
 
 

 
 
 
 
 

 
 
 
 

 
Angelica By 

Elisabeth Kaspersson 
 

 
 

An empirical thesis of service recovery in 
the package holiday industry. 

 
 

 
 
 
 

Business Administration 
Master’s Thesis 

30 ETCS 
 

 

 

 

 

 

 

Term: Fall 2017 

Supervisor: Patrik Gottfridsson 





3 

  



4 

Acknowledgements 

During the autumn semester 2017, we have together written this D-thesis. We 

want to direct a special thanks to our supervisor Patrik Gottfridsson, who 

throughout the process has contributed with positive energy, words of 

encouragement and commitment. This thesis could not have been conducted 

without you. We would also like to dedicate a special thanks to Jasenko 

Arsenovic, who has contributed during the thesis with his knowledge and 

ideas. Therefore, we would like to thank the both of you for believing in us, 

and providing us with support and good advice during this semester. 

Hereby we certify that this thesis has been conducted together and that we 

have been equally involved during the process. 

January 2018, Karlstad.  

 

Angelica By           Elisabeth Kaspersson 

 

 

  



5 

Abstract 

Purpose: The aim of this thesis is to gain an understanding what it is within 

the vacation offering that makes certain customers dissatisfied with a service 

recovery effort.   

Design/methodology/approach: The basis of the thesis is a qualitative 

approach since we want to gain an understanding about what it is in the 

service failure and service recovery that make customers dissatisfied. 

Although, a quantitative approach will be used as a supplement to the 

qualitative approach in order to seek patterns that we can interpret. By 

combining these approaches, it should enable us to gain an understanding 

about the customer’s dissatisfaction. 

Findings: The study found that the package holiday organizations seem to 

handle the service recovery process well. Therefore, we propose that when a 

negative emotion occurs, the customer’s glorification of the offerings benefits 

get destroyed, creating their dissatisfaction. This makes it hard for the 

organization to perform a successful service recovery no matter the severity of 

the service failure since the hedonic values the customer was seeking becomes 

lost. Furthermore, the customers create expectations when seeking hedonic 

values, which make it difficult for the organizations to perform their initial 

offering successfully. We also emphasize the need of an expansion of the 

service recovery framework. There is a need of a shift from the organizations 

efforts to the customers experience within the service recovery process. 

Research limitations/implications for future research: This thesis 

emphasizes the need for further research concerning how organizations can 

perform a successful service recovery when hedonic values are a part of the 

offering. Hence, the focus in future research could be to develop methods for 

performing service recovery when hedonic values are in play. Furthermore, 

this thesis could only give propositions about what is causing the customers 

dissatisfaction, but could not find any core happenings causing the customers 

dissatisfaction. Therefore, future research could focus to gain a deeper 

understanding about what source that has caused the customers 

dissatisfaction. Furthermore, other dimensions surrounding the customers 

experience needs to be taken into consideration in future research. 

Practical implications: When hedonic values are in play, the customer’s 

expectations for the product or service becomes high. Therefore, 



6 

organizations face a lot more pressure when providing their service or, if a 

failure has occurred, service recovery.    

Keywords: Service failure, Service Recovery, Justice dimensions, Hedonic 

values, Satisfaction 
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 Introduction 1.

This chapter contains a discussion about previous research within the area. We begin with 

presenting a description of the background of the thesis, which is followed by a problem 

discussion. The chapter concludes by presenting the purpose of the thesis. 

1.1. Background 

From Expressen:  

Moldy hotel rooms, non-existent all inclusive and canceled dream vacations. 

The list of complaints Swedish travelers reports to The National Board for 

Consumer Disputes can be made long.  “For the airline, it was a cancellation, 

for us it was a shattered dream” (Silverberg 2016)  

Every year, the package holiday organizations receive negative publicity in 

media about service failures and how they perform their service recovery 

(Engelbrektson 2015; Tolge-Blidh 2015; Giertz 2016; Silverberg 2016; Rogvall 

et al. 2017). Does this imply that the package holiday industry deliver faulty 

services? This is not coherent with the cases handled by The National Board 

for Consumer Disputes (ARN)1. In 2016, only 14 percent of the customers 

won their case against the three major package holiday organizations partially 

or fully2. This means that there is a difference between the picture painted by 

the media and the actual outcome when tried by an impartial dispute 

committee, since the major package holiday organizations handles their 

complaints well in 86 percent of the cases that goes to ARN. 

The fact that some customers take their complaint so far is specifically 

interesting since most customers who are dissatisfied with a service choose not 

to even complaint (Richins, 1983; Hariri 1992; Wirtz et al. 2012). This is due to 

the fact that the psychological costs associated with confronting the 

organization are high. Furthermore, some of the customers believe that the 

organization would not be willing to handle their complaint in proper manor 

(Wirtz et al. 2012).  This in turn leads to that customers do not feel that 

complaining would be worth their while. Also, the customers view the 

emotions related to an unsuccessful attempt to get redress as unpleasant, and 

for this reason, chooses not to complain in the first place (Chebat et al. 2005; 

                                                 
1 ARN is a Swedish public authority that tries disputes between customer and organizations (ARN 
2017c). Before a case is submitted to ARN, the customers have to file their complaint to the 
organization, in order for the organization to get a chance to resolve the service failure (ARN 2017a, 
2017c) 
2 See 3.2 Data collection 
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Wirtz et al. 2012). This implies that there probably are more customers who 

are dissatisfied but chooses not to complain. For this reason, it is especially 

interesting that certain customers within the vacation industry that not only 

chooses to complain, but also takes their complaint one step further and 

submit a case to a third party despite the psychological sacrifices connected to 

this. 

1.2. Problem discussion 

After a customer has experienced a service failure, an organization can provide 

a service recovery in order to try to resolve the customer's complaint. A 

service recovery is the efforts an organization makes in order to maintain a 

good customer relationship when a customer has experienced a service failure 

(Grönroos 1988; McCollough et al. 2000; Wirtz et al. 2012). After a customer 

has submitted their complaint to the organization, they expect the organization 

to perform a service recovery and resolve the service failure. The customer 

then evaluates the organization's service recovery performance based on the 

dimensions of justice (Maxham 2001). The perceived justice in the service 

recovery process then has an impact on the customer's satisfaction with the 

service recovery (Smith et al. 1999). It is important to understand what the 

customer value in the offering in order to drive customer satisfaction (Best 

2004). In the case of vacations, customers seek to experience positive goals 

and feelings during their vacation (Goossens 2000; Hosany & Gilbert 2010). 

The traditional model over the service recovery process ends with the 

customer making an assessment of whether they are experiencing justice or 

not, which in turn affects customer loyalty, satisfaction and retention (Miller et 

al. 2000). Accordingly, if the perceived justice is low, the customers repurchase 

intentions becomes low and there is a risk of the customer spreading negative 

word-of-mouth (Maxham 2001; Nguyen et al. 2012). Today’s research has only 

taken the process this far. According to the traditional model, the service 

recovery process ends with the customer's evaluation. However, in real life, 

the service recovery process does not always end with this assessment. Some 

of the customers who do not perceive that their gotten the justice they 

deserve, chooses to continue their search for justice from the organization 

and, therefore, takes the subject to a third party. 

ARN's statistics could act as a clue that it is harder for package holiday 

organizations to perform a successful service recovery after a service failure, 

since customers that files their complaint to ARN in 86% of the cases has 
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received a fair service recovery and still are not satisfied with the effort. 

Compared with other industries tried in ARN, only 58% of the customers who 

submits their cases to ARN gets their claims denied (ARN 2017b). This opens 

up for the question if there are dimensions within the vacation industry that 

makes the customers dissatisfied, that other industries do not have. 

1.3. Purpose 

The traditional service recovery research has, to our knowledge, not examined 

those customers who do not experience justice and seeks redemption from a 

third party. Therefore, it is interesting to understand what it is that makes 

certain customers take their dissatisfaction with the organization to a third 

party. In terms of the studied organizations, 86 percent of the customers have 

filed their cases to ARN without actually being entitled to it. Accordingly, the 

customers have submitted their case even though they should not have been 

displeased with the service recovery in the first place. This is especially 

interesting since most customers, as stated above, chooses not to even 

complain to begin with. Furthermore, as noted above, the fact that customers 

seem to be unreasonably dissatisfied within the vacation industry than 

compared to other industries, makes us wonder if there are something within 

the vacation offering that make customers easier dissatisfied than with other 

offerings. Hence, the aim of this thesis is to gain an understanding what it is 

within the vacation offering that makes certain customers dissatisfied with a 

service recovery effort. 
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 Literature review 2.

The aim of this thesis is to gain an understanding what it is within the vacation offering that 

makes certain customers dissatisfied with a service recovery effort.  To explore this, this 

section contains a review of the current research regarding why customers buy package 

holidays, customer satisfaction, service failure, service recovery process and justice theories. 

Based on these theories we will be able to understand what it is in the process that make 

customers dissatisfied. 

2.1. Customer Satisfaction 

Customer satisfaction refers to the customers overall assessment of an 

offerings performance to date (Fornell et al. 1996). Thus, when a customer 

feel satisfied with an offering, it means that the customer feels that the 

consumption fulfills some desire, goal or need (Oliver 1997). When it comes 

to the customers satisfaction with vacations, the customers overall 

expectations need to be met in order for the customer to feel satisfied with the 

vacation. In contrast, if the overall expectations are not achieved, the 

customers will be unsatisfied with their vacation (Hosany & Gilbert 2010). 

2.2. Why customers buy package holidays 

To understand what drives the customer’s satisfaction, it is important to 

understand what it is that the customer value in the offering (Best 2004). The 

motives behind the desire of going on a vacation are related feelings such as 

pleasure, excitement and relaxation, whilst factors such as sunshine, friendly 

people and culture are motivations behind the choice of destination (Goossens 

2000). Furthermore, Pearce and Lee (2005) found that the foundational 

motivations behind booking a trip were related to novelty, relaxation, 

relationships and self-development. Such consumption is described as hedonic 

consumption, were hedonic values is derived from the sensation of using the 

product or service (Voss et al. 2003). 

When using a hedonic consumption perspective, the purchase becomes a 

subjective symbol instead of being an objective entity (Hirschman & Holbrook 

1982). Hence, the customer is concerned about what their purchase 

represents, and not so much of what it is (Hirschman & Holbrook 1982). In 

regards to vacations, the customers direct their attention to the desired feeling 

from the vacation and not to the utilitarian values (Goossens 2000). Hence, 
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the motivations behind booking a trip are related to positive goals of the 

vacation (Hosany & Gilbert 2010).  

Customers often view vacations as sacred (Kwortnik & Ross 2007) and do 

only wish for positive emotions in regards of the vacation (Hosany & Gilbert 

2010). Therefore, these positive emotions can create a glorification of the 

vacation that dominates the possibility of negative emotions (Kwortnik & 

Ross 2007). Although, a holiday vacation is full of different service encounters 

that can launch both positive, but also negative emotions, which makes it hard 

for the customer to only experience the positive emotions they wish for 

(Hosany & Gilbert 2010). For this reason, the customers overall expectations 

of the vacation needs to be met for they to assess their vacation as satisfying 

(Hosany & Gilbert 2010). 

2.3. Service failure 

A service failure occurs as a consequence from different fail points in the 

service delivery process (Shostack 1984). As pointed out by Miller et al. (2000), 

service provider’s main goal is to deliver the service right the first time. Thus, 

organizations today are facing more and more customer service pressure 

(Smith et al. 1999) and changing expectations (Miller et al. 2000). Therefore, 

with these pressures, mistakes are unavoidable (Miller et al. 2000). 

Accordingly, a service failure gives the organization a chance to recover from 

the failure and create customer satisfaction (Miller et al. 2000). The reaction 

from the service provider when a service failure has occurred therefore 

becomes vital. This is due to the fact that the reaction can either strengthen 

customer bonds and customer satisfaction or transform a small critical 

incident to a bigger one and drive the customer to another competitor 

(Hoffman 1995; Smith et al. 1999). Since customers has the potential to react 

strongly when service failures has occurred, it is important for the service 

providers act as effective and strongly when it comes to the service recovery 

actions (Smith et al. 1999). The context of the service failure is divided into 

two categories; failure type and magnitude of the failure, both explained in the 

headlines below. The organization needs to consider both the type of failure 

and the magnitude of the failure when attempting their service recovery (Smith 

et al. 1999). 



14 

2.3.1. Type of failure 

The service marketing literature has identified two kinds of service failure 

types, one related to the outcome and the other type is related to the process 

(Bitner et al. 1990; Hoffman 1995). The outcome failure is linked to the 

organization's inability to perform the core service or when they do not fulfill 

the basic service needs, for example, a customer arrives to the hotel and finds 

out that their room is unavailable due to overbooking. Therefore, the outcome 

failure means what the customer get from the service provided by the 

organization (Parasuraman et al. 1985). When the organization does not 

deliver the core service correct, meaning that the service is faulty, the failure 

type is instead a process failure. For example, a customer is treated impolitely 

by hotel employee during check-in (Smith et al. 1999). Accordingly, the 

process failure means how the customer received the service and is thus 

related to the way in which the service is delivered (Parasuraman et al. 1985). 

For businesses like hotels and restaurants, process failures made the customers 

more dissatisfied than if an outcome failure has occurred (Smith et al. 1999). 

2.3.2. Magnitude of failure 

The severity of the failure, also called failure magnitude can, according to Hess 

et al. (2003 p. 132), be defined as: “the loss that the customer experience due 

to a failure”. The extent of the customer’s perceived loss and the level of 

customer satisfaction will therefore depend on the magnitude of the service 

failure. This means that the customer satisfaction and the perceived loss will 

be lower if there is a higher failure magnitude (Hoffman et al. 1995; Smith et 

al. 1999). The loss that the customer perceives can either be tangible or 

intangible. Tangible losses refer to a monetary loss for the customer 

meanwhile an intangible loss relates to the customers feelings about the failure 

that occurred (Hess et al. 2003). The organization need to create a balance 

between the service recovery offers to the customer so that the offer can cover 

the loss (Smith et al. 1999). 

Smith et al. (1999) argues that, for both hotels and restaurants, customers 

become more dissatisfied due to process failures than if an outcome failure has 

occurred. Accordingly, high magnitude failures made customers more 

dissatisfied than a low magnitude failure (Smith et al. 1999). For an 

organization, it becomes harder to recover from a high magnitude failure than 

if a low magnitude failure occurred (Smith & Bolton 1998). 
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Both type of failure and failure magnitude, have an influence on how 

customers perceive the service recovery attributes and how they form their 

perceptions of justice. Furthermore, the level of satisfaction for the customer 

after a service failure has occurred also depends on the magnitude and type of 

failure (Smith et al. 1999). 

2.4. Service Recovery 

As noted in the section about service failure, each organization has the goal of 

delivering their services correct from the beginning, but that is not always the 

case since errors and mistakes always can occur (Miller et al. 2000). Thus, it is 

important for the organization to have good strategies to handle situations 

where the customer has experience a service failure. Such strategies are 

referred to in the Service Management area as Service Recovery. Service 

recovery refers to the actions an organization make after a service failure in 

order to maintain good customer relationship (Grönroos 1988; McCollough et 

al. 2000; Wirtz et al. 2012). The purpose of Service recovery actions is to 

maintain customer satisfaction and lower the risk of the customer switching to 

a competitor, since recurrent customers are an important part of service 

organizations (Miller et al. 2000; McCollough et al. 2000).  Since customers 

reacts strongly to service failures, it is important that the organization's efforts 

reflects the customer's loss (Smith et al. 1999).  

As noted, the best for an organization is to recognizing the service failure 

before the customer even has experienced it. Although, most service 

recoveries are performed after the customer has made a complaint about the 

issue since it is that moment the organization gets knowledge about the failure 

(Hart et al. 1990). For this reason, it is important that the organization makes 

it easy for the customer to complain (Hart et al. 1990). This can be done by 

having a phone number customers can call 24/7, having a form the customer 

can fill out or simply seeking the customer and asking the customer if 

everything is satisfactory (Hart et al. 1990). After the organization is aware of 

the service failure, there are four service recovery attributes that are important 

and that the organization should apply (Smith et al. 1999; Miller et al. 2000). 

These four are described below. 

2.4.1. Solution of the service failure 

When a service failure has occurred, the organization can provide a solution to 

the service failure. For instance, the organization can make an exchange or 
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offer compensation to the customer for the real and perceived damages the 

customers have experienced in connection to the service failure (Smith et al. 

1999; Miller et al. 2000; Nguyen et al. 2012). If able to, the organization should 

try to solve the service failure. This can be done by, for example, exchanging a 

product or upgrading a customer to another hotel room when their hotel 

room is not available due to overbooking (Hart et al. 1990). If the service 

failure cannot be resolved, compensation can be offered to the customer for 

the real and perceived damages the customer has experienced in connection to 

the service failure. The intention with the compensation is to provide the 

customer with restitution for the inconveniences and costs the customer has 

suffered due to the service failure (Miller et al. 2000). 

2.4.2. Speed of recovery 

When a service failure has occurred, it is important that the organization that 

the organization provides the Service recovery quickly (Smith et al. 1999; 

Miller et al. 2000). Customers often get frustrated when the service failure has 

occurred since they cannot get what they had planned in the first place. 

Therefore, the more time that passes before the customer gets the service 

recovery will increase the customer's dissatisfaction (Koc 2013). 

2.4.3. Psychological efforts  

The organization can provide a psychological effort as an attempt to recover 

from the service failure and make the customer satisfied again (Miller et al. 

2000). When a service recovery is performed, customers evaluate the 

interactions between them and the organization. Accordingly, they make an 

assessment based on the employees who provide the service recovery and 

their behavior towards them (McColl-Kennedy & Sparks 2003). The 

organization can apologize in order to attempt to improve the situation of the 

customers has experienced by showing a concern for the customer’s needs 

(Miller et al. 2000). The customers expect the employees to provide an honest 

explanation, polite treatment and a genuine effort to solve the issue (Wirtz et 

al. 2012). 

2.4.4. Employee empowerment 

It is important that the employees has the power and knowledge to provide 

the customer with a fair service recovery, in order to make the customer 

satisfied after the service failure (Miller et al. 2000). It is more likely that the 

service recovery process is judged to be fair if the customer is granted with a 
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voice and feels that that they are a part of what will lead to and become the 

final outcome (Karande et al. 2007). For this reason, it is important that the 

employees are responsive to the customer’s service recovery expectations 

(Nguyen et al. 2012). Furthermore, the frontline personnel should have the 

authority to provide a range of different service recovery solutions so that they 

are able to match the service recovery solutions with the customer’s 

expectation (Miller et al. 2000; Nguyen et al. 2012). 

2.5. Justice Theory 

After the service recovery is performed, the customers evaluate the service 

recovery through the dimensions of justice (Maxham 2001). The customers 

then make an assessment whether they perceive that they have gotten justice 

out of the service recovery or not, which in turn, affects their satisfaction with 

the service encounter (Smith et al. 1999). When evaluation the service recovery 

process, there is three dimensions of justice used: Interactional justice, 

Procedural justice and Distributive justice. Since the outcome of the perceived 

justice has an impact on the satisfaction, we will use the three dimensions of 

justice in order to examine what it is in the service recovery process of our 

cases that makes the customers dissatisfied in our cases. 

2.5.1. Interactional justice 

Interactional Justice refers to the perceived treatment during encounters from 

the organization in the service recovery process (McCollough et al. 2000). 

Here, the customers evaluate the interactions between them and the 

organization. The customers make an assessment based on the employees who 

has provided the service recovery and their behavior towards them (McColl-

Kennedy & Sparks 2003). In the service recovery context, the organization can 

give an apology in order to attempt to improve the situation that the 

customers has experienced by showing a concern for the customers need 

(Miller et al. 2000). The customers expect the employees to provide an honest 

explanation, polite treatment and a genuine effort to solve the issue (Wirtz et 

al. 2012). The perceived interactional justice is dependent on how they have 

been treated during the recovery process with regard to factors such as 

courtesy, respect, concern and empathy (Smith et al. 1999; Nguyen et al. 2012). 

Thus, how the customer assesses in interactional justice depends on the 

psychological efforts of the service recovery attributes (Nguyen et al. 2012). 
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2.5.2. Procedural justice 

Within the Procedural justice, the customer evaluates the process of how the 

organization manages the service recovery process (McColl-Kennedy & Sparks 

2003). The customer assesses the organization's policies and whether they are 

taken into consideration by the company within these policies (Smith et al. 

1999). It is more likely that a process is judged to be fair if the customer is 

granted with a voice and feels that they are a part of what it will lead to and 

become the final outcome (Karande et al. 2007). For this reason, the service 

recovery attribute of employee empowerment is important since the 

employees needs to be responsive to the customer’s service recovery 

expectations (Nguyen et al. 2012). Furthermore, the employees should have 

the authority to provide a range of different service recovery solutions so that 

they are able to match the service the recovery solutions with the customer’s 

expectation (Miller et al. 2000; Nguyen et al. 2012). The perceived procedural 

justice is also dependent of the service recovery attribute speed, since the 

customer makes an assessment based on how quickly the organization 

provides the service recovery in their perception of Procedural justice (Smith 

et al. 1999; Miller et al. 2000). 

2.5.3. Distributive justice 

In a service recovery, the customer evaluates the organizations solution of the 

service failure through the dimension of justice (McColl-Kennedy & Sparks 

2003; Nguyen et al. 2012). For instance, the organization can exchange an 

unsatisfying hotel room for another or offer a compensation to the customer 

for the real and perceived damages the customers has experienced in 

connection to the service failure (Smith et al. 1999; Miller et al. 2000; Nguyen 

et al. 2012). Hence, the attribute solution of service failure within the service 

recovery is judged in the distributive justice dimension. For the distributive 

justice to be perceived high, the compensation should reflect the 

inconvenience and costs the customer has experienced due to the service 

failure (Miller et al. 2000). However, there are not only monetary factors that 

the customer weights in their evaluation of the distributive justice. The 

customers also add values involving non-monetary factors such as the time 

and effort they spend on complaining or the emotions they experienced during 

the process, such as anger and embarrassment (McCollough 2000). For this 

reason, the distributive justice is based on the results of all the service recovery 

attributes, but, the one that the customers assess the most is the solution of 

the service failure (Smith et al. 1999). When the focus is on fixing the problem 
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by offering a replacement or compensation, the distributive justice is valued as 

more important to the customer than the procedural and interactional justice 

(Nguyen et al. 2012). 

2.6.  Theoretical framework 

 

Figure 1: The relationships within the theoretical framework 

Figure 1 describes how the theoretical framework is related to each other. The 

model has been based on the theoretical frameworks from Smith et al. (1999) 

and Miller et al. (2000). After a service failure has occurred, the organization 

has the chance to perform a service recovery in order to restore the customer’s 

satisfaction (Miller et al. 2000). The customer then evaluated the service 

recovery performed by the dimensions of justice. The service recovery 

attributes affect different kinds of justice dimensions (see arrows in figure 1). 

Depending on the customers assessment whether they got justice out of the 

service recovery in turn, affects their satisfaction with the service encounter 

(Smith et al. 1999). Hence, together these dimensions drive the customer’s 

satisfaction.   
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 Research method 3.

In this section, we will describe the research method used throughout the thesis. Specifically, it 

contains a description about the research design, data collection and sample. Furthermore, 

this section also contains a description of how the data analysis has been conducted and ends 

with a discussion about the credibility of the thesis. 

3.1. Design 

This thesis is conducted through an exploratory approach since there is, to our 

knowledge, no research today that examines what happen when the service 

recovery process is completed, but the customer is still not satisfied. The 

purpose of the thesis is to gain an understanding what it is within the vacation 

offering that makes certain customers dissatisfied with a service recovery 

effort. For this reason, we will examine the service failure and service recovery 

efforts made by the organization in order to try to find what it is that is 

causing the customer dissatisfaction. Therefore, a qualitative approach is 

suitable for the thesis since we want to gain an understanding about how 

customers interpret and understand this certain incident (Jacobsen 2002). 

Furthermore, a qualitative approach is also appropriate since we aim to 

increase understanding in an area that is previously unexplored (Jacobsen 

2002). The results when using this approach should help to understand why 

some customers still are unsatisfied after a service recovery effort. Although, a 

quantitative approach will also be used, this in order to distinguished patterns 

to understand the phenomenon. Even though we are trying to seek patterns, 

our aim will not be to generalize the data. Hence, the basis of the thesis is a 

qualitative approach since we want to gain an understanding about what it is in 

the service failure and service recovery that make customers dissatisfied. The 

quantitative approach will be used as a supplement to the qualitative approach 

in order to help us see patterns that we can interpret. This should enable us to 

gain an understanding about the customer’s dissatisfaction. 

In this thesis, the data has been collected through taking part in cases that 

have been subjected for trial in ARN. The documents contain both the 

customers and the organization's view regarding what has occurred during the 

service failure and recovery in each case. Both the organization and the 

customers have submitted their viewpoints to ARN and then ARN has 

compiled the information into a document together with their own opinion of 

the case (ARN 2017a). Therefore, the documents contain the customers and 

organizations voiced opinions about the service failure and service recovery.  
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The customers submit their cases to ARN purely in writing and there is no 

questioning conducted (ARN 2017a). Therefore, neither we nor anyone else 

have had the opportunity to influence the customer’s perception of the 

happenings when they are submitting their cases (Bryman & Bell 2013; 

Jacobsen 2002). A text analysis is appropriate to use since aim of this thesis is 

to gain an understanding what it is within the vacation offering that makes 

certain customers dissatisfied with the service recovery effort. Through the 

text analysis, we also get an insight in how the different parties have acted and 

expressed themselves in these situations (Jacobsen 2002). Written sources are 

often more thoughtful and reflective since the persons themselves has been 

able to reflect and write down what they feel is important, without the 

influence of others (Jacobsen 2002). This means that we can derive the 

difference in the customers and organizations perceived reality and how they 

have interpreted the situation. Furthermore, we can gain an understanding 

about which incidents that is of importance to the parties. Therefore, a text 

analysis is appropriate in our thesis since we can derive what the participants 

themselves views as important and we get their own expressions of these 

situations. 

3.2. Data collection and sample 

When a customer is dissatisfied with how an organization has handled a 

perceived service failure, or if they consider their legal rights unmet, they can 

turn to The National Board for Consumer Disputes (ARN). ARN is a public 

Swedish authority that functions basically like a court, where they impartially 

tries disputes between customers and business operators (ARN 2017c). In 

2016, ARN received 13 537 cases where the customers, fully or partially, won 

42 percent of the disputes (ARN 2017b). The claims are filed by the customer 

and before the claim is filed to ARN, the customer needs to have a rejection 

from the organizations about their claim, or that the claim have been ignored 

(ARN 2017c). The trial is free of charge for all the parties involved and when 

the case is finished, ARN submits a recommendation about how the claim 

should be resolved. The recommendation is not legally binding (ARN 2017c), 

although, in 2016, 78 percent of the organization's followed ARN’s 

recommendation (ARN 2017b). After the customer, who is dissatisfied with 

how a company has handled their service failure, has submitted their matter in 

writing to ARN, the organization gets an opportunity to submit their views on 

how the matter was handled (ARN 2017a, 2017c). Thus the empirical data 

consists of cases where both parties have given written notice of the incident.  
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The collection of data has been partially subtracted from ARN’s register by us 

searching in their data system, and partially from documents handed to us via 

e-mail from ARN upon request. The statistics for our thesis have been 

collected by searching for cases that had been judged or submitted during the 

time period 2016-01-01 until 2016-12-31 regarding the relevant package tour 

operators; Tui, Ving and Apollo. In addition, as free text was "paketresa" 

entered so that only cases regarding package holidays were included. 

Furthermore, cases that had been settled before trial in ARN have been 

excluded from the results by us entering that only documents with either 

approval or rejection should be included.  

The three package holiday organizations that has been included in our 

document analysis is Ving, Tui (former Fritidsresor) and Apollo. These three 

organizations were selected since they are market leaders in the package 

holiday industry in Sweden (Tui 2017; Ving 2016; Apollo 2017). In the cases 

ARN have tried surrounding these organizations, only 14 percent of the cases 

were judged fully or partially to the customer's favor. Compared to the 

statistics of the all the cases ARN tries, 42 percent of the customers wins their 

case (ARN 2017b), which implies that these organizations handles their cases 

better than other industries on the market. By examining these three package 

holiday organizations, we can exclude the cases where customers had to file 

their case to ARN in order to get their legal rights. This enables us to 

understand which factors it is that makes the customers unsatisfied that they 

chooses to take their complaint this far.  

When the sample was selected, a request to ARN was sent to receive a 

withdrawal of the cases submitted or judged during 2016. After the data was 

collected, we started to code the documents through the basis of open coding 

(Bryman & Bell 2013). After an initial coding of the documents, a second 

sample was selected. Here, we decided to only gather the cases where the 

service failure primary surrounded the hotel. Therefore, we excluded cases 

such as claims due to personal injuries and service failures that solely evolved 

around the flight. Then, a third sample reduction was conducted where cases 

that had no service recovery performed was excluded. This selection was made 

so that we would be able to analyze what has happened in the service failure 

and the service recovery process based on the specific cases. Furthermore, we 

can withdrawal the key drivers that make customers unsatisfied in comparable 

situations since we have minimized the background differences in the cases 

(Bryman & Bell 2013). Accordingly, a theoretical sample has been used. We 
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had enough data to gain an understanding about the customer’s dissatisfaction 

and continue with our analysis when 43 cases had been coded. 

3.3. Data analysis 

As suitable to a qualitative approach, the gathered documents were openly 

coded (Bryman & Bell 2013). Initially, concepts were extracted from the 

documents. After a few documents were coded, a review of the coding was 

conducted in order to exam different patterns of the concepts and how these 

were related to each other. As the process went on, similar categories between 

the concepts emerged. These categories then emerged into six different 

themes that were essential for the different dimensions of the cases; 

Information, service failure, notification about service failure, service recovery, 

expectations and emotions. The coding process went on until we had enough 

data to gain an understanding about the customer’s dissatisfaction and 

continue with our analysis. Since our sample was theoretically based, the 

different cases were more comparable and, therefore, relevant concepts 

emerged (Bryman & Bell 2013). Furthermore, the coded data have been 

gathered into charts where the service failure and justice dimensions have been 

analyzed. 

When analyzing the cases, the focus has been on the customers and 

organizations perception about the scenarios that has occurred. Accordingly, 

we can derive what they subjectivity has experienced in these scenarios and 

what situations that has been of importance to them. Through this approach, 

we can derive how the involved parties have experienced their situation and 

how they have perceived their role in these events (Bryman 2011). Hence, the 

cases are analyzed through a narrative perspective. 

3.4. Credibility of the thesis 

This thesis has been based on data that primary has been collected by ARN, 

and not by us. For this reason, we can only control how the data has been 

collected and compiled within our own thesis. We have no control over how 

the primary data have collected and compiled in the first place, which is always 

the case with secondary data (Jacobsen 2002). Although, ARN has described 

on their website how the process of submitting the cases work and how the 

data is collected (ARN 2017a) and therefore, we have gained knowledge about 

how the data has been collected. Since the customers have submitted their 

cases purely in writing on their own, there is a small chance of influence 
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during the original collection of data. This since the customers themselves has 

been able to write down and reflect about what they feel is important without 

the influence of others (Jacobsen 2002). Although, their stories has been 

compiled by an administrator at ARN. Therefore, there is a risk that different 

administrators subjectively have valued different types of information as 

important, and therefore, the compiled document will consist of different 

information. However, since the administrators are working on an authority, 

we can assume that there are routines that ensure that the administrators 

compile the information in the same way. Furthermore, we can assume that 

they also have procedures that secures that the same information is noted as 

important an emphasized in the compiled documents. 
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 Empirical analysis 4.

The analysis follows the structure of the theoretical framework displayed in figure 1. First, 

the service failure will be examined followed by the service recovery. Then, the perception of 

justice will be examined based on the service recovery efforts. Through these dimensions, we 

should be able to understand what it is within the vacation offering that makes certain 

customers dissatisfied. A summary of all the cases that has been used within the empirical 

analysis can be found within the appendix. 

4.1. Service failure 

In some the cases, there are a disagreement between the customer and the 

organization whether a service failure has occurred or not. For instance, in 

case 32 were the customer thought that the room did not match the booking 

since it was dark and outdated. Furthermore, they expected that the hotel 

personnel would help them carry their luggage to their room. However, this 

service was not offered by the hotel and not included as a service in the hotel 

description. In this case, it can be noticed that the customer have had 

expectations about the offering, and when these were not met they 

experienced a service failure. If the organization fails to meet the customer's 

overall expectations, the customers will be unsatisfied with their vacation 

(Hosany & Gilbert 2010). Although, the organization have given the customer 

a room according to their agreement and therefore, the service failure lies in 

the customer's expectations and not in the organization's actual performance. 

According to Miller et al. (2000), these expectations from the customers make 

it unavoidable for organizations to not have any service failures. 

4.1.1. Type of failure 

We examined if the customers have emphasized a certain type of failure causing 

their dissatisfaction. In order to do so, we have divided the failures into two 

types of groups, outcome and process failures (Bitner et al. 1990; Hoffman 1995). 

Process failures that appeared in our empirical material can, for example, be 

seen in case 2 where the customer room was bad cleaned and there were also 

mold in the bathroom. Outcome failures appeared in, for example, case 36 

where the customer booked a regular suite with all the amenities that comes 

with this room type. When arriving at the hotel, the customers were assigned a 

standard room and therefore experienced an outcome failure since they did 

not get what they had booked from the beginning. 
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According to Smith et al. (1999), process failures caused more dissatisfaction 

than outcome failures in business like hotels and restaurants. In the cases, 

customers report both outcome- and process failures and that the amount of 

failures varies. Hence, Smith et al. (1999) argument does not seem to be 

applicable when it is not only a hotel and restaurant, but also a vacation 

involved. For this reason, it does not seem to matter how many failures or 

which type of failure the customer has experienced in order to report their 

case to ARN since both creates dissatisfaction. Thus, the type of failure does 

not determine if customers take their case to ARN or not. On the other hand, 

we can see that customers who are more dissatisfied have made higher 

requirements. Accordingly, there is a tendency where lower demands from the 

customer often mean that single failures and process failures has occurred. 

When the customers’ requirements gets higher, more often it is a combination 

of both outcome -and process failures that has occurred and in these cases 

there are also a higher amount of each failures. In conclusion, we can 

distinguish that the type of failure or how many failures affects the customer’s 

satisfaction, but is not determined whether the customer takes their dispute 

ARN. Furthermore, the type of failure and how many failures the customer 

has suffered has in impact on the magnitude of their economic requirements. 

4.1.2. Magnitude of failure 

In all of the cases, the customers have stated their financial claims against the 

organization together with an explanation of why they believe they are entitled 

to that amount. Accordingly, the requirement from the customers reflects the 

perceived loss they have experienced in connection to a service failure (Hess et 

al. 2003). In a review of the cases, we can clearly see that the customers do not 

feel that they have received a service recovery solution that reflects the 

perceived severity of the failure, with other words, what they have lost due to 

the service failure (Hess et al. 2003). This is due to the fact that all the 

customers have filed the claims to ARN in order to try to get the 

compensation they feel they earned. This can, for example be seen in case 16, 

where the customer stated that the received compensation do not reflect the 

problems the failure brought with it. For the customer, the failure magnitude 

is higher than the compensation the customers have received. When 

evaluating the perceived magnitude of the failure, it can be viewed that, 

customers who has required higher economical claims have valued their failure 

magnitude higher than those who have lower claims (Hoffman et al. 1995; 

Smith et al. 1999). Our data also shows that customers who has suffered high 
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magnitude failures has also made higher economic requirements, which is 

consistent with Smith et al. (1999) argument. All of the customers in our cases 

obviously are not satisfied with the service recovery they have received since 

that is the sole reason why they are taking the matter to ARN. Hence, they do 

not experience distributive justice. 

Failure magnitude can be divided into two types of losses, tangible and intangible 

loss (Hess et al. 2003). When reviewing the cases, it was possible to distinguish 

that both tangible and intangible losses were noted as reasons for 

dissatisfaction. Customers who suffered a tangible loss were stating that they 

had a monetary loss due to circumstances surrounding the service failure 

(Hess et al. 2003). A tangible loss can, for instance, be seen in case 20 where 

the customers had chosen a hotel with a heated pool. However, when the 

customer arrived at the hotel, the pool was not heated. As a result, the 

customers rented a car in order to get to another place where they could swim 

and play with their kids. Due to the service failure, the customers could not 

fully use the all-inclusive at the hotel and extra costs for the food arose. 

In 27 of the 43 cases, the customers stated that they had suffered an intangible 

loss due to the service failure and/or poor service recovery. These customers 

expressed their feelings in circumstances surrounding the failure that had 

occurred (Hess et al. 2003). Intangible losses appeared in, for example case 8, 

where the customer booked a hotel suited for families with kids. Thus, there 

was nearly no activities for children and the hotel pool were cold. The 

customers expressed that they felt totally cheated on their holiday. Another 

example of an intangible loss can be seen in case 29 where the customers had 

problems with the electricity and brown water in their room. Due to the 

service failure, the customer expressed that she did not get any use out of the 

vacation and that she had not even seen the island when she exhausted 

travelled home. No matter the magnitude of the service failure, customers 

have stated that they had suffered both or either tangible or intangible losses. 

However, customers who perceived a high magnitude failure described 

intangible losses in a greater extent than those with low magnitude failures. 

4.2. Service Recovery 

Most service recoveries start with a customer notifies an organization about a 

service failure. For this reason, it is important that the organization has good 

contact routes so it's easy for the customer to complain to them. This enables 

the company to have a chance to perform a service recovery and make the 
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customer satisfied. Having routines that enables the customer to complain has 

an impact on the customer's perceived procedural justice, where the customer 

assess the organization's policies and how these are taking the customers 

benefits into account (Smith et al. 1999; McColl-Kennedy & Sparks 2003). 

Our empirical data shows that the organizations has clear routines were they 

try to enable the customer to complain about issues. All of the organizations 

have stated that the customers receive a text message with contact details to 

the organization when arriving to their destination. The text message contains 

of information about the customers opportunity to reach the organizations 

guides through SMS every day in between 8.00-20.00 and by phone and via 

email 24 hours a day. Furthermore, the guides also visit the hotels so that the 

customers can contact them directly. An example of this can be seen in case 

41. For some of the hotels, a guide is there every day and for others, the guide 

visits a few times a week. Although, the phone service were the customer can 

contact the organization by calling or texting a message is always available for 

the customers so they easy can file their complaint about a service failure as 

soon as it happens or at a time that fits the customer (Hart et al. 1990). The 

varying and clear contact routes should make it easy for the customer to file 

their complaint and also, at a time that suits themselves. For this instance, the 

procedural justice should be perceived as high since these procedures is 

tailored to the customer’s needs and facilitates the complaints process for 

them (Smith et al. 1999) 

Even though the organization has been clear about where and how to 

complain, in some instances, the customers has filed their complaint to the 

wrong actor, such as the personnel at the hotel and not employees of the 

package organization. This can for instance be seen in case 3 & 4. From the 

customer's point of view, it should not matter if they filed their complaint to 

the package organizations guide or to the hotel personnel, they need their issue 

to be resolved (Hart et al. 1990). In these cases, the hotel personnel have 

provided the service recovery instead, so the customer is not been left without 

any service recovery. Although, the package tour organization seems to have a 

wider set of tools to handle a service failure in a proper manor. In order for 

the procedural justice to be assessed as fair, it is important that the 

organization can provide range of different service recovery solutions so that 

they are able to match the service the recovery solution with the customer’s 

expectation (Miller et al. 2000; Nguyen et al. 2012). Although, no matter if the 

customer has filed their complaint to the wrong actor, they always have 

received some sort of service recovery. However, the service recovery should 
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be handled by the package tour organization. This since they have a wider 

range of solutions they can offer the customer and therefore, make sure that 

the process is better suited for the customer (Miller 2000). For this reason, the 

organizations should improve their communication routines with the hotels so 

if the customer files their complaint to the hotel, the hotel contacts the 

organization for service recovery efforts. This should enable the procedural 

justice to be improved, even though it, as an overall assessment, should not be 

bad to begin with. 

4.2.1. Solution of the service failure 

It is important that the organization provides a solution after a service failure 

has occurred in order to make the customer satisfied again (Smith et al. 1999). 

When reviewing our empirical material, we can distinguish that the package 

holiday organizations offer a range of different kinds of service recovery 

solutions on site. In all of the cases were the service failure has come to the 

organization's attention, the organization has offered some kind of solutions 

to the failure. Compensation is commonly offered to the customer to cover 

their monetary losses (Miller et al. 2000). This can, for instance, be seen in case 

35, where the organization had compensated the customers since they had to 

change hotels due to overbooking. Here, the customer had experienced a 

monetary loss in terms of not receiving what they had paid for. 

Another common solution that the organizations use is a change of hotel or 

room in order to solve the customer perceived failure. This can be seen in, for 

example, case 29 where the water in the customer hotel bathroom was brown. 

In order to solve this issue, the customer got to change room at the hotel. This 

same case also shows another type of solution, which is focused on fixing the 

specific issue (Hart et al. 1990). The organization did not only change the 

room for the customer, they also changed the pump that caused the issue with 

the brown water. The solutions were often customized for the customer’s 

specific needs or wants. In case 36, for instance, a customer who thought that 

the walk to the beach was too far received a golf cart so the distance to the 

beach would not be an issue for the customer anymore. Another example of a 

customized solution could be distinguished in case 28, where the customer 

thought that the water in the hotel pool was too cold. In order to resolve this 

issue, the organization arranged so that the customer could use the heated 

pool at neighboring hotel.  
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In many of the cases, the customer has first made complains about failure 

after arriving back home. Furthermore, some of the customers did not seem 

to be satisfied with the recovery provided by the organization, but did not 

voice this to the organization. In these cases, the organization's stated that they 

would have wanted to be able to find a better solution the suited the 

customers need. This can, for instance, be seen in case 33 where the customer 

believed that he had been bitten by bedbugs. The organization did a thorough 

cleaning and sanitized the room even though they could not find any signs of 

pests in the room. However, the customers itching rashes remained. The 

organization, however, were not aware of that the customers itching rashes 

remained. In the case, the organization expressed that if they had known, they 

would have sought to offer an exchange of hotel or room to the customer. 

This shows that they are trying to solve the issue in a way so that the customer 

should be happy (Miller et al. 2000; Nguyen et al. 2012).  

When reviewing the cases, it can be distinguished that the organization often 

provides a service recovery effort as a goodwill. In these cases, the 

organization offers the customer compensation or a change of rooms or hotel 

only to make the customer satisfied, and not because they assess that the 

customer is entitled to any form of recovery effort due to the service failure. 

An example of this can be seen on case 25 where a family did not perceive that 

they had gotten a hotel room that matched what they had booked. Even 

though the organization did not think there was anything wrong with the 

room, they have given the customer a compensation of 3 000kr as a goodwill, 

just in order to make the customer satisfied. However, efforts of goodwill 

were not only limited to monetary compensations. All different types of 

solutions that the organization could provide when a service failure had 

occurred were offered to customers as a goodwill just in order to make the 

customers satisfied, even though the organization did not assess that the 

customer had suffered any service failure or, that the solution provided 

exceeded the loss the costumer experienced.   

The sole objective when the customers submits their cases to ARN is that the 

customer do not evaluate that the solution provided by the organization 

reflects the inconvenience and costs they have has experienced due to the 

service failure. For this reason, these customers do not perceive that they have 

gotten distributive justice (Miller et al. 2000). However, when ARN, as an 

objective third part, makes their assessment, the customers have received 

solutions and compensation that reflects their losses due to the failure. Only in 
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three (case 6, 21 & 23) out of the 43 cases in this thesis, ARN has judged that 

the organization should pay an additional compensation to the customer. 

Accordingly, from an objective assessment, this can be seen as that package 

holiday organization handles the cases well from the beginning and that the 

customers, through an objective assessment, should experience distributive 

justice. 

4.2.2. Speed of recovery 

The speed of recovery is essential in a service recovery attempt and affects the 

perceived procedural justice (Smith et al. 1999). The organizations in our cases 

try to offer a service recovery solution immediately after a customer has made 

a complaint. This can, for example, be seen in case 26, where the organization 

immediate arranged cleaning of the room after the complaint. However, in 

some of the cases, the customers have expressed that their service failure were 

not resolved quickly enough. In case 3 and 16, the customers expressed that 

they were offered room change first after a few days even though they wanted 

to change rooms or hotels right away. In these cases, we can see that the 

service recovery solutions are delayed or not possible due to different 

circumstances, for example, fully booked hotels. There are cases, for example 

case 4 and 14 where customers first complain when arriving home or 

complaint on some failures on site and even more complaints when arriving 

home. In these cases it is impossible for organizations to offer solutions 

quickly since they did not know about the failures and complaints were not 

made on site.  

The organizations seem to always try to solve the service failure immediately 

but it is not always possible. How quickly the issue is resolved has an impact 

on the customer's evaluation of procedural justice (Smith et al. 1999; Miller et 

al. 2000). Those customers, who have to wait for their solution, should 

accordingly perceive the procedural justice as low in this scenario. Although, 

as can be seen in case 43, if the customer really is in need of solution right 

away, the organization solves it. Those customers who have to wait for their 

solution, often do not suffer from high magnitude failures and therefore, are 

not in need of an immediate solution. However, the customer who has 

experience that they have to wait for their solution does not experience 

procedural justice in this matter. In most of the cases the service recovery is 

performed immediately or as promptly as the organization can provide it. For 

this reason, the procedural justice overall could be valued as sufficient.  
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4.2.3. Psychological efforts  

It is not only the speed of recovery and the solution to the service failure that 

is of importance when performing a service recovery. The psychological efforts the 

organization performs is also of importance for the customers in order for 

them to be satisfied after a service recovery effort (McColl-Kennedy & Sparks 

2003). In our empirical data, the organizations performed a variation of 

psychological efforts. One of the psychological efforts the organization can 

perform is showing concern about the customers needs (Miller et al. 2000). 

The guides showed concern about the customer's situation by contacting the 

customers via a visit to the hotel room (case 1), by the phone or via text 

message (case 12, 13, 14 & 29) asking if they could do anything more for the 

customer or checked if the failure were resolved in a proper manor (1, 30 & 

34). Furthermore, as noted in the section about service recovery solution, they 

also showed concern by trying to resolve the customer's issue in a way that 

suited the customer the most, which also is a form of psychological effort 

(Miller et al. 2000). For instance, in case 35 where the customer even stated 

that the guide had ”worked so hard in order to help them”. Here, the 

customer clearly feels that the guide has performed a genuine effort to solve 

the issue (Wirtz et al. 2012). Although, some of the customers clearly stated 

that they thought psychological efforts from the guides were missing. For 

instance, in case 19 and 23, the customers stated that they felt disregarded by 

the employees when filing their complaint. In case 11 the customers even 

stated that it felt insulting to not be believed by the employees in regards to his 

perceived service failure.  

Most of the cases in our empirical data did not bring up anything at all in 

regards to the psychological efforts. This could be seen as the psychological 

efforts that were made were good, and therefore, not of importance of their 

story (Jacobsen 2002). There were only a few cases that expressed poor 

physiological efforts from the organization's (case 11, 16, 19, 23, 24, 31 and 

37) and, even though most cases did not bring up anything about the 

psychological efforts at all, more cases (case 1, 5, 12, 13, 14, 25, 29, 30, 34, 35 

& 38) expressed positive physiological efforts than negative. McCollough 

(2000) argued, the overall satisfaction is dependent on the perception of 

distributive justice, and that interactional justice only can affect the final 

satisfaction but not determine it. Since 36 out of our 43 cases has stated good 

psychological efforts or has not added any importance to the psychological 

efforts, it can be interpreted that most of the customer experienced 
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interactional justice. The fact that eleven of the cases has made a point out of 

good psychological efforts, and they are still not satisfied, can be explained by 

McCollough (2000) notion that the interactional justice only can affect the 

customers satisfaction, but not determine it. Only a seven out of the 43 cases 

made statements that could imply that they did not view that they had received 

interactional justice. In these cases, the interactional factors were not the only 

failures they had experienced. Although, they expressed feelings such as they 

felt disregarded by the organization in regards to their complaint, for these 

customers the interactional justice should be perceived as low. Although, for 

most of the customers the interactional justice seems to be valued as good 

since they have perceived the psychological recovery efforts as well performed 

(Nguyen et al. 2012). For this reason, poor interactional justice does not seem 

to be the main issue in regards to the customer’s great dissatisfaction in our 

empirical material.  

4.2.4. Employee empowerment  

When studying the cases, the fourth attribute employee empowerment, could be 

distinguished. The employees does not seem to have to check with a boss or 

any department in order to solve the issue, but seems to be able to offer a 

solution themselves think is suitable based on the situation directly in the 

conversation with the customers. This could also be seen in that the 

employees seem to make an assessment not only based on the wishes of the 

customer, but also depending on the nature of the service failure. If they made 

the assessment that only a minor error had occurred they offered other 

solutions then if a greater failure had occurred. For instance, when there is a 

problem in the customer’s room, they have in some instances offered the 

customer a change of rooms. In other cases, the organizations have made a 

solution at the current room, such as spraying pests or adding more lights. 

Furthermore, they also offered customers goodwill in order to please the 

customer even though they did not make the assessment that the customer 

had experiences any service failure to begin with. For this reason, the 

organization seems to have given the employees the authority to assess and 

decide what service recovery solutions that is needed in the situation (Miller et 

al. 2000; Nguyen et al. 2012). 

A range of service recovery solutions have been highlighted earlier in this 

analysis. These solutions is used in order to solve the customer's issue in a way 

that fitted the customer, where common solutions that the employees offered 



34 

were change of rooms or hotel, a compensation or direct solution of the issue. 

This is important since the employees should be able to match the service 

recovery solutions with the customer’s expectation (Miller et al. 2000; Nguyen 

et al. 2012). Although, even if some solutions were more common, the 

employees could also make a custom solution for the specific situation in 

order to suit the customers needs. For instance, in case 36, the customer 

thought the walk to the beach was too far. Therefore, the organization offered 

a golf cart so that he could make a drive to the beach instead of walking. This 

is also showing that the employees are listening to the customer’s needs and 

tries to find a solution that best solves their issue (Miller et al. 2000). 

The employees seem to try to listen to the customer in order to see how they 

can resolve the customer's issue according to the customer’s wants and needs 

(Miller et al. 2000; Nguyen et al. 2012). Furthermore, the guides could offer 

the customer a solution, and when the customer declined it, arrange another 

solution with a better fit for the customer after they received this information 

from the customer. This could, for example, be seen in case 43, where they 

offered the customers to move to another hotel since the customers room 

where flooded due to a rainstorm. The customers wanted to stay with some 

other friends that also stayed at the same hotel so the organization arranged 

for this. The day after, they moved not only the customers but also their 

friends, to a new hotel were they also were upgraded for free. Here, the 

employee had listen to the customer and understood that it was important for 

the affected customers to be close to their group of friends, and therefore, 

sought solutions that enabled this. By listening to the customers preferences 

and letting them influence how the problem should be resolved should make 

the customers view the service recovery process as more flexible and more 

suited for their needs (Karande et al. 2007). This in turn affects the customer’s 

perception of the procedural justice whereas the customer assesses the 

organization's policies and whether they are taken into consideration by the 

company within these policies (Smith et al. 1999). 
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 Discussion 5.

When reviewing the cases, the organizations seem to have well established 

service recovery procedures. Since this affects the customer’s perception of 

justice, which in turn affects their satisfaction, the customers should be 

satisfied after the service recovery (Smith et al. 1999). The organizations could 

make some improvements, such as better the speed of recovery in some cases 

and improve the communication between them and the hotels. In turn, this 

could result in improved procedural justice which would enable customer 

satisfaction (Smith et al. 1999). Although, as an overall assessment, the 

organizations seem to handle the service recovery process well. However, the 

customers are unsatisfied and do not experience justice even though we 

cannot find any clear reasons that cause this. This notion can also be 

supported by the fact that ARN, as an impartial observer, also have made the 

assessment that the organizations have handled the customer’s cases accurate 

according to the law. In only 14%, ARN have judged that the customer has 

the right to more compensation, even though the customers in these cases 

have not received the total economic claims they were asking for. 

The fact that there is nothing in the empirical analysis that can explain the 

customer’s dissatisfaction shows that it is something else missing in the service 

failure and recovery theories that could explain their dissatisfaction. There 

seems to be something the customers have lost in the service failure that no 

service recovery attribute can replace. Many of the customers claimed that they 

had suffered some sort of intangible loss due to the service failures. The 

customer's claim could be seen as referring to the degree of their 

dissatisfaction. Accordingly, customers who have made higher economical 

claims could be more dissatisfied than someone who has made a smaller claim. 

Within our analysis, no matter the economical claim, customers referred to 

intangible losses. However, customers who has experienced higher magnitude 

of the failure, more often referred to intangible losses.  

Customer’s motivation when purchasing a vacation refers to their desired 

feelings regarding the vacation, and not to the utilitarian values (Goossens 

2000). When booking their package holiday, the customers seek hedonic 

values such as self-development, relaxation and relationships (Pearce & Lee 

2005). The occurrence of hedonic values behind the vacation can in our cases 

be seen when the customers refer to intangible losses regarding the service 

failure they have experienced,  such as the customers who expressed that their 
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vacation were ruined. For this reason, it is possible that the customer’s 

dissatisfaction stems from the hedonic values they are seeking during their 

vacation gets lost due to the service failure. 

When hedonic values are a part of the offering, the customer’s expectations 

for the product or service seems to become high. This can stem from that the 

customers when consuming out of hedonic values seeks higher values such as 

self-development (Pearce and Lee 2005). If the organization is not able to 

meet the customer's overall expectations, the customers will be dissatisfied 

with the organizations offering (Hosany & Gilbert 2010). Therefore, the 

organizations face a lot more pressure when providing their service. 

Furthermore, the notion that the service failure lies in the customer's 

expectations and not in the organization's performance, makes it inevitable for 

the organization to not have any service failures (Miller et al. 2000). This leads 

us to our first proposition; customer’s expectations due to seeking hedonic 

values, makes it hard for the organizations to perform their offering 

successfully. This since the customer could experience a service failure even 

though the organization has provided their offering correctly because of the 

customers visualized expectations about what the offering will give them. 

The customers have expressed feelings such as their vacation were ruined, 

even though the failure only might have ruined a part of the vacation, and not 

the vacation as a whole. Furthermore, the customers have in these cases also 

been provided with some sort of service recovery attempt that should enable 

their satisfaction and mitigate the service failure (McCollough et al. 2000). 

Therefore, the customer’s dissatisfaction does not appear to be in proportion 

to the course of events. For this reason, the dimension of hedonic 

consumption seems to be an aggravating circumstance when perming a service 

recovery effort that both managers and theories needs to take into 

consideration. 

According to Kwortnik and Ross (2007), customers view their vacations as 

sacred, creating a glorification of the entire vacation. The customers therefore 

only want positive emotions in regards of their vacation (Hosany & Gilbert 

2010). Although, a vacation consists of different service encounters ranging 

over an extended period of time, which can launch not only positive, but also 

negative emotions (Hosany & Gilbert 2010). For this reason, it is hard for the 

customer to only experience the positive emotions that they wish for. This 

notion leads to our second proposition; we propose that when a negative 

emotion occurs, the customers glorification of their vacation gets destroyed, 
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creating their dissatisfaction. Furthermore, the customer’s dissatisfaction does 

not appear to be in proportion to the failures they have experienced and the 

service recovery they have received. For this reason, it seems that no matter 

what has occurred, if the glorification bursts it becomes hard for the 

organization to perform a successful service recovery since the hedonic values 

that motivated the purchase becomes lost. Therefore, we also propose that the 

customer’s glorification of the offerings benefits makes it hard for the 

organizations to perform a successful service recovery no matter the severity 

the service failure. 

Within our thesis, the current service recovery theories could not explain what 

it was in the service failure and service recovery process that made the 

customers dissatisfied. On a theoretical level, the customers within our analysis 

should experience justice, although, they do not. Therefore, the service 

recovery process is missing other dimensions that are needed in order to be 

able to understand and explain why the customers are dissatisfied. 

Furthermore, this is needed so that organizations can establish procedures that 

make customers satisfied with their service recovery attempt. Within our 

study, the occurrence of hedonic consumption seems to be a factor to the 

customer’s dissatisfaction. Therefore, the dimension of hedonic consumption 

seems to be an aggravating circumstance that is needed to take into 

consideration within the service recovery process. 

A service recovery is the efforts made by an organization after a service failure 

has occurred (Grönroos 1988). This notion does not take into consideration 

the customer's feelings in regards the service recovery. The justice theories 

have worked as a complement to the service recovery process where the 

customers makes an assessment whether they gotten justice out of the service 

recovery or not (Smith et al. 1999). Since the purpose of conducting a service 

recovery effort is to make the customer satisfied, it is not enough that the 

service recovery process ends with the organization's effort and that the 

customer evaluates this effort. Therefore, there is a need to broaden the 

perspective on service recovery and not only focus on the organizations 

efforts, but also what the customers experience to a greater extent. Within our 

analysis, the organizations have well established service recovery processes, 

and in theory, the customers should experience justice. However, this is, as 

noted, not the case in reality. If the focus only lays on the organizations 

efforts, the sole purpose of conducting a service recovery can be lost. This 

since the organization, as in our case, in theory has well performed attributes, 
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but the efforts do not make the customers satisfied. For this reason, it is 

important to not only look at the organization's efforts and whether they are 

good or not. It is important that the customers get a service recovery effort 

that makes them satisfied and provides them with justice. 

This thesis highlights the need to expand the service recovery framework. Our 

analysis shows that the customer’s process in seeking justice from a service 

failure does not end with an assessment of the organization service recovery 

effort. If a customer is dissatisfied with the service recovery, they do not just 

become unsatisfied, disloyal or chooses not to repurchase, they can go beyond 

these stages. Customers can continue their pursuit of justice by going to a 

third party in order to seek the service recovery effort they perceive they 

deserve from the organization. Hence, we finally purpose that the theories 

about service recovery need to be broadened and shift focus from the 

organization's efforts to the customers experience within this process. 

Furthermore, other dimensions need to be taken into consideration within the 

service recovery framework such hedonic -and utilitarian consumption. 
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 Conclusion 6.

The traditional model over the service recovery process starts with the service 

recovery attributes and ends with the customers making an assessment of 

whether they have received justice out of the service recovery effort or not. In 

turn, the perceived justice will affect the customers loyalty, retention and 

satisfaction (Smith et al. 1999; Miller et al. 2000). In our thesis, we have sought 

to gain an understanding about what it is within the vacation offering that 

makes certain customers dissatisfied with a service recovery effort after a 

service failure has occurred.   

The organizations in our thesis seem to have well established service recovery 

processes. Even though minor improvements could be made by the 

organizations, such as better communication between them and the hotels, the 

service recovery efforts the customers have received should be perceived as 

fair. The customer's dissatisfaction does not seem to stand in proportion to 

the severity of the service failure and service recovery that they have received. 

Theoretically, the customers should therefore experience justice. However, 

this is not the case in reality. Although, we cannot find any clear reasons 

within the service recovery process that causes the customers dissatisfaction. 

Instead, we propose that the customer’s dissatisfaction is caused by the 

customer’s glorification of the vacation. For customers, the vacation often is 

viewed as sacred (Kwortnik & Ross 2007) and therefore, they only wish for 

positive emotions in regards to their vacation (Hosany & Gilbert 2010). 

Hence, it is hard for organizations to perform a successful service recovery 

since the motivational factors behind purchasing a package holiday is related 

to hedonic values. These hedonic values make it is difficult for the 

organizations to perform their offering successfully. This since customers 

creates high expectations due to the hedonic benefits and therefore, could 

experience a service failure even though the organization has provided their 

offering correctly. 

This thesis highlights the need for further research regarding how to perform a 

successful service recovery when dealing with hedonic values. Therefore, 

future research should focus on developing methods for performing service 

recovery when hedonic values are a factor. Hedonic consumption could be 

seen as an aggravating circumstance when performing a service recovery. 

Hence, different service recovery strategies might be more successful 

depending on whether it is hedonic -or utilitarian consumption.  
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This thesis also emphasizes the need to expand the service recovery 

framework in three ways. First, our analysis shows that the customer’s process 

in seeking justice from a service failure does not end with an assessment of the 

organization service recovery effort. This since customers can continue their 

pursuit of justice by going to a third party in order to seek the service recovery 

effort they perceive they deserve from the organization. Second, there is also a 

need to shift focus from the organization's service recovery efforts to the 

customers experience within this process. Finally, other dimensions 

surrounding the organizations offering and service failure needs to be taken 

into consideration within the service recovery literature.  

There are limitations in this thesis that future research should strive to address. 

First, it is important to note that the findings are a results of our subjective 

assessment based on the customers cases, even though we have tried to 

minimize this risk. Furthermore, we did not find any clear reasons causing the 

customers dissatisfaction. Therefore, future research could also focus on 

gaining a deeper understanding about what has caused the customers core 

dissatisfaction, for instance, by conducting interviews with customers. 

Furthermore, our thesis is using the justice theories theoretically, future 

research could test the theories quantitatively and seek correlations and 

connections between the dissatisfaction and justice dimensions. 
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Appendix 

In the chart below, we have summarized the cases examined in this thesis.    

Case 
number 

Summary 

1 2016-
00857 

When booking the trip, the couple was very careful to point out that they 
needed a disabled accommodation and told about the difficulties her husband 
had. Upon arrival, they discovered that neither the room nor the hotel's 
location was handicapped accessible. To get to the beach they had to walk 
around the hotel, it was uphill to the center as well as the room contained a 
tub and no shower, which made it more difficult when showering. The couple 
contacted the organization to complain and asked to change hotel, but there 
was no hotel available to change to. The host asked if they were anything else 
the company could do to facilitate, but they declined. The host also asked if 
they wanted them to talk to the hotel about a room change, but the couple 
did not want to change rooms or get any other kind of help, they just wanted 
to relax and enjoy the time on the trip. The hotel put in a rubber mat in the 
shower to ease, despite the fact that the couple declined any help. The 
organization has compensated the travelers with 4000kr (14 % of the total 
price). The couple requests an additional 6000kr in compensation. 

2 2015-
09826 

The apartment the customer was assigned was very shabby, the cleaning was 
poor, the toilet and clinker tiles were loose and there were mold in the 
bathroom. The customer tried to make a complaint to the organization but 
did not succeed since the trip had a tight schedule and the text message sent 
had not arrived. When the customer finally got in touch, they inspected the 
apartment and confirmed that there were shortcomings. The organization 
gave the opportunity to change room the same day, but the customer could 
not move directly and therefore, the customer changed to a renovated room 
the next day. The customer wants a compensation of 2126kr (27 % of the 
total price) for the days stayed in the room before complaining, telephone 
charges, for time spent during and after the trip and because the trip was 
partially destroyed. The organization claims that the customer is not entitled 
to any compensation until the problem has been reported and that they do 
not compensate telephone charges. Therefore, the customer has been 
compensated with 1500kr, (19 % of the total price), for one day hotel cost, 
the room upgrade and inconvenience when changing room.  

3 2015-
07171 

The customers did not think the room lived up to the hotel description when 
it comes to the size of the room they booked and the building in which the 
apartment was located. The room was so small that they had to pull the bed 
aside to use the wardrobe. They contacted the organization but then the hotel 
offered a room change, but only after a couple of days since the hotel was 
fully booked. They felt that they had to accept this because the organization 
could not affect the situation. They requests a refund of 2945kr (15 % of the 
total price), in addition to the gift card of 500kr (3 % of the total price) the 
organization gave them.  This since the accommodation before the room 
exchange did not match what was agreed. The organization says that the 
customers did not report the problem on site and therefore, they did not get a 
chance to find a solution. They also claim that the room meets the 
information contained in the hotel description.  
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4 2015-
11568 

The customer booked a hotel that, according to the hotel description, would 
be located by the ocean and was aware of the traffic in the hotel area. Upon 
arrival, she discovered that the hotel was not by the sea and experienced 
disturbance from the traffic around all day long. After a while, the hotel 
offered the customer a change of room but that did not help. According to 
the organization, the hotel description corresponds to reality, both regarding 
proximity to the sea and traffic disruptions. The customer did not contact the 
organization guides to report her dissatisfaction with the hotel while she was 
on the journey. The organization was not given an opportunity to help her. 
However, the customer wants to be compensated with 30 % of the total 
travel price. 

5 2015-
08735 
 

When the customer arrived at the hotel, they discovered that the pictures 
exposed on the organization's website, as well as some information, do not 
match the reality. The customer immediately contacted the organization 
during the stay and they investigated if there was any possibility for the 
customer to change apartment but no other apartments where available. The 
organization says that the customer got the booked apartment and as there 
are no shortcomings in the apartment, there was no reason for any 
compensation. The customer wants a compensation with 30 % of the travel 
price. The sum includes repayment of the difference between what they paid 
and what their travel company paid and money for pain and suffering. The 
compensation also includes payment for the absence of a dining room in their 
apartment, which meant that they had to eat more meals at restaurants. 

6 2016-
06075 
 

It turned out that there were a number of costs that the organization did not 
inform about during the booking process. The customer booked “full board” 
but still needed to pay for water. The received travel confirmation does not 
contain any information on additional charges. The customer wants 
compensation of 2164kr, where the water (366kr) and the service fee (1798kr) 
are included. The company claims that all information about costs is clearly 
stated in the travel description and on the website. They say that the water 
should not cost anything and that she has no proof of these costs. Therefore, 
no compensation is paid to the customer. ARN judged that the information 
about the service fee was not sufficiently clear and the company should pay 
back the service fee of 1798kr. 

7 2015-
04342 

Since the hotel Odjo dÁgua rooms was fully booked, the customer was asked 
if he would like to book an apartment instead, which he wanted. The 
customer claims that there was no information about the lower standard in 
the apartment or that it was a privately owned apartment rented through the 
hotel. The bedside lamp did not work, several cupboards were broken, there 
were ants on the kitchen counter and problems with a shower function. The 
customer contacted the front desk the first day about the bedside lamp. There 
were not enough sun mattresses and the sunbeds were broken. Changing of 
towels and other flaws they also brought up with staff / reception. They also 
had to pay the expeditions with euros in cash. The organization claims that 
the hotel lives up to its classification. The customer made no comments on 
his room, broken loungers and ants as long as he was on the journey which 
gave them no chance to fix the problem. The hotel information describes that 
the sunbeds do not have mattresses. Therefore, the organization has offered 
compensation of 1000kr or 1500kr (2,5 %) in a gift card for the payment 
issue. The customer requests a compensation of 3000kr (7 % of the total 
price). 



48 

8 2015-
03284 

The organization marketed the travel as being for families with children and 
therefore, they chose this travel. The customers were aware that the range of 
children's activities was limited during off-season. However, when they 
arrived at the destination, the restaurants and the children’s room were closed, 
the pools were cold, there was no "Lollo and Bernie" and in fact there were 
no traces of entertainment or activities. They felt totally cheated on their 
holiday and had never purchased this trip if the company marketed it 
properly. The organization claims that it was clear information about what 
was happening during the date of the customers travel and during off-season. 
The customer did not report their dissatisfaction to the organization on site 
so that they could try to find a better solution. The customer wants a total of 
3000kr (26 % of the travel price) in compensation, but the organization does 
not think that they are entitled to any compensation.  

9 2016-
02039 

The pool area was completely unusable since there, at the large pool, was a 
loudspeaker system that played loud music. Due to this, the customers had to 
move to the beach to avoid the loud music. The customers complained to the 
organization on site and were told that they usually to lower the volume, but 
that immediately there was someone who raised it again. The representative 
referred the customers to a smaller pool at the spa area, but the sound was 
loud even there. The noise resulted in that they could not use the restaurants 
and bars around the pool. The organization argues that music is played at the 
pool area occasionally, but it is nothing that has been experienced as a 
problem during the past season. The gift card of 500kr has been offered as 
goodwill and not as compensation. The customer did not accept the offer. 
The customers wanted a compensation of 3000kr, which is 33 % of the travel 
price.  

10 2016-
02634 

When the customers arrive at the hotel, there were ants at the doorway 
between the hall and the bathroom. They complained to the organization and 
asked to change to another room or hotel, which was not possible since the 
hotel was fully booked during Christmas. After the complaint, there were 
cleaning staff, technicians and hotel staffs in their room, trying to clean, spray 
and fix the problem, which made them use the toilet at the reception. The 
organization states that hotel staff visited the apartment several times the 
following days to check and determine how the problem should be addressed. 
The customers are compensated with 3400kr, which is 6 % of the total price. 
However, they request compensation with a total of 14800kr, 27 % of the 
travel price. 

11 2016-
03869 

Upon arriving at the hotel, the customer discovered that the toilet in the room 
did not work and therefore, complained to the hotel the first day but nothing 
happened. Complained again the second day, but to the organization and got 
the same reaction, which caused him to record a movie to show the problem. 
This time, the hotel manager found that the toilet was broken and after five 
days, the entire toilet was replaced. The customer felt violated to not be 
believed and he was forced to take the matter in his own hands. The claim of 
10000kr (23 % of the total price) is based on a breach of the agreement and 
the staff’s treatment of them as travelers and on damages for violation. 
The organization argues that they reported the problem to the hotel and 
received the feedback that the problem was solved. However, this was not the 
case, and since the hotel was fully booked and a room change could not be 
offered, the problem was resolved by replacing the toilet after four nights. 
The passengers have been replaced with 1500kr. The hotel has subsequently 
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promised the customers 4050kr and asked the organization to pay it. The 
customer has therefore been compensated with a total of 5500kr, which is 13 
% of the total travel price. 

12 2017-
01680 

The apartment was full of cockroaches. The customer told the organization's 
representative about the errors and shortcomings. This included the lack of 
working lightning and electrical sockets, handles and other devices was 
missing, the coffee machine was not hot enough, the wireless network was 
slow, nearly the whole pool area was in shadow as well as their balcony and 
that there was no garden. The organization offered a change of apartment to 
the customer which they declined because they had settled in at the 
apartment. After the complaints, the organization immediately contacted the 
hotel so they could fix the problems in the apartment. When the customer 
returned to the apartment the same day, someone had fixed more lightning 
and they felt a strong chemical smell and there was a jar containing poison 
against pests. However, there were still cockroaches in the kitchen at the end 
of their vacation. The organization sent a text message to the customers to see 
if the issues were corrected, which they confirmed. The organization has 
given the customers compensation of 1000kr and an additional 1000kr that 
the customer has used on a travel (total of 17 % of the total price). The 
customer wants a compensation of 7000kr for the problems, which is 61 % of 
the travel price. 

13 2016-
01323 

The customers booked a bungalow at a pool with wifi and poolside, near the 
center and the beach in Maspalomas. It did not get what they booked but 
instead were transported to another hotel, Cura Marina II, due to a water leak 
in their bungalow. This hotel was not located near the center and the beach as 
the original booking. The organization argues that they did not receive any 
information about the leak in advance, only first when the customer contacted 
them. The customer refused to stay at the new hotel and the organization 
arranged for them to live at Servatur Barbados over the night. The following 
day, alternative solutions were found, but all hotels were fully booked at the 
time. The first hotel offered a free rental car, free rides between Maspalomas 
and playa Del Cura and all-inclusive, if they stayed at the Cura Marina II. 
Despite the offering, the customers did not want to move to Cura Marina II 
and stayed at Servatur Barbados one more night. The customer argues that 
they did not get any help from the organization, but had to arrange 
accommodation on their own.  After this, the customer turned off the phone 
and they could not get in touch and were notified that they did not check in at 
Cura Marina II.  The organization has repaid the entire housing cost and 
3000kr for taxi rides. However, the customer wants a compensation of 4000kr 
(41 % of the total cost), the sum includes telephone costs and compensation 
for pain and suffering. 

14 2016-
01752 
 

The information and pictures did not match the reality; the hotel was worn 
and old. There was mold in the shower, noisy rusty refrigerator, dirty 
bedclothes, cold in the room, badly cleaned crockery and cutlery in the 
restaurant and they were not satisfied with their view. Furthermore, Jacuzzis 
and spa section were broken and the basketball court did not exist. The 
customers complained to the organization and were offered a room change 
but the room was as bad as the first. They did not get the offer of change to 
another hotel. The organization argues that the customers also complained 
about that the sun did not shine and wanted the organization to pay tickets to 
Jamaica or Dominican Republic. The organization visited the restaurant to 
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check out their statement, but did not find dirty crockery but told the 
personnel to be extra careful. After this, the customer did not comment on 
the new room or responded to calls or text messages. After returning home, 
the customer has raised a number of comments that were not reported on 
site, and as a result, the organization was not given an opportunity to find a 
solution on site. If the customer had reported the broken spa section, they 
could have offered spa treatments at another hotel. The organization has 
compensated the customers with 4000kr (9 % of the total price). However, 
they wanted a refund of 50 % of the travel price. 

15 2016-
01855 

The customers were aware that there was a festival during their second week 
but they were not informed that a nightclub would be built. The loud music 
during the evening and night and all the unauthorized people in the hotel area, 
meant an extremely big inconvenience to them since they could not sleep, rest 
or use the facilities of the hotel to an acceptable extent. They complained of 
disturbance, but the organization could only offer them to change hotel to a 
very high cost. They declined this offer. The organization states that they 
clearly informs about disturbances during the festival in the hotel description 
and in the travel guide. They have not received any other comments on 
unauthorized persons in the hotel area. The customers were not offered any 
compensation but they request a compensation of 15 125kr, which is 50 % of 
the travel price.  

16 2016-
02028 

The bed sheets in the beds were dirty and full of hair. The customers 
mentioned this to one guide who arranged clean pillowcases but not 
bedclothes. The water worked occasionally for 5 days and they could only 
shower some days. Then a pipe broke at the hotel and from that day the water 
completely disappeared. They complained a first time, but nothing happened. 
Tried a second time, but got unpleasantly treated by the guide. The third time, 
she sent an email to the organization, which resulted in a visit from a guide. 
The guide gave them money to buy water to pour in the toilet, to wash in and 
called one evening to say that there was a manager at the front desk who 
would give her a key to a room at Ocean Bay so that the family could shower. 
No manager was there. At last, they got the offer to stay at Ocean Bay the last 
two nights they stayed, which was great, but far too late. The customer did 
not raise any other comments of view with the travel agents. The organization 
offered a compensation of 5 000kr (9 % of the total price), despite the fact 
that the customer reported the problems after ten days and that the problem 
was resolved the following day. However, the customer does not think that 
the compensation reflects the problems and wants a compensation of 35 
000kr (66 % of the total price). 

17 2016-
07134 

The customer has a small balance handicap which is usually not a problem 
and did not inform the organization about this at the time of booking. The 
original booking and room was alright, except for a little difficult staircase in 
the corridor. The customer mentioned this and asked if there was any other 
room without stairs. The hotel was fully booked at the time and therefore, the 
change was made the next day. Even though the customer stood there at the 
reception with a disability, they offered to switch to a room that turned out to 
have a bathtub, which makes it hard to shower for him. The customer 
immediately informed that he wanted to keep the first room, but it was too 
late. The customer received repeated promises of changing room again, but 
instead he was forced to have no shower facilities for six days. The 
organization states that the hotel was fully booked. At last, they offered a 
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hotel change for a cost, but the customer declined. The organizations respond 
is that the customer received what he has booked and paid for and nowhere 
did mentioned his handicap in the booking. The organization did not offer 
any compensation. However, the customer wants to be compensated with 50 
% of the total travel price.   

18 2016-
01437 

It was termites in the room that ate clothes and suitcases. They complained to 
the organization and they immediately offered a room change, but in the new 
room there was something wrong with the drain which lasted for 3 days. They 
had to use the restaurant's toilet. Half of the holiday was ruined since a lot of 
time was devoted to different contacts, arrangements for washing clothes and 
shopping. The children were afraid of the termites and slept badly. The 
compensation of 5 600kr (9 % of the total price) includes the problems with 
the drain and compensation for damaged clothes and bags. However, the 
customer has requested a compensation of 24 745kr (41 % of the travel 
price). 

19 2015-
09080 

The website states that the beds are 190 cm long but in fact they were 183.5 
cm long. The customer tried to call the organization 3-4 times but no one 
answered and the office close to the hotel was closed and therefore they could 
not make complaints on site. The customer also felt that the organization 
tried to dismiss their complaints. The holiday became suffered since the 
customer could not sleep well. The organization says that the same customers 
stayed at this hotel and complaint about the length of the beds last year. At 
that time, the information on the website was wrong and they got 
compensated and the organization updated the information on their website. 
Therefore, the customers should take into account the bed length when 
booking the same travel again. The customers have not been in contact with 
the guides on site during their vacation to address their dissatisfaction with 
the beds. Since the organization has given the right information on the 
website, the customer has not been offered compensation. The customer 
believes that 7,500kr (56 % of the total price) is an acceptable compensation 
for bad sleep and a ruined vacation. 

20 2015-
05778 

The customers booked a sun -and bath vacation and were aware that the 
weather could be uneven during the period. Therefore, they chose a hotel 
with a heated pool. When arriving at the hotel, they noticed that the pool did 
not hold the promised temperature. The sim school was cancelled three out 
of five occasions. The customers complained to the organization, but they 
blamed the low temperature on some pumps. The customers asked if they 
could change to another hotel, but were only offered a change at a high cost. 
At last, they rented a car so they could go to another place to swim and play 
with the kids, which resulted in that they could not fully use the all-inclusive 
and extra costs for food arose. The organization claims that the low 
temperature in the pool was due to problems with the pumps in the pool and 
the uneven whether. They have offered a compensation of 2 540kr (7 % of 
the travel price) to the customer for the cold pool and the cancelled sim 
school. The customer requests a compensation of 50% of the total travel 
price.  

21 2016-
11589 

The customer is wheelchair-bound, so he booked a room that would be 
handicap friendly. When he arrived at the hotel he got a standard room. The 
hotel made a special solution with armrests to the toilet and also provided a 
plastic chair so the customer could sit on in the shower. The threshold to the 
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balcony was very high, so it was also difficult to get there. The customer 
wants to be compensated with 50 % travel price since the room was not 
handicap friendly. The organization has compensated the customer with 2 
300kr for the problems, which refers to 15 % of the total travel price. ARN 
has judged that the organization should pay a sum of 1 150kr to the customer, 
in addition to the amount already paid since they did not get the handicap 
friendly room that they booked.  

22 2015-
01080 

There was no hot water in the shower during their two weeks on the travel. 
They informed the reception staff that the water was cold and they responded 
that they would investigate it. The hotel could not find anything wrong, but 
said that it was not possible to shower for a long time because they did not 
have such a large hot water tank. The customer then talked to the 
organizations staff at another hotel and asked if they could offer a room 
there. However, they were fully booked and could not offer any alternative. 
Since the customer has not reported the failure on site and did only report to 
the hotel and not the organization and therefore, no compensation will be 
paid. However, they offer goodwill of 1 300kr to the customer. The customer 
wants to receive a compensation of 50 % of the travel price. 

23 2015-
04389 

There has been a theft from the customer's safety box in their hotel room. As 
compensation, the customer requests to receive free food and drinks worth 
about 4 000kr from the company and to receive compensation for the value 
of his loss, 7 000 kr. As a goodwill, the company has given the customer 1000 
kr. This since they do not believe that any burglary has occurred. When 
examining the safety box, they found that the box had not been opened at the 
time of accused theft. 

24 2015-
05979 

A family of five became ill on the plane ride down to their vacation. The 
family became sick one after the other the following days. They requested that 
the organization should compensate them with 8 400kr (43% of the price of 
vacation) for the days of vacation missed due to sickness. The customer is 
also disappointed in how the organization handled their sickness and that they 
did not respond to her SMS. The organization testifies that they have not 
received any information from the family about being sick during their stay. 
Furthermore, since the sickness was not due any circumstances that the 
organization were responsible for, they have not compensated the customer. 

25 2015-
09529 

A family wants to get compensated by 12000kr since their hotel room did not 
consist with what they had booked. The family wanted to change room, free 
of charge, but the organization was not willing to provide this since the hotel 
room, first of all, did match what they had booked, and second of all, there 
were no other hotel rooms available. Even though the organization did not 
think there were anything wrong with the room, they have given the customer 
a goodwill of 3 000kr.  

26 (K3) 
2016-
11470 

When the customers arrived at the hotel, it was still under construction, 
causing a lot of noise and a unclean room. The organization immediately 
cleaned their room after complaining, furthermore, they have compensated 
the customer with 30% of the price of the trip as a compensation for the 
noise. The customer is displeased and wants the organization to pay back 
100% of the cost of the vacation.  

27 2017- A man and his wife were going on their honeymoon. They became ill during 
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01768 their vacation, arguing that is was the organization causing them with food 
poisoning. The organization claims that there illness is not caused by food 
poisoning and that hey therefore has no responsibility for their illness. 
Although, as a goodwill the organization compensated the customers with 
2000kr (8% of the vacation price). The customers seeks an additional 
compensation of 25 000kr, 96% of the cost of their vacation. 

28 2016-
00052 

A customer and her son were travelling together, the pool were important for 
them at their stay since the son needed to train his knee. Their service failure 
consisted in that the pool was cold and the food was bad. The organization 
therefore offered the customer the opportunity to use the pool at the 
neighboring hotel, which had a heated pool. Although, the customer (due to 
visual impairment) did not think this was an option. The customer instead 
wants the organization to pay back to total price of the vacation plus 
additional compensation, 104% of the cost of the vacation in total. As a 
goodwill, the organization has compensated the customer with 750kr, 6% of 
the cost of vacation. 

29 2016-
01682 

Arriving at the hotel, the water in the taps was brown and there were 
electricity breaks in their room. The customer got to change rooms, but still 
thought that the water were brown. The organization then changed a pump. 
After, they corresponded with the customer via SMS were the customer stated 
that everything was fine. Although, the customer wanted to change hotel, 
which the organization approved as a goodwill since there was nothing wrong 
with the room where the customer stayed. Furthermore, the organization has 
compensated the customer with 30% of the price of the vacation, and offered 
here a free excursion, although, the offer of the excursion were turned down 
by the customer. Instead, the customer wants the organization to pay back the 
whole cost of their vacation. This since the customer stated that her vacation 
was ruined and that she had not been able to see the island at all when 
exhausted travelled home.  

30 2015-
08236 

First, the organization and customer had a disagreement regarding the 
standard of the rooms they had booked. The customer had the impression 
that he had booked a luxury suit for him and his family, but only got an 
ordinary room. For this reason, he wanted the organization to either upgrade 
them or give them all-inclusive free of charge. The organization denied this 
since the customer had received the hotel room they booked. Although, as a 
goodwill, they have compensated the customer with 1000kr. The customer is 
now seeking a compensation from the firm of 48 702kr, 125% of the cost of 
their vacation.  

31 2015-
06863 

The customers vacation was flawed with a number of issues; Cold water in 
the shower, ants in their room, poor cleaning, bad food at the restaurant, 
popular dishes often ran out, drinks were not enough carbonated and the 
personnel treated them rudely. After the customer had complained, the 
organization checked the different failures. The issues the customer 
complained about could not be found but the organization took measures to 
solve these problems anyway, for instance, they sprayed the room against 
ants, even though they could not find any traces of ants. Furthermore, whey 
offered the customer a goodwill of 1500kr or 2000kr gift voucher. The 
customer wants the organization to compensate them with 32 334kr, 95 % of 
the cost of their vacation. 
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32 2015-
07978 

The customers thought that the rooms were dark and outdated. Furthermore, 
they were disappointed that the hotel did not help them carry their luggage to 
their rooms. Some of the issues did the customer first complain about after 
their vacation had ended. The personnel could not find anything wrong with 
the rooms, but did put in some extra lights anyway since the customer had 
complained that the room was dark. The customer wanted to change the 
room, and the organization told them that this was not possible at the 
moment since there were no other rooms available, but if they still wanted to 
change in a couple of days they could contact the organization and they 
would fix it. The couple did not contact the organization and they, for that 
reason, thought that the customer now were happy. After the customer had 
arrived home and filed their complaints again, the organization has 
compensated the customer with 1400kr as a goodwill. Although, the 
customers seeks a refund of 100% of the cost of the trip since they feel 
cheated on their whole vacation.  

33 2015-
05755 

A family with grandparents booked a vacation. At site, the grandpa 
experienced incredible itching and rashes on his body. This led them to 
believe that he had been bitten by bedbugs. When visiting a doctor, the 
doctor did not think that the bites came from a bed bug, and that the bites 
seem more like mosquito bites. When the hotel staff examined the room, they 
did not find any evidence of any bedbugs or other pests. In any case, they did 
a thorough cleaning and sanitized the room. The problems remained for the 
customer, but they did not complain to the company again. The company 
stated that if they had told that the issues continued, they would have sought 
to offer an exchange of hotel or room to the customer. The customer now 
seeks a refund of the total price of the trip.  

34 2015-
01501 

Neither weather, all-inclusive nor hotel was like the organization had 
presented it on its website. There was pubic hair in the bathroom, ants in the 
toothbrushes and holes in the towels. Their bed was broken, the pool was not 
heated as well as the Jacuzzi and sauna was not running. There were diluted 
drinks and beer, the wine was sour and undrinkable, the food was tasteless 
and obscene, the bars did not hold promised opening hours, the staff was 
unpleasant and it was cold both inside and out. It was no more than 14 
degrees outdoors and they only had an hour of sunshine all week. The 
customers had not complained about the hotel's food and service, or the 
sauna and Jacuzzi. They had only made complaints to the organization about 
the room, the pool and, above all, the weather. The host asked how she could 
help but the customers did not want any help. The host then told the 
customer that she could contact the hotel staff and ask them to review the 
room, the pool etc., but the customers explicitly said no to this. The customer 
now wants a refund of 105% of the cost of their vacation.  

35 2015-
03530 

A couple had booked a suite at a hotel in Mexico. A few weeks after they 
booked their room they received an email from the organization stating that 
they had to change hotels due to overbooking. When arriving at the new 
hotel, they got the worst room, worst location and the room was mold 
damaged. They complained to the hotel and wished to change room but it 
was denied. The day after, a guide from the organization visited them and 
helped them change rooms. However, the customers were still disappointed 
because they had not gotten the hotel they had booked from the beginning, 
and therefore, the organization did everything in its power to make the 
customers happy. They eventually managed to get a room at the original hotel 
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that the customers had booked from the start. Although, even if they got the 
hotel and room that they had booked from the beginning they were still 
dissatisfied since they thought that this room smelled bad as well. Since they 
thought that the guide already had done so much to help them, they did not 
want to disturb him anymore. The organization has checked the hotel room 
afterwards and could not find any inaccuracies. The organization has 
compensated the customers with 15 000kr since they had to change hotels 
and they also provided the transportation between the hotels. Furthermore, 
they also offered the customers spa treatments and excursions, free of charge. 
The customers is still not satisfied with this and seeks a refund of 28 710kr, 
87% of the total cost of the vacation. This since six days out of the two week 
vacation was spoiled due to change of hotels and rooms.  

36 2015-
06773 

The customer was of the perception that he, with his family, had booked a 
regular suite at the hotel with all the amenities that comes with. Although, a 
junior suite had been booked, and for that reason, did the customers not gain 
free access to the platinum lounge at the hotel. The customer demanded to be 
upgraded for free but the organization denied this request since the customer 
had received the type of rooms he had booked and paid for. Although, the 
organization had provided incorrect information about the cost of the wifi 
and free bus rides to a beach further away from the hotel, to solve this issue, 
the organization had paid the customer a compensation of 5000kr. The 
customer reported series of service failure whilst their stay; the eight 
different  pools were shared with another hotel, they were not allowed at the 
pool area before 08.00, other guests made disturbing noises, poor food as well 
as variety and a faulty power outlet. About these issues, the organization had a 
series of meetings with the customer where they discussed the issues. The 
organization offered the customer a change of rooms due to disturbing 
neighbors, but the customer refused this solution unless the organization 
upgraded them. In the case of the faulty power outlet, they sent a handyman 
to solve the issue.  The customer also thought that they had been located too 
far away from the beach at the hotel complex. To solve this issue the 
organization provided the customers with a golf cart service that drove them 
to and from the beach whenever they wanted. Due to the series of failures, 
the customers felt totally deceived and want the entire trip to be refunded. 
They wanted the organization to make a refund of 153 060kr, 103% of the 
entire cost of their vacation.  

37 2015-
08505 
 

Two friends feel fooled by the organization since their trip did not consistent 
with what was promised. Prior to booking, customers asked if they had busses 
to and from the beach since one of them has a heart problem and therefore 
has issues walking the 2 km long slope up to the hotel from the beach. 
Customers were convinced that the buses were part of the hotel's free range, 
while the organization had promised that they could take a local bus to and 
from the beach. In order to correct the misunderstanding, and solve the issue 
in the past way with the cardiac heart disease in mind, the organization 
organized new accommodation free of charge as a goodwill at another city. 
The customer was disappointed that they could not live in the original city 
they booked. Although, the organization thought this was the best solution 
since the customer had made a point that the location of the hotel was not 
suitable for a person with cardiac heart disease. For this reason a hotel was 
offered in another city, as all hotels in the original city would have the same 
problems with level differences like they complained about. When arriving at 
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the new hotel, the customers received dirty bed sheets. They immediately got 
to change rooms. In the new rooms, there was a lack of amenities such as 
micro and table, so they got to change rooms one time again. The customers 
feel that they have been treated very poorly and that they have not received 
the vacation promised by the organization. For this reason, they want a total 
refund of 8 466kr, which is 100% of the cost of their vacation.  

38 2015-
10246 

A couple arrived at their hotel late at night and was disturbed at their room of 
the music from the hotel bar. They immediately contacted the organization 
via phone and told them that they did not intend to move into the apartment 
they were assigned, instead, they wanted a transfer to a new hotel. To solve 
the issue, a guide went out to the hotel that same evening and offered the 
couple to switch to the apartment at the hotel located furthest away from the 
bar so they would not be disturbed anymore. The customers refused this and 
insisted that they wanted a hotel transfer. The tour leader promised to 
investigate the possibility of hotel exchange but informed the customers that 
it would be the first morning after because of the late hour, the customers 
then became angry at the guide. The hotel also turned the music off in the bar 
just for the customer’s sake. In the morning, the organization received a SMS 
from the customer stating that they had a power outage. No other rooms in 
the hotel had power outage. When the hotel staff wanted to see if they could 
find something wrong in the customer's room they were refused to enter. The 
customers did not want any help. The customers then claimed that the power 
came back after a short while, but despite this, they (again) wanted to change 
hotels. Just to make the customers happy, the guide arranged for a hotel 
change. Unfortunately, there was a problem with the air conditioning in the 
room at the new hotel. The organization offered another room with working 
air conditioning but the customers did not want to change rooms and chose 
to stay. The organization has made a compensation of 1000kr for the faulty 
air condition. Although, the customers wants a total refund of 5 913kr, 88% 
of the cost of their vacation. 

39 2015-
12002 

A daughter and her parents had booked their vacation and, when talking to a 
salesperson, made a point of that they needed the hotel premises to be flat 
without stairs, level differences or high edges, as well as close to the beach 
and the sea since the father walked with a walker. When arriving, this was not 
the reality. The organization viewpoint is that the information they had given 
when the customers booked their stay were correct, There are not any notable 
level differences and it is 400 meters to the nearest beach. However, the 
organization had not promised that the hotel should be fitted for someone 
that is handicapped and neither had that been requested by the customer. The 
customers complained to the organization, which could not suggest any other 
hotel that suited their demands. For that reason, the customers themselves 
booked another hotel and the organization helped the customers with the 
transfer. As a goodwill, the organization has also compensated the customers 
with 2000kr, to make them happy. The customers want a refund of 37 800kr, 
109% of the cost of their vacation, since the whole vacation was very bad. 

40 2016-
08051 

A family's hotel room was uninhabitable and unhygienic. The room was so 
inflamed that the developing asthma of both her husband and son, who was 
allowed to sleep alternately sitting on the balcony and lying in the balcony 
doorway. As a result, the whole family became cold and suffered from sleep 
deprivation. They contacted the organization right away and a guide went to 
their room right away but could not find any fault, although the smell of 



57 

smoke could be discerned. The organization therefore offered her to choose 
between three completely flawless rooms that did not smell smoke, but the 
customers declined them all. The organization has offered the customer a 
compensation of 1600kr but the customer instead wants a refund of 11 674kr, 
the entire cost of their vacation. 

41 2016-
03917 
 

 A couple thought the destination was generally shabby and experienced 
several errors during their stay. The apartment was very outdated and both tv 
and wifi had bad signal. They were also dissatisfied with the cleaning, where 
two cleaning days were removed and that the cleaning took place late 
(between 15 and 16), which caused discomfort in their accommodation. The 
pool area was in poor maintenance. The food was of poor quality and the 
noise level in the dining room was deafening. The customer complained to 
the hotel after which staff from the hotel corrected some of the faults. The 
customer did not complain to the organization since they felt that it was not 
their task to chase the organizations staff. Although, the organization had 
guides of the hotel every day. The customer could also reach the company's 
guides via SMS every day between 8.00-20.00 and by phone 24 hours a day. 
Upon arrival at the destination, the company's customers receive a text 
message with contact details. The organization has by goodwill sent a gift card 
of 1000kr to the customer. But, since the customer's view that they have not 
received what they bought and paid for, they want a total refund of 18 486 kr, 
100% of the cost of their entire vacation. 

42 2016-
06088 

A family with small children had booked this specific vacation since it would 
be fun for the kids, there was a large children's pool with water slides. After 
two days of their stay, the pool was closed for renovation and was closed for 
the rest of the trip. Although, the hotel had two other pools that were still 
working and also was suited for small children. To compensate them for the 
third pool that was closed, the organization have compensated the family with 
4 023 kr. Although, the family feels that their entire vacation was destroyed 
and therefore seeks an additional refund of 19 134kr, 83% of the entire cost 
of their vacation.  

43 2015-
09374 

During a couple of friend’s vacation, a very heavy rain storm caused a 
flooding and some of the hotel rooms were flooded. One of the rooms that 
were flooded belonged to some of the customers in the group, causing them 
to become ill and some of their belongings ruined. Although, the sickness and 
ruined belongings were not brought up to the organization until the 
customers had returned home. The customer was immediately offered a 
change of hotel since there was no rooms available at the current hotel. The 
customers did not want to change hotel and wanted to stay with their friends. 
Instead, the customers chose the option to sleep in their friends' rooms, so 
the hotel staff was arranged with extra beds in this room. The day after, the 
organization arranged a change of hotel for all the friends, and not just for 
those that suffered from the flooding. All of the customers were also 
upgraded to a premium room for free at the new hotel. The customers want a 
refund of 25 424kr due to their ruined belongings and their sickness caused 
by the flooding.  

 

 



 

 


