and be accurate with numbers.
Advice 5 2 Employee should advise Advice (Pieters et al.,
customers m order to help 1998)
customers to make the right
decision.
Approachable 6 1 Employees should be helpful Approachable
when dealing with customer (Voss and Gruber, 2006)
requests.
Communication | 10 13 Employees should have good Communication skills
skills communication skills, be able to | (Voss and Gruber, 2006);
interact and be a good listener. Listening skills (Deeter-
Schmelz et al.2002)
Competence 13 10 Employees should have Competence (Gruber et
knowledge about the al., 2006; Pieters et al.,
product/service and prove to be 1998); Expertise (Voss
experts in their fields. and Gruber, 2006; Brady
and Cronin, 2010)
Empathy 7 7 Employees should take care of Empathy (Gruber et al,,
and show interest in all 2006; Parasumaran et al.,
customers. 1985,1988; Cronin and
Taylor, 1992; Hennig-
Thurgau, 2004; Zeithaml
et al. 1996)
Enthusiasm 2 0 Employees should be enthusiastic | Enthusiasm (Voss and
when dealing with customers and | Gruber, 2006)
create the impression that they
enjoy their work.
Flexibility 9 0 Employees should be flexible and | N/A
less strict with regulations; they
should not strictly follow the
code of conduct of the bank.
Friendliness 14 12 Employees should be friendly, Friendliness (Gruber et
smiling, courteous and al., 2006; Courtesy
welcoming. (Winsted, 2000)
Honesty 11 12 Employees should tell customers | Honesty (Gruber et al,
the truth and not hide details 2006,2008)
about charges or interest rates.
Informative 8 2 Employees should be willing to Co-create conversation
answer questions, explain and dialogue (Lusch et
procedures and inform customers | al., 2007)
about changes in their accounts;
be willing to share information.
Know 9 10 Employees should know and use | Use of customer’s nante
customer's a customer’s name. (Goodwin and Smith,
name 1990; Schneider, 1980)

49



atBfying Service Encounters

Motivation 0 1 Employees should demonstrate Motivation (Gruber et
effort in service provision and al., 2006)
have a good job attitude.
Objectivity 6 5 Employees should be fair and Objectivity (Gruber et
provide the same service to every | al., 2006)
customer.
Patient 7 9 Employees should give Take fime (Gruber et al.,
customers the time to understand | 2006)
the service and they should take
the time to explain it in detail.
Polite 7 4 Employees should be polite. Polite (Cronin and
Taylor, 1992; Pieters et
al., 1998)
Proactive 2 2 Employees should take care of Motivation (Paul et al.,
customer accounts and inform 2009);
them about changes or any Proactiveness
problems with the account prior (Henneberg et al., 2009)
to customer noticing it; give
information before customers ask
for it.
Reliable 7 7 Employees should perform the Reliability (Parasumaran
service as promised in order to et al., 1985,1988; Cronin
give customers security and the and Taylor, 1992;
feeling that they can rely on them | Zeithaml et al. 1996 )
in the future.
Respectful 4 2 Employees should treat Respectful (King, 1995)
customers with respect.
Responsibility 1 0 Employees should take Responsibility (Gruber et
responsibility for their actions. al., 2006)
Responsive 14 12 Employees should be efficient Responsiveness
and give a prompt service; there | (Parasumaran et al.,
should be a short waiting time in | 1985,1988; Cronin and
the bank. Taylor 1992; Barger and
Grandey, 2006)
Well presented | 1 8 Employees should be dressed Presentable (Warhurst et

well and look professional.

al., 2000)
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Table 3 Overview of consequences

atBfying Service Encounters

Number of | Number of
times time
Name of mentioned | mentioned Description Similar concepts in
Consequence by by literature
customers | employees
(in (in
ladders) ladders)

Assurance 4 10 Customers want to be sure that Assurance (Parasumaran
their request will be handled et al., 1985, 1988)
professionally.

Calm down 1 o Customers feel at ease if Calm down (Gruber et al.,
employees stay calm and relaxed. | 2006)

Comfort 14 7 Customers want to feel Comfort (Gruber et al,,
comfortable during their stay in 2000)
the bank.

Concentrateon | 9 0 Customers want to use their time | Concentrate on other

other issues to devote attention to other issues. | iss#es (Gruber et al.,

2006)

Control 10 2 Customers want to have control Decisional control
over their money and know the (Solomon et al., 1985)
next step in the process in order to
make their own and the right
decigion.

Feel cared for 4 1 Customers want to feel that they Good treatment (Gruber
are taken care of and welcome in | et al., 2006); Feeling
the bank. looked after (Orsingher

and Marzocchi, 2003);
Welcomeness (Paul et al.,
2009)

Feel respected 1 0 Customers want to feel respected | Respect (Botschen et al.,
by employees. 1999)

Feel understood | 12 16 Customers want to feel that Affiliation (Paul et al.,
employees understand them and 2009)
their needs; and feel accepted.

Gain knowledge | 13 4 Customers want to understand the | Learning (Gruber et al.,
service provided and learn more 2009a)
about the product/service.

Greater effort 3 6 Customers want to see that Greater effort (Deeter-
employees do their best to satisfy | Schimelz et al., 2002)
their request.

Loyalty 16 24 Customers will stay with the Loyalty (Reichheld and
bank. Sasser, 1990; Gremler and

Gwinner, 2000)

Meet 4 3 Customers want employees to Expectation

expectations meet their expectations as; certain | (Deeter-Schmelz et al.,
employee characteristics are taken | 2008)
for granted by customers.

Customers want to feel that they Openness (Gruber et al.,,

Open up 4 22 can speak freely to the employees | 2006)
about their needs.

Customers are willing to pay Price premium
Price premium | 0 10 more or higher interest rates if (Reichheld and Sasser,

they are satisfied with the service
provided.

1990)
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Rapport 15 15 Customers want to have a Rapport (Gremler and
personal connection with the Gwinuer, 2000)
eniployees.

Relationship 7 26 Customers want to have a Relationship (Pullman
personal bond with employees; an | and Gross, 2004; Reinartz
ongoing relationship with the and Kumar, 2003)
employee.

Reputation 0 4 Customers will have a good Company image (Tam
1mpression about the bank. and Wong, 2001)

Respect others | 5 2 Customers respect other Community (Paul et al.,
customers and their needs. 2009)

Save time 27 6 Customers want the request to be | Save finze (Gruber et al.,
dealt with quickly so they can 20006)
save time.

Solution 17 25 Customers want the employees to | Selution (Gruber et al.,
fulfil their request. 2006)

Take someone | 2 3 Customers want to have the Take someone seriously

seriously feeling to be taking seriously. (Gruber et al., 2006)

Treated as 11 2 Customers want to be treated like | Show concern for

individual individuals, not like numbers. cristomer (Bitran and

Hoech, 1990); Good
freatment (Gruber et al.,
2006)

Trust 27 20 Customers want to feel that they Trust (Gruber et al.,
can trust and have confidence in 2006,2008)
employees” abilities.

Word-of-mouth | 1 14 Customers will recommend the Word-of-mouth (Gremler

bank to their friends/family.

and Gwinner, 2000;
Zeithaml et al., 1993)
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Table 4 Overview of values
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Number Numbers
of times of time
Name of value | mentioned | mentioned Description Similar concepts in
by by literature
customers | employees
(in (in
ladders) ladders)
Accomplisliment | 3 0 Customers want to carry on and Sense of
achieve their goals (work etc). accomplishmment
(Rokeach, 1973)
Equality 6 2 Customers want the same service | Egualify (Rokeach,
provided to every customer. 1973)
Feel good 13 15 Customers want to feel good Feeling good (Botschen
during their visit. et al., 1999)
Happiness 19 19 Customers want to be happy. Happiness (Wagner,
2007; Rokeach, 1973)
Hedonism 7 0 Customers want to enjoy life. Hedonism (Burgess and
Steenkamp, 1999);
Pleasure (Rokeach,
1973)
Satisfaction 12 30 Customers want to be satisfied. Satisfaction (Gruber et
al., 20006)
Security 55 29 Customers want to have certainty | Safefy (Maslow, 1959);
and feel safe and secure. Secarity (Gruber et al.,
2006; Voss and Gruber,
2006)
Self-esteem 11 12 Customers want to feel special Self-esteemn (Maslow,
and important. 1959); Self~worth
(Reynolds and Gutman,
1988)
Well-being 13 9 Customers want employees to be | Well-being (Gruber et

concerned about their well-being.

al., 2006)
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Table 5Extract from implication matrix (customer subgroup)

IMPLICATION MATRIX filename= customerd.imp page= 3
Laddermap 5.4 Provided by Charles Gengler

AN T sV s LY RN O 6N F N TN
C\ R \ \

FRIENDLINE 4 . . . 5.5 4.4

RESPONSIVE . 1.2 11.11 1.1 1 .

COMPETENCE . 3.3 4.4 4.5 1.2 . 1.1
HONESTY . 7.7 . . 1.3 . 1.1 . .
COMMUNICAT . 1 1.1 2.2 . . . 2.2 4.4
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