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Service Recovery in Higher Education — Does Natioh&ulture Play a Role?

Abstract: It is now well recognised that an effective seevrecovery system plays a crucial role in
service organisations. However, the importancaiohsystems has not yet been acknowledged by the
higher education industry. Given the need for msearch on service recovery expectations of
students, this exploratory study attempts to shgtt lon what students believe to be the desirable
attributes of professors during recovery encount&os investigate how national culture influences
student expectations during such encounters, 4fests from the United Kingdom and Bangladesh
were interviewed and 210 questionnaires were caexgbley students. Using the semi-standardised
laddering interviewing technique in combinationtwKano questionnaires, the study provides an in-
depth insight into the qualities and behaviours ftadents expect professors to portray duringiserv
recovery encounters. The research reveals thakdheattributes desired by both groups of students
include being approachable, listening actively véing empathy and providing an explanation. Among
a wide range of benefits, students link theselatteis to enhanced teacher-student relationshifgrbet
academic performance and at a more abstract levelesired end-states such as harmony and well-

being.

Keywords Servicefailure and recovery, educational services, lasdgrKano, cultural differences



Service Recovery in Higher Education — Does Natioh&ulture Play a Role?

Introduction

Service providers are frequently exhorted to sttoveards a “zero defects” service because thetwabili
to ‘do it right the first time’ offers significariienefits in terms of positive customer evaluatiand
lower costs of delivery (Hart, Heskett & SasseQ@;%eithaml, Bitner & Gremler, 2006). However, it
is unrealistic to assume that such a goal can awayattained (Schoefer & Diamantopoulos, 2008),
due to the inherent heterogeneity in service proriand limitations on the extent to which a previd
can control the range of different interactionswatistomers (Zeithaneit al., 2006). Moreover, real or
perceived failures in the service system are iablgt because most services are characterised by
simultaneous production and consumption as weathagdvement by customers in the service
production (Haret al., 1990).

In the case of a service failure, companies haveake an effort to correct the problem in order to
recover profitable customers. Zemke and Bell (12#ine service recovery as a planned process for
returning aggrieved customers to a state of satisfawith the organisation, after a service haeda
to live up to expectations. Complaint managemenptrs of service recovery, however service recovery
also embraces proactive efforts to solve problentiseaservice encounter even before customers
complain (Michel, 2001). Considering that reseaicbws that only about 5 to 10% of dissatisfied
customers actually complain (Tax & Brown, 1998)eleping a strategy for service recovery is
particularly important to deal with service failareffectively, as well as to encourage the voiahg
complaints.

There is strong evidence for the positive impdceovice recovery on consumer satisfaction,
word-of-mouth, repurchase intentions and overal@ation of the service quality (e.g. Mattila, 2D01
On the other hand, poor recovery attempts intertisgynegative effects of service failures, such as

negative word-of-mouth and switching behaviour (®jett, Hill & Tax, 1997).



Service failure and recovery in higher education

A service industry that can greatly benefit frora #pplication of marketing principles in the aréa o
service recovery is higher education (lyer & Mun2908). According to authors such as Curran and
Rosen (2006), higher education can be regardedewige industry and Frankel and Swanson (2002)
point to the similarities between education andises in their delivery and evaluation processes.
Thus, findings from the services literature shcwdapplicable to the context of higher education in
general and to (critical) student-professor sereiceounters in particular. Moreover, lyer and Muncy
(2008) have recently used concepts from servicekatiag research to investigate services failures
within a classroom setting.

Following Hemsley-Brown and Oplatka (2006), weide? that there is a demand for more
research that explores the application of servicasketing concepts to the higher education service
industry. Previous research has focused on thécapiph of marketing principles to higher education
in areas such as branding (Hemsley-Brown & Goondavaa, 2007; Lowrie, 2007), student
recruitment and decision-making (Cubil®anchez & Cervino, 2006; Maringe, 2005), the manket
mix in higher education (Bingham, 1987; StewarfQ1)9 student retention and relationship
management (Helgesen, 2008; Armstrong, 2003),natemal education marketing (Cubikt al,

2006; Mazzarol, Soutar & Seng, 2003), student sesvguality and satisfaction (Abdullah, 2006;
Athiyaman, 1997; lvy, 2001) and student satisfacgjaarantees (Gremler & McCollough, 2002).

Service failures are common in academic settihgs & Muncy, 2008; Swanson & Davis, 2000).
Examples of service failures include the professxrcoming to class or not being available during
posted office hours, ambiguous exam questionsjrygaarors and refusal to respond to student
guestions related to course material (Frankel, Sea& Sagan, 2006; lyer & Muncy, 2008). For
failures in the educational delivery system, Framkal. (2006) found that the professor’s respdnse

student disappointments is what causes the sttoleamember the event either positively or



negatively. Thus, it would be beneficial for edumaal institutions and particularly professors to
understand how they can effectively recover frompesgienced service failures (Swanson & Dauvis,
2000).

Despite this, extant literature offers surprisiniifye guidance about what student expectatioes ar
regarding professors’ qualities and behavioursmdutiiese ‘critical moments of truth’. Moreover,
Corbyn (2009) reports that universities as serproiders are still complacent when it comes to
learning from students’ problems. Recently, thed@fbf the Independent Adjudicator has also noted a
20% rise in student complaints in the UK (Corby@0%). It is thus more important than ever for highe
education institutions to develop appropriate sErvecovery strategies. Moreover, Davis and
Swanson’s (2001) findings indicate that students @kperience service failures in the classroom
demonstrate a strong propensity to share negatigemation about their experience. They point out
that, since students today have the opportunigptomunicate with an unlimited number of others via
the internet, by not recovering from failures pesfers risk having their reputation damaged. Dawk a
Swanson (2001) also suggest that students ofteiddirect complaints to educators, sometimes due
to fear of reprisals (Mukherjee, Pinto & Malhote®09). This deprives professors from acquiring
valuable feedback regarding their performance aakiesit difficult to make potentially important
improvements (Davis & Swanson, 2001). In the higkdircation industry today, there is fierce
competition for funds, students and the revenug glemerate (Hwarng & Teo, 2001). The increasing
focus paid to teaching quality, student evaluatems student satisfaction guarantees makes
understanding student expectations and (dis)setiisfaparticularly important to professors
(McCollough & Gremler, 1999). Therefore, both higlkducation institutions and professors should be
interested in understanding how to respond whettesitis are dissatisfied and attempt to move them
towards voice behaviour (Mukherjeeal., 2009) by having a good recovery systemniane Service

recovery is also one of the central tenets of étetionship marketing approach (Tax, Brown &



Chandrashekaran, 1998) and recently Helgesen (2@08)ed out that relationship marketing is crucial

for universities keen to increase student enrolmedtretention.

The role of professors in service recovery encountein higher education

The effectiveness of service recovery dependslgreathow employees handle the problem (Bitner,
Booms & Tetreault, 1990). Browne, Kaldenberg, BrevdnBrown (1998) conclude that the likelihood
of students recommending the university to frieredafives is particularly influenced by interactson
between students and university personnel, suttearsfaculty. Frankel et al. (2006) and lyer and
Muncy (2008) found that the professor’s responssetwice failures is the key factor in determining
student satisfaction. It is thus clear that the wdflthe professor is crucial during recovery emters.
Professors are in a more advantageous positiorseitaice employees in other consumer service
industries, as they have greater discretion inyoggrout the tasks they perceive as appropriatedet
student expectations (Swanson & Davis, 2000). Hewegwo better understand students, professors
need to be aware of how students expect them taviegh such encounters (Swanson & Davis, 2000).
Knowledge of student expectations during servicevery thus holds important implications, not only
for education institutions but also for profesdoesause students who are satisfied with the service
recovery are likely to attend another lecture deld by the same professor or opt for another eours
taught by her/him and recommend it to other stusl@@&nwet & Datta, 2003).

Therefore, this study focuses on exploring therddsjualities and behaviours of professors during
service recovery encounters. Professors are thedcbpersonnel” associated with the core servick a
for universities the core service is still the leet (Sohail & Shaikh, 2004, p. 63). Moreover, engiha
will be placed on face-to-face service recoveryoaiméers, with these inevitably occurring most

frequently in the higher education context duehinteractive nature of the service, with reseaish



indicating that consumers prefer interactive rathan remote channels in such situations (Mattila &

Wirtz, 2004).

The influence of national culture on service recovg expectations

An important gap in the services marketing literatis its applicability in cross-national settings
(Mattila & Patterson, 2004a). It is noted that mestearch in consumer behaviour relies on theaietic
frameworks developed in Western societies (Ma&iRatterson, 2004b). Hence, relatively little is
known about the cross-cultural generalisabilitg@fvice recovery strategies (Mattila & Patterson,
2004a). Individual expectations for appropriateigdeehaviour and communication are, to a large
extent, determined by their national culture (Ha876; Hofstede & Hofstede, 2005). As service
recovery encounters involve social exchanges betweeple, understanding the influence of national
culture is crucial to developing effective servieeovery strategies (Mattila & Patterson, 2004b).

Although some attention has been paid to inteonatistudents’ expectations in Western university
contexts, research on cross-national comparisoagidént expectations is rather limited (Swanson,
Frankel & Sagan, 2005). In particular, what rema&mnie explored are the expectations of students
regarding the qualities and behaviours of profesdaring service recovery encounters in cross-
national settingdn order to address this gap in the literature pifepposed research attempts to study
students from two culturally diverse countries (diKd Bangladesh). A greater understanding of how
cultural differences affect service recovery exaggahs of students would allow faculty to identify
appropriate practices to deal with service fail(f@sinkel et al., 2006). The importance of takimigp i
account the influence of national culture is algghlighted by Frankel et al.’s (2006) research,chihi
reports that whilst student-professor encounteashihve satisfactory outcomes are perceived similar
by students, encounters with unsatisfactory outcoane perceived dissimilarly by students from

different cultures.



Objectives of the research study

This research particularly aims to provide a de@mg&ght into service recovery expectations in Bigh
education. The internationalisation of higher ediocahas led to a greater number of professors
engaging in cross-national careers and there iisceasing number of students from different casur
studying in higher education institutions (Frangeal., 2006). It is therefore important to undemsk
how culture influences service recovery expectatmmthat recovery strategies can be tailored
accordingly.

In particular, this study aims to identify how fessors should behave and which qualities they
should possess during face-to-face service recamegunters. The paper also explores how students
perceive the attributes of professors and howfgatishey are with them. For this purpose, the assde
examines which attributes of professors are likelgause satisfaction and which dimensions
predominately lead to dissatisfaction. Knowing wétardents regard as satisfactory and dissatisfactor
attributes helps professors improve the servicevery experience either by improving interpersonal
skills or by just having a better understandinghef student’s perspective (Davis & Swanson, 2001).
Similarly, Desai, Damewood and Jones (2001, p. $86pest that “the more faculty members know
about students, the better they can provide eduetservices to them”. Gained insights can then be
used to be more responsive to students during stymtefessor service recovery encounters without
compromising integrity. Second, we explore thestarcts that underlie students’ service recovery
expectations, that is, identifying how the expediedaviours of professors in service recovery
encounters are linked to the underlying needsuafestts. Third, the study also attempts to shed ligh
on the benefits students seek and the values tidyirhportant in higher education settings. Fourth,
we want to explore the similarities and differenteservice recovery expectations of students from

different national cultures.



Research methods — Laddering interviews and Kano agstionnaires

To gain the desired deeper insight, the establitmtkbring interviewing technique will be usedtfirs
followed then by Kano questionnaires. Ladderingeserally employed to reveal the relationships
which exist between the attributes of productsyises or individuals (“means”), the consequences
these attributes represent for the respondentirenpersonal values or beliefs that are strengthene
satisfied by the consequences (“ends”) (Reynoldaufman, 1988). Attributes are the tangible and
intangible characteristics of an offering (in otudy a complaint resolution). Consequenaesthe
reasons why certain attributes are important tantdervidual. They are the psychological, physiotdi
or process results that respondents think theyachieve by using the product or service (Gutman,
1982). Values are the individuals’ universal lifedlacompany goals. They represent the most personal
and general consequences that individuals or asgaons are striving for (Rokeach, 1973).
Consequences are more relevant to the self thalouatts and values are in turn more relevant to the
self than consequences.

Laddering usually involves semi-standardised paabm-depth interviews, with the interviewer
probing to reveal attribute-consequence-value eh@ie. ‘ladders’). The interviewer repeatedly
questions why an attribute, a consequence or & \alimportant to the respondent, with the answer
acting as the starting point for further questigniantil saturation is reached. Cognitive concepts
gleaned during the laddering interviews and anslgse then summarised in a graphical representation
of a set of means-end chains known as a Hieraictiadlae Map (HVM). Although predominately
used for brand or product positioning issues (Guatm&a82), laddering has recently been applied
successfully to research areas such as relationsdiketing (Paul, Hennig-Thurau, Gremler, Gwinner
& Wiertz, 2009), sales management (Deeter-Schn@ebel & Kennedy, 2008) and services

marketing (Gruber, Szmigin & Voss, 2009).
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While laddering is commonly used in explorgtqualitative phases of research projects (e.g.
Botschen, Thelen & Pieters, 1999; Zanoli & Nasp&ii02) as it allows researchers to reveal the
“reasons behind the reasons” (Gengler, Mulvey &sDgirpe, 1999, p. 175), the Kano methodology
reveals which professorial attributes have thenggest impact on the students’ (dis)satisfactior wit
the service recovery. Laddering interviews alon@&doprovide this important information.

Over almost 30 years, Kano’'s (1984) model of &attgon has increasingly gained acceptance and
interest from both academics and practitionersdte&if & Witell, 2008). Early work was conducted in
the area of engineering (Kano, 1984). More recehtiyvever, the Kano methodology has been applied
successfully to diverse domains such as employedagadion (Matzler, Bailom, Hinterhuber, Renzl &
Pichler, 2004) and internet community bonding (SEm& Reppel, 2004). The Kano methodology
posits that satisfaction is a multidimensional ¢ar consisting of the following categories (Kano,
1984): Must-be quality elements, or basic factMatgler et al., 2004) are features that individuals
take for granted. The fulfilment of these requiratsedoes not increase satisfaction. If the product
service or behaviour, however, does not meet eapens, then individuals will be very dissatisfied.
One-dimensional quality elements, or performanceofa, are attributes for which the relationship
between attribute performance and (dis)satisfagtidinear. The more or less an attribute fulfiis t
requirements, the more or less individuals aresfati. Attractive quality elements, or excitement
factorsare attributes that make individuals very satisbe@ven delighted (Matzler, Hinterhuber,
Bailom & Sauerwein, 1996), if the product or seevar behaviour achieves these factors fully.
Individuals are, however, not dissatisfied if protduor services or behaviours do not meet these
requirements. The attributes are classified basati®@responses to the Kano questionnaire and can
then be visualised in a chart that illustrates Whattributes are basic, performance or excitement

factors.
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The research study

It has been considered important to choose culjudalerse countries since this is an exploratory
study on how service recovery expectations coutgl &aross national cultures. Moreover, Mattila and
Patterson (2004dgave recently expressed the need for service regogsearch in West Asian
countries such as India and Bangladesh. ZhangtyBaad Walsh’s (2008) review of cross-cultural
consumer services research indicates that curreatlyork has included Bangladesh and only one
study (Kanousi, 2005) has included the UK in stadyeross-cultural service recovery expectations.
Therefore, it is believed that the current studiyyaugh industry-specific and exploratory in nafuzan
contribute to the limited literature on cross-ctdiservice recovery research. Zhatgl.'s (2008)
review also indicates that Hofstede’s (2001) fiimehsions (power distance, individualism,
masculinity, uncertainty avoidance and long terrardation) provide the most popular framework for
cross-cultural services research.

Following Hofestede’s (2001) framework, the Bawlgishi culture is characterised by collectivism
(low individualism) and high power distance, white UK culture is characterised by high
individualism and low power distance. The two cowestdo not differ as much on the other
dimensions. In fact, individualism/collectivismvigdely regarded as being the most researched and
validated dimension of the framework (Maheswara8Havitt, 2000). These cultural dimensions are
also relevant here because both individualism/collsm and power distance focus on the
relationships between oneself and other peoplévithéalism is the degree to which people’s ideasti
are linked to their existence as individuals, rathan as members of groups (Hofstede & Hofstede,
2005). The power distance dimension refers tegtent to which the less powerful members of
institutions and organizations within a country esfpand accept that power is distributed unequally
(Hofstede & Hofstede, 2005). The individualism gaaver distance dimensions are correlated; large

power distance countries tend to be more collesttivhile small power distance countries tend to be
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more individualist (Hofstede & Hofstede, 2005). thermore, individualist cultures are high-context
cultures whereas collectivist ones are low-conteitures. The high/low-context dimension (Hall,
1976) is based on preferences for high-contextwrdontext messages. High-context messages are
covert with much non-verbal coding, while low cotitmessages are overt and precise with verbalised

details (De Mooij, 2009).

Sample characteristics and data collection and aygé — Laddering interviews

Reynolds and Olson (2001) suggest that the minirsaimple size for laddering research is 20
respondents per subgroup. This is because a safiPlerespondents can provide the required range
of attributes, consequences and values. In add@ch participant provides around five laddershea
of which includes five elements on average. Thddéas from 20 students would include a minimum
of 500 data points (Reynolds & Olson, 2001), whsohld provide considerable insight into student
expectations during service recovery. Moreoverpating to Ringberg, Odekerken-Schroder and
Christensen (2007), collectively held cultural atagions can be identified from a relatively small
sample. Therefore, in this study a total of 40rwieavs have been held with British and Bangladeshi
students in higher education. Convenience samplirsgoeen chosen for selecting participants for this
research, particularly because it allowed us tectdangladeshi participants who are well-versed in
the English language. This led to the minimisabéproblems of translational equivalence and
interpretation due to language differences tharothreaten the validity of cross-national research
(Mullen, 1995). More importantly, recent researchtioe concept of “national context effect” (Straus,
2009) states how samples that are not nationgdesentative can provide valid nation-to-nation
differences: Straus’ (2009) tests of validity cartg that nation-to-nation differences found on the
basis of the student convenience samples are atgdelvith nation-to-nation differences found on the

basis of other studies of the same or closelyedlaariables. It is argued that, although using
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representative samples remains the preferred methedever possible, if a study can only be done
using convenience samples, this should not deterepding (Straus, 2009).

The students were aged between 21 and 29 yea3(Xfor the UK and X=24.7 for Bangladesh)
both with genders being almost evenly represemeth postgraduate and undergraduate students were
included in the sample in an effort to achieverggeaof student expectations and experiences aaloss
levels of study at university. Moreover, by inclngdiparticipants studying in a wide range of areas i
different education institutions, we attempted darteract potential bias of reaching students Iy on
one field of study. An added advantage of usingesttisamples in cultural comparisons is that tigere
a reasonable degree of homogeneity among all getits, reducing the number of extraneous
variables, which could contaminate comparativeedéhces (Kanousi, 2009l interviewees were
asked which qualities professors should possessvhrath behaviourshey should exhibit during face-
to-face service recovery encounters. The attribelieged through this paved the way for a series o
‘Why is this important to you?’ type of questiof&efynolds & Gutman, 1988), which were intended to
lead students up the ladder of related consequamtkgalues. By probing every answer at the
beginning (“how would you find out whether or nbetprofessor is being friendly, competent, and so
on”), and then asking interviewees to discuss #reehts of the mentioned attributes, we were able t
distinguish between attributes/behaviours and apresgces/benefits. The responses then acted as the
starting point for the laddering probes to uncaveomplete means-end structure. Questioning
continued until respondents gave either circulamaans, or were not able or willing to answer or had
reached the value level.

Content analysis was conducted to code theleda from the laddering interviews. The means-end
chains of meaning for each participant were idesttiind the concept/phrases were classified as
attributes, consequences and values, and codesagsgned. For example, the statement “solve the

problem in a friendly way” was broken down into tmeaningful chunks: “solve the problem” and “be
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friendly” and assigned two separate codes: “proldetation” and “friendliness”. Both deductive and
inductive coding was used. The use of deductivesorhs aimed at enhancing coding reliability and
keeping track of whether concepts being investijate shared by other studies in the areas ofcgervi
recovery (e.g. Tax et al., 1998), lecturer attisufe.g. Voss & Gruber, 2006) and human values (e.g
Rokeach, 1973).

With the help of the laddering software LADDERMABengler & Reynolds, 1993), the review
and alteration of coding was carried out where iregu The codes for individual means-end chains
were then aggregated and expressed in an implsatn@trix, which details the associations between
the constructs. By showing the number of timescwue leads to another (Reynolds & Gutman, 1988),
the implications matrix links the qualitative andgiagtitative elements of the technique. LADDERMAP
generated two such implication matrices: one fohegroup of students. A section of the implication

matrix for British students is illustrated in Taldle

Table 1 Extract from Implication Matrix for British Studesn

Laddermap 5.4 Provided by Charles Gengler
S A\ S\ P\ T \ T A\ E A\ c o\ B\ (SN T \
P\ o A\ E A\ R A\ noN NN [O NN E A\ A A\ A\
E A\ LN R\ Y K\ cooN Mo L\ R A\ K\
E A\ U A\ F A\ 5 N\ E A 0 A P A Y I A E A\
D A\ T A\ o\ T \ N\ U oA L\ T \ N\ \
A\ I\ E N\ \ Py R\ AN I\ G\ S\
\ [N Mo\ \ R\ A A\ I N\ o A\ \ o A\
i JUNEAN AN \ [ONNAN G\ NN N\ \ Mo\
\ \ U \ B\ E A\ T A\ 5 A\ \ E A\
A\ \ c A\ A\ LA\ Mo\ \ H A\ A\ 0o A
LISTENING . 1.3 .4 2.3 6.0 4.4 2.2 1.2 .2 2.2
EXPLANATIO . 2.5 .4 1.1 1.1 1.1 3.3 1.1 . .
PROFESSION . .1 3.4 2.2 . 2.2 1.1 . 1.1
EMPATEY . 3.4 1 2.3 1.1 . 1.1 . 1.1 .
APPROACHAB 1 1 1.1 . 4.4 . . . 1.1

Table 1 reveals both direct and indirect relationsnplications between concepts. The number of

direct relations is presented to the left of theibal and total implications (direct and indirect
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relations) are displayed to the right of the detirRar example, “listening” leads to “take problem
seriously” 6 times directly and zero times indihg¢6-6). Thus, 6 participants associated the
professor’s listening skills directly with takinge problem seriously and there were no indirect
linkages between these two concepts. It is usefekamine both types of relationships in deterngnin
what paths are dominant in an aggregate map dfaetaamong concepts (Reynolds & Gutman,
1988). A higher number of direct relations indicsti®nger relationships.

From the implication matrices, LADDERMAPtamatically generated two hierarchical value
maps (HVMs) that presented the aggregated chaaphgrally. While mapping the HVMs for British
and Bangladeshi students, a cut-off level was deted to facilitate the reading of the map (Gruber,
Szmigin & Voss, 2006). For both maps, the cut-effdl of three was chosen, which means that
linkages had to be mentioned by at least threécg@ants to be represented in the maps. This dut-of
level was selected because it maintained the balbetveen data retention and data reduction and
detail and interpretability (Gengler, Klenosky & May, 1995).

Tables 2-4 display the 10 attributes (table 2),cbBsequences (table 3) and 6 values (table 4)
which resulted from the content analysis of 40riieavs and which are displayed in the hierarchical
value maps (HVMs) for both UK and Bangladesh. Tdlges indicate the number of times attributes,
consequences and values were mentioned by the roupg of British and Bangladeshi students and

the codes therein (in ‘Name of Attribute’ columiasg listed in alphabetical order.
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Table 2Overview of all attributes

Name of
Attribute

Number of
Times
Mentioned by
British Students
(in Ladders)

Number of Times
Mentioned by
Bangladeshi
Students
(in Ladders)

Characteristics

Active Listening

27

26

Professors should listen to what their
students are saying with full attention, ask
guestions and hear them out

Approachability

Students want professors to be easy to meet

and talk with. This means that the profess
should be available after class and during
week

DI
the

Discussion

Students want professors to discuss with
them possible ways to solve the problem,

asking about their preferences while taking

into account the opinions of their student
peers

Empathy

12

Professors should be willing to take the

student’s perspective and be understanding

about the students’ problems

Explanation

10

Professors should explain why the probler

has occurred and what action will be taken

=

Friendliness

12

Professors should give positive nonverbal
cues and behave in a friendly manner.
Friendliness is associated with nonverbal
signals like open body posture, casual
smiling, appropriate eye contact and a
positive tone of voice

Take Time

Professors should be patient and take
sufficient time to solve the problem

Open-
Mindedness

21

Students want professors to be open to
criticism, new ideas and arguments. This
includes showing no sign of annoyance, b
or defensiveness

as

Professional
Competence

10

Professors should exhibit the ability to come

up with an intelligent solution based on thei

r

professional knowledge, with complete foqus

on the issue at hand

Recording

Students want professors to note down the
issue discussed and follow up on it

D
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Table 3Overview of all consequences

Name of Consequeng

Number of
Times
Mentioned by
British
Students
(in Ladders)

Number of
Times
Mentioned by
Bangladeshi
Students
(in Ladders)

Characteristics

Students want to be at ease while talking t(

D

feel

at

[

Be at Ease 6 9 professor
Students want to possess the skills and
Career Growth 8 12 qualifications that will aid career growth
Students want to believe that the professor
Complaint Handling 13 12 will handle the complaint
Students want to feel confident in articulati
their opinions and to feel that their opinions
Encouragement 15 25 are appreciated
Knowledge stands for the sum or range of
what has been perceived, discovered or
Knowledge 4 28 learned
This refers to the extent to which students
they encountered a valuable teaching
Learning Experience 7 4 experience at their institution
This stands for the psychological feature th
arouses a person to take action toward a
Motivation 7 15 desired goal and the reason for that action
Students want to successfully complete
Performance 23 10 assignments and pass exams
This refers to a feeling of affinity and bondi
Relationship 12 8 between the professor and the student
Students want to get the impression that th
Problem Solution 43 55 professors will solve the problem
Take Problem Professors give the impression of taking th
Seriously 17 2 problem seriously
Take Someone Students want to get the impression that
Seriously 9 7 professors take them seriously
This refers to a party’s confidence that ano
party, on whom the former must rely, will h¢
Trust 20 16 in reaching his/her goals
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Table 40verview of all values

Number of Times
Number of Times Mentioned by
Mentioned by Bangladeshi
British Students Students
Name of Value (in Ladders) (in Ladders) Characteristics
Students want to be free from
Harmony 7 11 inner conflict
Satisfaction 9 4 Students want to be satisfied
Students want to achieve their
Self-Actualisation 6 2 full potential
Success 5 5 Students want to be successful
Students want to take
Universalism 4 3 responsibility for a better world
Well-Being 19 21 Students want to feel happy

Sample characteristics and data collection and ays — Kano questionnaires

The elicited attributes from the laddering intewsewere then used to develop a Kano questionnaire,
which also included attributes that respondentsiginoup during the laddering interviews but that
were not mentioned frequently enough to be displayehe HVMs such as e.g. “quick response” and
“good communication skills” due to the chosen cfiitevel. For each professorial attribute in thenida
guestionnaire, respondents had to answer a quesiimisting of two parts: ‘How do you feel if the
feature is present?’ and ‘how do you feel if thatdee is not present?’ Respondents were, for exampl
asked “If a professor puts students at ease dtimmgonversation, how do you feel?” (functionahfior
of the question) and “If a professor does not pudents at ease during the conversation, how do you
feel?” (dysfunctional form of the question). Fockajuestion, respondents could then answer in five
different ways: 1) | like it that way. 2) It muse bhat way. 3) | am neutral. 4) | can live witthat

way. 5) | dislike it that way. Table 5 shows anrmyde taken from the Kano questionnaire used in this

study.
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Table 5Example from Kano questionnaire

6a. | If a professor explains why the problem has | 1. | | like it that way
occurred and what action will be taken, how 2. | It must be that way
3. | I am neutral
do you feel? 4 | 1can live with it that
" | way
5. | I dislike it that way
6b. | If a professor does not explain why the 1. | I like it that way
problem has occurred and what action will be 2. | It must be that way
3. | l am neutral
taken, how do you feel? 4. | | can live with it that
way
5. | | dislike it that way

Kano questionnaires were handed out to 109 stadernbe UK and 101 in Bangladesh. There was
a 100% response rate as the questionnaires weribualisd in classrooms after lectures and returned
immediately upon completion. Students were ageddrst 19 and 23 years (X=20.8 for the UK and
X=20.1 for Bangladesh). 47% were male and 53% \iereale students at a university in the UK and
71% were male and 29% were female students atversity in BangladesiJsing an evaluation table
originally developed by Kano (1984), the attributesre then classified as recommended in Berger et
al. (1993) and Matzler et al. (1996). The combwrawf the functional and dysfunctional forms of the
qguestion in the evaluation table led to differeategories of requirements. For instance, if a stude
answered “I like it that way,” to the functionalrfo of a question — and answered “I am neutral,”1 or
can live with it that way,” to the dysfunctionalrfo of the question, then the combination of these
qguestions in the evaluation table produced catedomndicating that the attribute is an attractwe
excitement factor to the student. Beside the thcategories relevant for our analysis (basic,
performance and excitement factors), the evalua#ble also allows the classification of requiretsen
as indifferent, reverse or questionable (Matzlealgt1996). Reverse features are those featuatsith

not wanted by the student and they lead to actisslatisfaction if present (Matzler et al., 1996).
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Questionable results identify a contradiction ie gtudent’s answer to the question and therefdrasac
a form of quality control for the Kano questionma({iMatzler et al., 1996). However, there were no

questionable results in the present study.

Results and discussion

Service recovery expectations of British studertaddering interviews)

The HVM in Figure 1 presents 23 concepts of meaamgng which six attributes, eleven
consequences and six values can be identifiedsikbeof the circles reflects the relative frequency
with which participants mentioned a certain con@ghis specific cut-off level. The thickness loét
lines between concepts indicates the strengtheofelationship. The attribute most desired by Bhiti
students is “Active Listening”, which was mentiort®g15 participants. This attribute leads to the
highest number of consequences, that is, the imateetlenefits students associate with the recovery
attributes. The consequences of professors liggeagtively include making students feel at eagbeén
vicinity of the professor (“Be at Ease”), encouragthem to share their problems (“Encouragement”),
creating the impression that the professor is takteir problem seriously (“Take Problem Seriougly”
increasing their confidence in the professor (“Tiuand improving their perception about their
learning experience at the university (“Learning&rtence”).

In particular, as the width of the linkage shofstish students strongly believe that listening
attentively and responding appropriately meanstti@professor is taking their problem seriously
(“Take Problem Seriously”), which they think wi#dd to a solution of their problem (“Problem
Solution”), the consequence mentioned by 90% op#récipants. Listening has been found to be an
important service recovery strategy in previousligtsias well (Duffy, Miller & Bexley, 2006;

Maxham, 2001).
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Figure 1 Hierarchical value map (UK)
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The second most important attributes for Britigldents are “Empathy” and “Explanation”. This is
in line with recent empirical work, which confirntisat the use of explanations or causal accounts tha
include apologies and justifications, influenceonesry satisfaction (Bradley & Sparks, 2009; Mattila
2006). Further, Swanson and Davis (2000) foundribaexplaining why the service failure occurred
led students to recollect the encounter as disaet®wy. Expressing empathy is also considereceta b
fundamental part of the service recovery proce@@eawright, Detienne, Bernhisel & Larson, 2008)

and has been found to influence interactional gesfi axet al., 1998). McColl-Kennedy and Sparks’
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(2003) findings show that the service providersklaf empathy can cause negative emotions in the
customer, thus reducing satisfaction with servem®very. In the context of marketing education,
Faranda and Clarke (2004) and Grarifizernig and Harich (2009) conclude that empathynis of the
factors that establishes rapport between the pofesd students. In the HVM, empathy leads to the
most important consequence “Problem Solution”,@sdExplanation”, but in this case the path is
mediated by another key consequence, “Complainthtagi, which was mentioned by over half of
the participants. Explaining why the problem hasuoed and what can be done about it suggests to
students that the professor is trying to handlgtioblem effectively and will solve.iBoth “Complaint
Handling” and “Take Problem Seriously” have beesniified in the service recovery literature as
important benefits customers desire during suclo@mers (Gruber, Szmigin & Voss, 2006). When
professors actively listen, empathise, providexgiamation and note down what has been discussed
(“Recording”), students get the impression thairtheblem will be solved. Recording thus appears t
provide a tangible cue to students of effectiveiserrecovery. To our best knowledge, the attribute
“Recording” has so far not been proposed as aatesitribute of contact employees during service
recovery from the customer’s point of view. Howeube attribute has been recommended as part of
good practice complaint management (Nyer, 2000)Handis and Ogbonna (2010) argue that failing to
record the complaint often means that the complaithhot be dealt with.

Actively listening and empathising with Britistugents leads to trust in the professor and trust is
further instilled in students by exhibiting profesgal competence in the encounter. “Professional
Competence” consists of four core components: ¢wgntompetence, functional competence,
behavioural competence and ethical competencef athich contribute to the employee’s effective
performance (Cheetham & Chivers, 1998). Grubel. ¢2806) found competence to be the most
desired attribute of customer contact employeesimvttomplaint handling encounters. These findings

are also aligned with sales management researctew@iempetence”, as a function of salesperson
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behaviour, has been found to be a determinantsibmer trust (Kennedy, Ferrell & Leclair, 2001;
Swan Bowers & Richardson, 1999). British students baigvat when trust exists between them and
the professor, it translates into better academitopmance (“Performance”), which in turn leadsito
better start for their careers. The relationshigvben student trust and performance has been
empirically validated in an education background_bg (2007) who found a positive relationship
between student trust in teachers and achievemeschiool.

“Performance” is the second most important conseqge for British students, reinforcing four
values, which stand for the ultimate reasons whgestts desire such concepts during service recovery
encounters. When students perform well academidhidy believe that they are realising their full
potential (“Self-Actualisation”) and it gives thearsense of achievement (“Success”). In additiondgo
performance also leads to feelings of happines®(*®8eing”) and sense of “Satisfaction”. Apart from
these four, two other values are held importarBbhiysh students: “Harmony” and “Universalism”,
both being reinforced by having a solution to thebtem (“Problem Solution”). Students feel free
from inner conflicts ("Harmony”) when problems aesolved. At the same time, they fulfil the need to
help improve the services provided by their ingtito, from which their peers and future students ca

benefit (“Universalism”).

Service recovery expectations of Bangladeshi studéhaddering interviews)
The HVM for Bangladeshi students (Figure 2) porsrd@ concepts of meaning, of which seven
concepts can be identified as attributes, twelveepts as consequences and four concepts can be

interpreted as values.
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Figure 2 Hierarchical value map (Bangladesh)
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The HVM shows that Bangladeshi students considetive Listening” to be the most important

attribute (mentioned 13 times). The importance gdlaan this concept echoes again what is suggested

by the service recovery literature (Zemke & Be0pR). When the professor portrays this attribute

during recovery encounters, it makes studentscia@fortable around the professor (“Be at Ease”) and

shows students that they are taking them serid(iBhke Someone Seriously”). The attribute “Active
Listening” also shows students that the professibihandle the complaint in a way that will leadao

problem solution. However, compared to findingsrfrprevious research on complaint handling

encounters in a European context (Gruber et &l6R@he consequences of “Complaint Handling” and
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“Take Someone Seriously” do not emerge as domic@mequences for Bangladeshi students.
Students are also made to feel at ease and bé#fiat/the professor will solve the problem when they
perceive the professor accepts criticism positivelganing he/she shows no sign of bias or annoyance
(“Open-Mindedness”). This attribute seems to beeguportant to Bangladeshi students because it
was mentioned by over half the participants. Sttglparceive that professors will solve the problem
when they are empathetic, react well to criticis@pen-Mindedness”), provide an explanation and ask
for student input regarding the preferred solubgrengaging in a discussion. This also indicatas th
Bangladeshi students want professors to come upansblution by soliciting and discussing their
opinions and those of their peer group. The foecuthe concept of solicitation and discussion echoes
the importance of a concept introduced by KaraMignini and Tam (2007) called “recovery voice”,
which entails a service provider asking a custofager a failure has occurred) how the problem can
best be rectified and which has been found to ra@shiigher post-failure satisfaction.

Although “Active Listening” and “Open-Mindednesafe the most frequently mentioned attributes,
the strongest path (resulting from highest numibelirect relations between concepts) links the
attribute “Friendliness” to “Encouragement”, thnsequence being mentioned by 15 participants.
Research on service recovery in the hospitalitustiy also found that employees who display pasitiv
nonverbal behaviours, that is, friendliness, aend®/ customers to be highly credible, competent,
courteous and trustworthy (Yuksel, 2008). Grubeal e2006) also found perceived friendliness to be
the second-most desired attribute of customer coetaployees during complaint handling
encounters. Friendliness has further been establiah a critical quality dimension of professors in
general (Voss, 2009).

Bangladeshi students believe that when professerapproachable and friendly, they are
encouraging them to share their problems and ajayireg their opinions. “Encouragement” is the

second-most important consequence and is placadriad connecting it to “Problem Solution” and
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“Knowledge”. This triad embodies the most importeobsequences of desired professorial behaviour
during service recovery. Bangladeshi students per¢kat when they can share their problems and
opinions confidently and this is appreciated bypghafessor, it leads to a greater chance of reaayer
from the problem (“Problem Solution”) and they al#e to learn more (“*Knowledge”) from the
professor. The consequence “Problem Solution” lesl@een linked to developing trust in the
professor. This is supported by findings that shioat remedying a service failure helps reinstall
customer trust in the service provider (Kau & L20A06; Tax et al., 1998). Students also believedhat
problem solution helps them in knowledge acquisitiy enhancing the relationship between teachers
and students, which provides motivation for stugeatperform better and especially to learn maose, a
shown by the strong linkage between “Motivationtd&Knowledge”. This is supported by education
research, which concludes that students’ motivatambe influenced by their attitudes towards the
instructor (Zhang & Oetzel, 2006). In additionisialso consistent with findings that rapport betwe
students and faculty can increase students’ mativad learn as well as their willingness and
confidence to use the faculty as a resource fonieg (Granitz et al., 2009; Faranda & Clarke, 2004
Bangladeshi students also believe that a probléntico leads to a favourable perception about their
learning experience at their institution, which kmBhandari, Tsarenko and Polonsky’s (2007)
argument that an evaluation of service recoverfopsance leads to an overall evaluation of the
service experience.

Bangladeshi students associate knowledge acquistien more strongly with “Career Growth”,
indicating that they believe that the more theyriethe more they will be able to excel in their
professions. A thriving career reinforces the valt&ell-Being” and “Success” in Bangladeshi
students, while acquisition of knowledge gives theesense of “Satisfaction”. When professors solve

their academic problems, it contributes towardsediig of “harmony” within them.
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Comparison of service recovery expectations of Bhtand Bangladeshi students
While many of the same attributes, consequencesands appear in the two HVMs, there are a few
concepts which appear in only one of the HVYMselmis of similarities, the two HMVs reveal that
British and Bangladeshi students identify “Activistening” as the chief attribute they desire in
professors during service recovery encounters. Batigladeshi and British students mentioned that,
among other consequences, they feel at ease dimmvgrsations with professors as a result of this
attribute. Other attributes displayed by the HVKattare common to both groups include “Empathy”,
“Explanation” and “Approachability”. Approachabifiis a noteworthy attribute because it holds
importance for both British and Bangladeshi stus@md being accessible and available to students
regularly has also been identified as a desirechieg quality of professors in a study using thense
end framework (Voss & Gruber, 2006). It also intksathat the actions and attitudes of service
personnel play a critical role in encouraging costporganizational citizenship behaviours, such as
voice ( Bove, Pervan, Beatty & Shiu, 2009). Regagditudents’ expectations about the attributes of
professors, it appears that certain attributes asadmpathy, approachability and friendliness are
expected in professors in general (Faranda & CJ&®@4) and during recovery encounters as well.

The results obtained from this study corroboragipus research findings that listening actively,
showing empathy and providing explanation are Keibates that customers desire in contact
employees during service recovery encounters (Grtba.,2006). The findings also confirm that
although similar attributes of service providersyrba desired during service recovery encounters
across cultures, the relative importance attache@ch attribute differs (Kanousi, 2005). In paitac,
the HVM for Bangladeshi students displays the lattes “Open-Mindedness”, “Discussion” and
“Friendliness”, none of which are displayed by Bréish students’ HVM.

On the other hand, the HVM for British studentsptiys the attributes “Professional Competence”

and “Recording”, which do not appear in the Bangid student HVM. British students consider
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“Empathy”, “Explanation” and “Professional Compeatehto be the most important after “Active
Listening”. By contrast, for Bangladeshi studet®pen-Mindedness”, “Friendliness” and “Empathy”
are the most important attributes after “Activetersing”.

The relatively greater emphasis placed orfribadliness attribute by Bangladeshi students is
suggestive of the importance of nonverbal commuiagavhich is typical in high-context,
collectivistic cultures (Hall, 1976; Hofstede & Htéde, 2005). In high-context cultures, nonverbal
communication is important in the interpretatioraahessage. Collectivists depend more on nonverbal
cues in face-to-face interactions to convey, as ageto discern, desires, concerns and preferences
(Chen, Chen & Meindl, 1998 line with this, Bangladeshis show a higheraietie on “Friendliness”
and derive from these positive nonverbal cuesttieprofessor is appreciative of their opinions and
will engage in effective service recovery. On tbatcary, in low-context cultures, explicit verbal
communication takes place, that is the messadéigsgggven more importance than nonverbal cues
(De Mooij, 2009). Hence it can be seen that afative Listening”, British students place greater
importance on attributes involving more explicith@& messages such as “Explanation”, “Empathy”
and “Professional Competence”, instead of “Friemeis”.

Further, British students place a higher emphasidRkecording”, which can be regarded as a
desired tangible cue to indicate that their problethbe solved. This is backed by research in the
hospitality industry which concludes that peoptarrEuropean (individualistic) cultures are more
likely than their Asian counterparts (collectividtio rely on tangible cues in the service evatuati
process (Mattila, 1999).

In high power distance countries such as Banglgdke educational process is argued to be more
teacher-centred; teachers in Bangladesh outlinentelbectual paths to be followed to a higher @sgr
when compared to low power distance countries (tddés& Hofstede, 2005). Additionally, in

collectivistic cultures, direct confrontation wiéimother person is considered rude and undesirallle a
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the need for maintaining harmony is high. The corabiinfluence of these two cultural dimensions is
reflected in the findings where Bangladeshi stusienhsider “Open-Mindedness” to be the second
most important attribute, that is they desire trefgssor to accept criticism, new ideas and argasnen
and to maintain harmony. The important role “Frimess” plays in providing “Encouragement” also
reflects the fact that Bangladeshi students nede tappreciated and given a boost of confidenceawhe
they attempt to face a professor who in their agtver distance culture, is never publicly contraetic
or criticised and treated with deference (Hofst&ddofstede, 2005). This is an important finding
because it emphasizes further that professorsgptaijical role in encouraging voice behaviour agon
Bangladeshi students, who are unlikely to speaWitipout such encouragement. An equally high need
for “Open-Mindedness” in the professor, “FriendBegand its consequence “Encouragement” has not
been observed in British students. This is becauk®v power distance individualistic countriesdik
the UK, speaking one’s mind is normal and “a clakbpinions is believed to lead to a higher truth”
(Hofstede & Hofstede, 2005: p. 87). Although menéid only four times, the fact that Bangladeshi
students desired the attribute of “Discussion” Hradr British counterparts did not is also indigatbdf
a cultural discrepancy. Collectivists emphasiseignmembership and they value collective needs and
goals while individualists value individual needsldelieve that every individual is unique (Hall,
1976; Hofstede & Hofstede, 2005). This means thaixpecting the professor to solicit their andrthei
peer group’s opinion, Bangladeshi students are asipimg group membership and affiliative benefits.
Among all the consequences mentioned, the impoetah“Problem Solution” is paramount to
both groups, which is consistent with previous aesie on service recovery encounters (Grughex.,
2006). Moreover, the dominant status of this coneage is exemplary of the findings within lyer and
Muncy'’s (2008, p. 30) on service recovery, wheeytboncluded that “the big issue in the student’s
mind appears to be whether or not the faculty mereffectively dealt with the service failure”.

However, differences in the importance of otherssmuences can be observed. For example, in the
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HVM for Bangladeshi students, a solution to thebem leads to better professor-student
relationships, which fosters motivation to learnrenfsom the professor and also to perform better.
However, the HVM for British students indicatestthas the solution to the problem, meaning the
outcome of service recovery, that is important otiwating students to perform better. Two issues ar
noteworthy here. First, Bangladeshi students eitiglilnk “Relationship” to important consequences
more so than their British counterparts. This igiaguggestive of the greater influence of
interpersonal relationships in collectivistic cuéis. For Bangladeshi students, social relationgblgs

a larger role in regulating behaviour and in tresstoom, the teacher-student relationship is iraport
because students look up to the professor notambyteacher but as a model of correct behaviour
(Hofstede & Hofstede, 2005). Second, “Performarptay/s a prominent role for British students
whereas Bangladeshi students emphasise knowledgeséion more than performance. The high
agreement across values shows that students Inaldrsvalues in higher education settings. Both
groups value “Satisfaction”, “Success”, “Harmonyidaabove all, “Well-Being”. The importance of
these values is consistent with findings from higkgucation literature on student expectations §Vos
Gruber & Szmigin2007) and also with findings from studies in complhandling encounters
involving student samples (Grubetral., 2006). However, compared to former stydlesvalue of
“Harmony” emerged as a more important conceptimgtudy. Both British and Bangladeshi students
frequently related “Problem Solution” to the attaent of “Harmony”. This can be attributed to the
context of the study, which involves recovery freanvice failures and also to the nature of higher
educational services. Patterson, Romm and Hill§)1 98w higher education as a continuous service
since a typical student takes a number of yeatsttisumehe service, drawing an analogy to a high-
involvement, durable product purchase. It can tieiargued that effects of service failures in highe
education may be experienced for a prolonged pefibdrefore, “Harmony” emerges as an important

desired end-state for students. The absence odwvaluch as “Universalism” and “Self-Actualisation”
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in the HVM for Bangladeshi students suggests thael importance is attached to these values. “Self-
Actualisation” can be immediately related to indivalistic cultures, perhaps because individualists
strive for self-actualisation and collectivistswtrfor actualisation not of the self but the sefpart of
the group (De Mooij, 2009). However, one would itiely expect that “Universalism” would feature
more prominently in the HVM for the collectivistBangladeshis than the HVM for individualistic
British. Regarding this value of “Universalism” efft expressed in statements like “help the world
become a better place”, Ahuvia (2002: p.29) ardghascollectivism is not based on this kind of
universalistic altruism so much as fulfilling onegcial roles and meeting one’s responsibilitieth&
in-group. Thus, collectivists may be higher in Ithy&o the in-group, but they may be no higher in
universalistic feelings than individualists (Ahuv2002). In the following sections, the relativepaat

of the service recovery attributes mentioned byeis is evaluated using Kano methodology.

Impact of professor attributes on students’ (dishiséaction with service recovery (UK)

The following matrix charts (Figures 3 & 4) illuate which attributes are basic, performance and
excitement factors for students in the two coustriéhe Kano map in Figure 3 illustrates which
attributes of professors are “basic factors” tatlents in the UK take for granted, “performance
factors” for which the relationship between atttdperformance and (dis)satisfaction is linear and
excitement factors that delight UK students dusegvice recovery encounters. The map in Figure 3
reveals that all attributes of professors are parémce factors. Thus, British students do not take

of the professorial attributes for granted in taeecof service recovery encounters. There arenalso
attributes that have the potential to delight stitsle’Friendliness” is the only attribute that iese to

the area of excitement factors, stressing agaimtpertance of this attribute for students.
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Figure 3 Kano map (UK)
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“Empathy” has the strongest impact on satisfactow British students, which supports the

laddering result that indicated that this attribwies the second most important attributes for stigde

The map also reveals that if professors are pexdaimot to be helpful (“Helpfulness”) and do notwho

respect to students (“Take Someone Seriously”)) stedents will be very dissatisfied.

Impact of professor attributes on students’ (dishiséaction with service recovery (Bangladesh)

Figure 4 shows that for Bangladeshi students, thjnity of attributes are performance factors, with

“Encouragement” having the strongest impact ors&atiion followed by “Approachability”, stressing

again the aforementioned importance of these twibates for students in this country.
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Figure 4 Kano map (Bangladesh)
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Two attributes are excitement factors (“Quick Rese” and “Recording”) that have the potential
to satisfy Bangladeshi students very much butdbatot increase dissatisfaction if professors do no
possess them. Respondents brought both attribptdaring the laddering interviews but they did not
mention these concepts often enough for them tidpayed in the HVM. Thus, students in
Bangladesh do not expect their professors to resgaitkly and take notes during the service
recovery encounter but they would be very satisfitiiey would do so. “Friendliness” and
“Professional Competence” are also close to tha efexcitement factors. The Kano map also reveals
that students are very dissatisfied if professoraa understand their perspective (“Empathy”)ndo

show respect (“Take Someone Seriously”) and if theyot appear to be sincere and do not ensure
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transparency (“Honesty”). The finding that theihtite “Take Someone Seriously” has the potential to
dissatisfy students strongly if professors do maoivsrespect to students corroborates with previous
research by authors such as Voss et al. (2007) sivbwed that students wanted to be taken seriously
and treated with respect. The Kano map also shieatBangladeshi students are most dissatisfied if
professors do not listen to them (“Active Listeriindt appears that students take the professatisyab
to listen carefully to what they have to say dutiihg service recovery encounter almost for granted
(the attribute is close to the area of basic fatandicating that its absence will have seriamitts

for higher education institutions. This corrobosapeevious research by Gruber, Reppel, Szmigin &
Voss (2008) who showed that complaining custonas the frontline employee’s ability to listen
actively to them for granted. Professors have &tige that they cannot impress their complaining
students just by listening to them actively, aytakeady expect this behaviour. Nevertheless, dt i

very important attribute to get right in order t@ypent dissatisfaction.

Implications for higher education institutions

The analysis of student expectations across twaraligroups shows that, for professors to dedt wit
service failures effectively they should be apphadude to students, show empathy, provide an
explanation for the failure and above all, theyidtidisten actively. The quality of listening magstly

be taken for granted, however effective listeningggbeyond merely hearing the student out to dgtual
getting the meaning of what is being said (Mourl&ttila, 2002). Anderson and Martin (1995) point
out that listening behaviour involves three compuaseattentiveness, perceptiveness and
responsiveness. In addition, understanding whatldehind student expectations is important for
professors because it would prevent them from bewpadefensive in such situations and make them
conscious of their potentially negative behavidi@wanson & Davis, 2000). This knowledge would
also allow professors to avoid misunderstandingsrimy affect the teacher-student relationship and

prepare professors to take a stance towards pveassrvice recovery.
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For professors who teach abroad and who teackedadtended by international students, this
study holds the important implication that in cagservice recovery encounters, students from
different national cultures expect them to behawtraact in different ways. By identifying how
British and Bangladeshi students show a prefertardask and relationship attributes of service
recovery respectively, the research highlightsnhgortance of taking into account national cultural
differences to ensure student satisfaction withisemrecovery. However, professors should be carefu
about the use of cultural stereotypes in the abassr(Littlewood, 2001). For example, national
cultural differences do not mean that in any gisgnation one may not find an individual Western
student showing evidence of an interdependent @atien and an individual Asian student affirming
his/her independent self (Littlewood, 1999). Indagent self and interdependent self are the person-
based concepts of individualism and collectivisspestively proposed in psychological research
(Markus & Kitayama, 1991). Although individual ldwariations exist, a large number of studies
confirm that when responses of Asians (collects)ishd Westerners (individualists) are examined
over a given range of situations, Asians have atgréendency to perceive themselves as
interdependent selves (Littlewood, 1999; Markus akama, 1991). This finding, in addition to the
evidence that individual level variables such #isuale and values are influenced by national celtur
(SteenkampiHofstede & Wedel, 1999), indicates that nationduce matters even at the individual
level. Ultimately, one of the outcomes of this @sé is to bring about an appreciation in professor
and higher education institutions regarding the adlculture in the delivery of quality service.elh
research findings suggest that professors’ actiomnisig service recovery need to be customised to
better meet the expectations of students belortginlifferent national cultures.

Higher education institutions also have a majte to play in terms of ensuring effective service
recovery performance. In terms of internal marlggtinstitution management should provide

appropriate interpersonal and intercultural comration skills training to professors, especially to
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those who are new to the teaching profession (Flatlal., 2006) and those who teach in foreign
branches of the institution. Students also holdvibes that having a mentor who is culturally
responsive and aware is important for having aessfal mentoring relationship (Chung, Bemak &
Talleyrand, 2007), which is defined as a procedsadhing, protecting, guiding, nurturing, supengs
and advising someone with the intent to facilifatefessional and personal growth (Schwiebert, 2000)
Therefore, professors who possess interculturahzanication competence (Wiseman, 2002) are
likely to be able have more fruitful mentoring t@aships with students.

The study also holds implications for external keéing by educational institutions. The
introduction of student satisfaction guarantees@pltough & Gremler, 1999) would enhance student
confidence in professors and establish accountabiti both sides (Gremler & McCollough, 2002).
Service guarantees have also been found to influtrecoutcome of service recovery as they affect
how employees behave to recover the customer (l8d8kalén, 2003). In addition, service guarantees
increase the likelihood of students voicing theolpems (Bove & Robertson, 2005), which can lead to
further service process improvements (Johnston éhieli 2008). Moreover, keeping in view that the
branding of universities has become a source opetitive advantage in the higher education market
(Hemsley-Brown & Goonawardana, 2007; Weeraas & $#1b2009; Chapleo, 2010), the results of
this study provides ideas for the development eftitand image of an educational institution by
shedding light on the benefits and values thatrapertant to students. Traditionally, the means-end
framework has been used to design positioningegiias for products and services (Reynolds &
Gutman, 1988). Based on the findings, it is evidkat students across cultures are significantly
concerned with their career prospects and assauoiaty benefits such as knowledge acquisition,
performance and student motivation to the effectemice performance of professors. Bennett and
Ali-Choudhury (2009) found that students’ percepsi@f the most critical dimensions of a university

brand consists of students’ prospects on graduatadrthe institution’s learning environment,
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especially arrangements for student support. Usityeprofessors also play a role in the formatén
the university’s brand reputation according to Brgs & Kamenidou’s (2011) study. Hence,
educational institutions, when defining their brageintity, should focus on aligning it with the ledits
and the ultimate values sought by students (HerBtewn & Goonawardana, 2007; Heslop &
Nadeau, 2010). This also includes highlightingdbality and expertise of its teaching staff in all
marketing communication including websites and buwes (Bennett & Ali-Choudhury, 2009) and
implementing marketing strategies that allow fgreater role of faculty, for example, during open
days. By establishing the need for effective servecovery practices, the study does not suggast th
professors “pander to students” (Swanson & Dawd®02 p. 23) or that students are always right ¢Scot
1999). However, it is reasonable to suggest theqmer-centred orientation (Cornelius-White, 2007)
is at least required to ensure that any serviderés, whether real or perceived, do not detrashfthe

student’s learning experience.

Limitations and directions for further research

To our best knowledge, this study is the first thsgts laddering interviews and Kano questionnaires
investigate service recovery in higher educatiotwin different countries. The results present h ric
insight into the service recovery expectationstoflents in higher education and provide a starting
point for further research. However, as with anglesatory research, the findings of this study are
tentative in nature. The use of convenience sangdlsgidents limits the generalisability of the
findings, however this is offset to an extent bgwding participants from various institutions studyi

in a wide range of areas including business, lagjreeering and medicine. Furthermore, as Greenberg
(1987) points out, the potential for generalisépils not always something that can be achievexhin

one study, but it is often an empirical questicat tiequires comparisons over different studiessThu
what is now needed is similar research with difiésample populations. Results from these studies

could then be compared and differences and sitmdanievealed. Even though our study has sample
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sizes similar to several existing laddering (Regis@& Olson, 2001) and Kano studies (Lofgren &
Witell, 2008), future research studies could sté larger probability samples that represent the
broader (complaining) student population in thested countries.

This study provides evidence in support of cultditierences in student expectations of
professors’ attributes during service recoveryuFkaistudies should also explore the influence of
failure type and gender, given that both the tyjpiture (Smith, Bolton, & Wagner, 1999) and gende
(McColl-Kennedy, Daus & Spark&003) have been found to be moderating variablesgiservice
recovery in other industries. In addition, whetstrdents’ characteristics such as their year at
university and the specific area of study affeesthresults are worthy of research. Moreover, lhot a
recovery situations in higher education will invelface-to-face interactions, especially considetineg
growth of distance learning courses (Swansal., 2005). Thus recovery encounters via enmail a
telephone should also be investigated.

Further, fellow researchers could conduct studietifferent points in time to investigate the
movement of quality attributes of professors inhbountries over time. Authors such as Johnson,
Herrmann and Huber (2006) and Thompson, HamiltahRunst (2005) have recently shown that
customers experience quality attributes differenttgr time. Similarly, Kano (2001; 2006) showedttha
attributes are dynamic and not static. In particiia found that for some products such as the
television remote control, product attributes havde cycle with excitement factors deteriorating
performance factors and then basic factors ovex.tima service context a similar life cycle exists
Attributes of newly-introduced services can delighstomers at the beginning of the life cycle but
become expected over time. For example, Nilssorel\Wihd Fundin (2005) found that after using an
e-service (online ordering of cinema tickets) foranore times customers perceived the service as a
performance or even basic factor. According to kéfigand Witell (2008, p. 72), the life cycle of

quality attributes concept “is one of the mostiiesting and fruitful developments of the theory of
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attractive quality”. Future research could investigwhether the life cycle phenomenon that Nilsson-
Witell and Fundin (2005) discovered in a servicateat also holds true for attributes of professors
service recovery encountefscould therefore be expected that the currenitexent factors for
Bangladeshi students will deteriorate to perfornedfiactors and maybe later even to basic factors.
Similarly, several performance factors could detatie to basic factors for British students. Howeve
future research could also reveal that some quatitiputes remain static for a prolonged period of
time (Kano, 2001). Research in the UK could alsu$oon identifying attributes of professors that ca
create not only service recovery satisfaction lveheservice recovery delight (excitement factors).
Finally, it should also be noted that Hofstede’s dimensainsational culture were developed
based on work-related values (Hofstede, 2001). tddés(2001) linked these dimensions with
demographic, geographic, economic and politicagéetspof a society, a feature that is unmatched by
other frameworks (Soares, Farhangmehr & Shoham)28@ifiough Hofstede’s dimensions are the
most widely used ones in psychology, sociology madketing studies (Steenkamp, 2001), it is argued
that other frameworks such as Schwartz’s (1994 érsork for national cultural values include
elements of culture that may not be captured bystéde’s model (Ng, Lee & Soutar, 2007). Ng et al.
(2007) suggest that since Schwartz (1994) utilteadhers and students in his sample, his framework
may be more appropriate for use in non-work relatatexts (Nt al., 2007). It thus remains to be
explored whether frameworks other than Hofsted2{) yield a greater depth of insight into the

influence of national culture on service recovexgectations.

Concluding statement

Overall, our findings corroborate previous reseavbich conclude that national culture plays a
significant role in shaping expectations during/ger recovery encounters (Kanousi, 2005; Mattila &
Patterson, 2004Db). In particular, they mirror restrlom service recovery research where customers

from individualistic cultures have been found topdrasise the service’s functional or transactional
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elements but customers from collectivistic culturese been found to emphasise the more intangible
relational dimensions of the service (Winsted, J9%Te findings indicate that British students séem
be concerned with attributes and consequencegdatabre to the task of service recovery, while
Bangladeshis seem to prioritise attributes andemumsnces related to the interaction between the
professor and the student. This task versus rekttip emphasis of individualists and collectivists
also in line with cross-cultural marketing and conmication studies (De Mooij, 2009).

The major contributions of this research lie imection with service recovery research in higher
education and cross-cultural services marketiregsain which limited knowledge is available. The
study provides a first insight into the expectasion students concerning professors’ attributesgur
service recovery and identifies the existence efggences among students for certain attributes and
benefits based on national cultural differencebe findings thus provide strong directions for picec
on the part of professors. The findings contriliateervice recovery research further by showirg th
links between specific service recovery behaviootsoth positive student outcomes and service
performance, identifying which attributes have skrengest impact across cultures at the same time.
Although earlier service recovery research in ofgvice industries has arrived at similar findings
few have attempted to examine what lies behincttidbutes of “Empathy”, “Explanation” and
“Friendliness” that customers ask for and the valugstomers want to reinforce through the service
experience. Previous studies have also failedtgider which attributes add value (e.g. “Recordjng”
and which attributes only meet minimum requiremeasgsindicated by the Kano method in the present
study.

Therefore, a strong contribution of this papehe finding that the concepts gleaned from the
laddering interviews that are shown in the hierexahvalue maps must not been seen in strict
isolation, as in previous research, but have torfgerstood as a network of interrelated concepts. |

other words, professors can improve their senacevery activities by not just portraying the
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attributes desired by students, but by assessesgtim a way that their impact is linked to the
perception of the students regarding the importansequences (e.g. the feeling of being taken
seriously) and personal values or motivations (@egng at harmony). By combining the laddering and
Kano methods, researchers can reveal how these aolyomidentified elements are interconnected
and interdependent and also evaluate the relatipacét of each element on student (dis)satisfaction.
This can then help professors realise that focusingoncepts in isolation (e.g. professors being
competent or friendly) is not sufficient for reconey dissatisfied students in face-to-face service
recovery encounters. It also equips them with th@kedge of behaviours that can create student
satisfaction and behaviours which they should ekhobavoid student dissatisfaction during such
recovery encounters. In the context of higher etioicaprofessors can leverage all this informatmn

enhance the professor-student relationship anasterf positive student outcomes.
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