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in service failure and service recovery. Through a series of studies, this thesis
examines how employee and customer proactivity influence customer responses
after a service failure and in service recovery. In doing so, this thesis contributes
to the service recovery literature in two ways. First, by reconceptualizing service
failure, this research supports the theory formation stressing the importance of
seemingly “small details”. However, by introducing employee proactivity as a
recovery tactic, this thesis demonstrates how employee proactivity can reduce
the adverse effects which stem from the absence of expected interpersonal
“small details” which can potentially serve to address a portion of the “silent
mass” of customers who choose to stay silent. Second, findings contrast lay
belief that customers prefer the service providers to deal with service failures
while they sit back and relax. In fact, this thesis documents the benefits of
including the customer as a proactive collaborator in the service recovery.
Findings reveal that customer inclusion is particularly critical for customers
with established relationships and in situations where compensation is the
primary means of recovery.
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Summary 

Although service failure and service recovery have been extensively re-

searched, service employees still struggle to recover an increasing num-

ber of customers making complaints. Drawing on recent findings doc-

umenting the benefits of proactive customer collaboration in service 

recovery, the overall aim of this thesis is to explain the role of customer 

and employee proactivity in service failure and service recovery. 

Through a series of exploratory and confirmatory studies, this thesis 

examines how employee and customer proactivity influence customer 

responses after a service failure and in service recovery. In doing so, 

this thesis contributes to the service recovery literature in two critical 

ways.  

 First, by extending the concept of service failure to include 

failures not necessarily linked to the core-service offering, this research 

contributes to the theory formation stressing the importance of seem-

ingly “small details” in the service environment. Doing so makes it pos-

sible to examine how seemingly minor interpersonal interaction can 

influence customer responses in the service environment. Neverthe-

less, more importantly, this can provide managers with a set of tools to 

manage failures of such seemingly minor interpersonal interaction. In-

troducing employee proactivity as a recovery tactic, this thesis demon-

strates that when an employee shows a high level of proactivity during 

a service encounter, they can reduce the adverse effects that stem from 

the absence of expected interpersonal “small details” from earlier in the 

service encounter. Indeed, as such small failures tend to have low se-

verity, employee proactivity could serve to address a portion of the “si-

lent mass” of customers who choose to stay silent. 

 Second, findings contrast lay belief suggesting that custom-

ers prefer the service providers to deal with service failures while they 

sit back and relax. Introducing service recovery collaboration as a po-

tential service recovery response made it possible to document the ben-

efits of including the customer as a proactive collaborator in the service 

recovery. Notably, the findings reveal that proactive customer behav-

iors in service recovery are particularly critical for customers with es-

tablished relationships and in situations where compensation is the 

primary means of recovery.  
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 The following pages briefly summarize the individual ap-

pended papers’ theory, method, and main findings. 

 

Paper 1 draws on thin-slice judgment. In two large survey studies, in-

cluding one controlled field experiment, this research examines the in-

fluence of an employee acknowledgment (greeting, nod, or smile) dur-

ing the first 30 seconds upon customer store entry on a customer’s at-

titudinal and financial responses. Studies 1 and 2 document that a cus-

tomer acknowledged by a service employee during the first 30 seconds 

upon store arrival is more likely to make a purchase and spend signifi-

cantly more when making a purchase.  

 Study 3 is a large-sample survey study documenting the 

process and testing whether employees “only get one chance to make a 

good first impression.” The findings reveal that a customer’s initial im-

pression of a service employee mediates the link between employee ac-

knowledgment and word-of-mouth intentions. In addition, Study 3 

finds support for employee proactivity as a potential recovery tactic. 

Notably, the study demonstrates that when an employee displays a very 

high level of proactivity at a later stage of the service encounter, they 

can recover the customer if they accidentally miss acknowledging them 

within the 30-second greeting window. 

  

Paper 2 draws on social perception theory and examines the effect of 

employee proactivity on different customer responses. Study 1 is a 

large-sample survey study that documents a significant correlation be-

tween employee proactivity and customer spending. Study 2 is experi-

mental and confirms a positive effect of employee proactivity on cus-

tomer satisfaction and the individual’s willingness to pay for a product. 

Study 3 is a controlled field experiment showing that employee proac-

tivity positively influences a customer’s perception of an employee re-

garding warmth and competence. In addition, this study documents a 

downstream effect on customer satisfaction and purchase likelihood. 

 Finally, Study 4 is a large-sample survey study that exam-

ines the boundary condition of time since employee-initiated contact. 

This study quantifies the financial consequences of employee proactiv-

ity in natural service settings. However, more importantly, Study 4 

demonstrates that high employee proactivity can compensate for de-

lays in customer service situations, thereby recovering aversive aspects 
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associated with waiting time. By doing so, findings from this research 

show that contrary to what is commonly advocated, the “need for 

speed” is unnecessary under conditions of a high level of employee pro-

activity. 

 

Paper 3 draws on justice theory and examines how the level of rela-

tionship activity (low, medium, or high) moderates the impact of the 

three-justice dimensions on post-recovery customer outcomes repur-

chase and word-of-mouth behavior. Surveying a large sample of cus-

tomers, including both proactive (voicing) and reactive (silent) custom-

ers, a combination of statistical techniques reveals that distributive jus-

tice is the only dimension significantly impacting word-of-mouth and 

repurchase behavior for voicing customers with low and medium levels 

of relationship activity. However, all three dimensions of justice posi-

tively influence word-of-mouth and repurchase behavior for the critical 

customer segment with high relationship activity and do so in an 

equally strong manner.  

 These findings respond to a long-standing debate as to 

which dimension of justice is most important and demonstrate the 

value of a simple segmented approach, which in practice can use loyalty 

membership as a proxy to improve service firms’ service recovery and 

to address the inherent heterogeneity of customers. 

 

Paper 4 examines compensation potency in the service recovery con-

text. Using a survey of a large global sample, this research sets out to 

explore the link between monetary or non-monetary reimbursement in 

mitigating the customer response of telling others about specific prob-

lems (i.e., bad-mouthing behavior). Findings show that the mitigating 

effect of compensation on bad-mouthing behavior is mediated through 

the customer's emotional responses.  

 Furthermore, this study also investigates whether the level 

of service recovery collaboration, which refers to a high level of em-

ployee and customer proactivity during service recovery, moderates the 

link between compensation and customers' emotional responses, con-

sequently affecting the potency of compensations as a central recovery 

tactic. Findings reveal that collaboration during service recovery is nec-

essary if compensation is to mitigate negative emotional responses, 
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with downstream effects on bad-mouthing. An implication is that com-

pensation is not an "easy-fix" solution; on the contrary, service employ-

ees should view customers as proactive collaborators of the service re-

covery. Otherwise, compensation is “money for nothing.” 

 

Paper 5 identifies three streams of service recovery research: the ser-

vice provider-orientation; customer-orientation, including the dyadic-

orientation; and all streams contrasting the role of proactivity between 

the customer and the service employee in the service recovery. Drawing 

on the customer experience literature and using a multi-actor lens, this 

research introduces collaborative service recovery, which refers to how 

multiple actors (including the customer) interact and integrate re-

sources through organized activities to recover a failed situation. By do-

ing so, they achieve a favorable recovery experience—the conceptual 

work results in a summarizing framework laying out the foundation for 

future research. 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

Keywords: service failure, service recovery, complaint manage-

ment, customer proactivity, employee proactivity, collaboration, cus-

tomer responses. 
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Sammanfattning 

Inget tjänsteföretag är helt felfritt. När tjänsten brister eller inte alls 

fungerar behöver felet hanteras. Då är det viktigt att felet upptäcks och 

hanteras på ett sådant sätt att kunden blir nöjd. Trots att det bedrivits 

mycket forskning kopplat till fel i tjänster och klagomålshantering mö-

ter medarbetare allt oftare klagande kunder. Med utgångspunkt i den 

senaste forskningen som visar fördelarna med att engagera och samar-

beta med kunden är syftet med denna avhandling att analysera medar-

betarens och kundens proaktiva roll när en tjänst inte fungerar (service 

failure) och när felet hanteras (service recovery). Genom en serie stu-

dier bidrar denna avhandling till litteraturen om service failure och ser-

vice recovery på två sätt. 

 För det första, genom att utvidga begreppet service failure 

till att omfatta även brister som inte nödvändigtvis är kopplade till 

kärntjänsten, bidrar denna forskning till teoribildningen som betonar 

vikten av till synes "små detaljer" i tjänstemiljön. Detta nya synsätt gör 

det möjligt att undersöka hur till synes obetydliga små detaljer i tjäns-

temiljön påverkar kunden på både kort och långsikt. Mer specifikt visar 

jag att anställda som visar hög grad av proaktivt beteende kan reparera 

skador som förefaller vara obetydliga men som har en långtgående ne-

gativ påverkan på konsumenten. Genom att introducera proaktivitet 

får beslutsfattare ett nytt verktyg för att hantera subtila fel och brister 

i tjänster som sällan synliggörs av kunden. Således kan anställdas pro-

aktiva beteende adressera den svåridentifierade "tysta massan" av kun-

der som väljer att inte klaga. 

 För det andra kontrasterar min forskning det gängse anta-

gandet att en kund föredrar att den anställde hanterar klagomålet me-

dan kunder lutar sig tillbaka. Genom att introducera samarbete som ett 

sätt att hantera kundklagomål ses kunden som en proaktiv samarbets-

partner under klagomålshanteringen. Resultaten visar att möjligheten 

för kunden att få vara proaktiv är gynnsamt, men särskilt för kunder 

med en etablerad relation till tjänsteföretaget. Samt i situationer där 

kompensation är den huvudsakliga klagomålshanteringslösningen.  

 De följande sidorna är korta sammanfattningar av teori, 

metod och resultat i de individuella artiklarna som tillfaller avhand-

lingen. 
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Artikel 1 utgår ifrån teorin om ”thin-slice judgement”. I två storskaliga 

enkätstudier och ett kontrollerat fältexperiment undersöker artikeln 

effekten av att en anställd bekräftar en kund med hälsning, nick eller 

leende under de första 30 sekunderna från det att kunden kommer in i 

en butik. Den första storskaliga enkätstudien och fältexperiment visar 

att kunder som blir bekräftade av en anställd under de första 30 sekun-

derna från att de kommer in i butiken också är mer benägna att göra 

ett köp och då spendera betydligt mer. Den andra enkätstudien testar 

om en anställd bara får en chans att göra ett gott första intryck. Resul-

tatet från den andra enkätstudien visar att en kunds första intryck av 

medarbetaren förklarar den positiva länken mellan en anställds be-

kräftelse och den bekräftade kundens rekommendationsintentioner. 

Dessutom visar studien att när anställda visar på en mycket hög grad 

av proaktivitet i ett senare skede av tjänstemötet (efter 30 sekunder) 

kan anställda reparera den skada som en utebliven bekräftelse tidigare 

gett.  

 

Artikel 2 utgår från teorin om social perception och studerar effekten 

av en anställds proaktivitet på olika kunders reaktioner. I totalt fyra 

studier undersöker artikeln hur anställdas proaktivitet i detaljhandeln 

påverkar kundnöjdhet, betalningsvilja samt köpsannolikhet. Studie 1 

är en storskalig enkätstudie som visar en signifikant positiv korrelation 

mellan en anställds proaktivitet och antalet kronor som kunden spen-

derar. Studie 2 bekräftar den positiv effekt av en anställds proaktivitet 

experimentellt och undersöker effekten av en anställds proaktivitet på 

kunders nöjdhet och betalningsvilja. Studie 3 är ett kontrollerat fältex-

periment som visar att graden av en anställds proaktivitet ökar kund-

nöjdhet och köpsannolikhet då kunden bedömer en proaktiv anställd 

vara mer kompetent och varm. Studie 4 är en storskalig enkätstudie 

som undersöker hur en tidig eller sen kontakt med en anställd påverkar 

en kunds reaktioner. I motsats till riktlinjer som anställda har är beho-

vet av snabb kontakt med kunden inte nödvändig i de fall anställda vi-

sar på en hög grad av proaktivitet.  

 Sammanfattningsvis bidrar dessa fyra studier till tjänste-

forskningen genom att kvantifiera ekonomiska konsekvenser kopplade 

till anställdas proaktivitet i detaljhandeln. Därtill visar artikeln att hög 

grad proaktivitet hos en anställd kan kompensera för fördröjning i 
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tjänstemötet. Därigenom kan anställda reparera konsekvenser ofta 

sammankopplade med kundens väntetid. 

 

Artikel 3 utgår från rättviseteori och undersöker kundklagomålssitu-

ationer och hur kundens nivå av relationsaktivitet (låg, medel eller hög) 

påverkar hur viktiga de tre rättvisedimensionerna på kundens åter-

köps- och rekommendationsbeteende. I en storskalig enkätstudie som 

inkluderar både proaktiva (klagande) och reaktiva (icke-klagande) 

kunder visar resultaten att utfallsrättvisa är den enda rättvisedimens-

ionen av som kunder med låg och medelhög relationsaktivitet bedömer 

vara viktig för deras återköps- och rekommendationsbeteende. Dock 

visar resultaten att den kritiska kundgruppen med hög relationsaktivi-

tet bedömer alla tre rättvisedimensioner som viktiga för deras åter-

köps- och rekommendationsbeteende. 

 Med dessa resultat bidrar denna studie till debatten om vil-

ken dimension av rättvisa som är viktigast i klagomålshanteringen, 

samt värdet av att segmentera konsumenter baserat på deras relations-

aktivitet. I praktiken kan resultaten från denna studie vara ett stöd i 

företags utvecklingsarbete för att enklare segmentera konsumenter 

med hjälp av lojalitetsmedlemskap då lojalitetsmedlemskap har visat 

sig vara en tillämpbar proxy för konsumenters nivå av relationsaktivi-

tet. 

 

Artikel 4 undersöker effektiviteten av kompensation i klagomålssitu-

ationer. I en global storskalig enkätstudie undersöks sambandet mel-

lan monetär eller icke-monetär ersättning för att minska risken att 

kunder berättar för andra om problemet (baktalar). Resultatet tyder på 

att kompensation minskar risken att en kund baktalar företaget genom 

att kompensationen minskar konsumentens negativa känslor. Därtill 

visar studien på vikten av samarbete under klagomålshanteringen. Mer 

specifikt visar resultatet att nivå av samarbete under klagomålshante-

ringen modererar länken mellan kompensation och konsumentens ne-

gativa känslor. I praktiken innebär det att samarbetet mellan anställd 

och kund under klagomålshanteringen är en nödvändighet för att 

mildra konsumenters negativa känslor, vilket i sin tur leder till mins-

kad risk att konsumenten baktalar företaget. Med detta sagt innebär 

det att kompensation inte är en säkert kort. Tvärtom bör företagets 
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medarbetare se kunder som proaktiva medarbetare under kundkla-

gomålshanteringen. I annat fall riskerar företag att spendera ”pengar 

för inget”.  

 

Artikel 5 identifierar tre strömmar av klagomålshanteringsforskning: 

företagsorienterad, kundorienterad, och dyadisk. I praktiken kontras-

terar samtliga forskningsströmmar kundens och den anställdes proak-

tiva roll under klagomålshanteringen. Med utgångspunkt i kundupple-

velselitteraturen och med hjälp av det synsätt där flera aktörer är in-

kluderade introducerar denna studie konceptet klagomålshanterings-

samarbete. Koncept inkluderar flera aktörer (inklusive kunden) som 

interagerar och integrerar resurser genom organiserade aktiviteter för 

att reparera ett fel. Genom att se klagomålshanteringsprocessen som 

ett samarbete mellan ett flertal aktörer kan företag aktivt skapa gynn-

samma klagomålshanteringsupplevelser för sina kunder. Resultatet 

från denna konceptuella studie sammanfattas i ett konceptuellt ram-

verk som lägger grunden för framtida forskning. 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

Nyckelord: service failure, service recovery, klagomålshantering, 

proaktivitet, samarbete, kundreaktioner. 
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1. Introduction 

"Wise man say, forgiveness is divine, but never pay full price for late pizza." 

Michelangelo, 

     member of the Teenage Mutant Ninja Turtles  

 

Right after servicing a hotel guest, Basil, the manager of hotel Fawlty 

Towers,1 discretely leans towards his colleague and whispers, "A satis-

fied customer, we should have him stuffed!" Although this line was 

strictly ironic, there is also some sobering truth to this comedic punch. 

The biannual customer rage study (Customer Care Measurement & 

Consulting [CCMC], 2020) found that more than half of households 

(66%) faced service performance that fell below their expectations and 

that consumer problems are on the rise. 

 Commonly, in service and related research fields, a service 

failure refers to a core-service offering—the core benefit of a service—

that falls below customer expectations (Voorhees et al., 2017). How-

ever, employees rarely recognize failures unrelated to the core-service 

offering (Chelminski & Coultur, 2011; McQuilken & Robertson, 2011; 

Singh & Wilkes, 1996). Nevertheless, subtle failures, not necessarily 

linked to the core-service offering, have a proven effect on customer 

responses (Bolton et al., 2014; Lemon & Verhoef, 2016; Richardson, 

2010). Against this backdrop, this research extends the service failure 

concept to refer to any service performance, not limited to the core-

service offering, that falls below customer expectations.  

 Indeed, this broad definition of service failure reveals a crit-

ical limitation. Service recovery research has primarily been concerned 

with proactive customers who take the time and effort to voice the ser-

vice failure (e.g., Umashankar et al., 2017; Voorhees et al., 2006). How-

ever, very few customers choose to do so (Arsenovic et al., 2021b; Voor-

hees et al., 2006). Drawing on recent research suggesting that employ-

ees can be proactive by investing time and effort prior to a customer 

voicing the service failure (e.g., Arsenovic et al., 2021a; Mikolon et al., 

                                                

 
1 A fictional hotel in the sitcom series Fawlty Towers (Cleese, J. & Booth C. (writers) & Spiers, B. (di-

rector)). (1975–1979). Communication problems (Season 2, Episode 1) [TV series episode]. In Fawlty 

Towers (BBC Studios)).  
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2015; Nazifi et al., 2021), this thesis contrasts customer and employee 

proactivity, resulting in four possible service failure responses. In ad-

dition to the (1) customer or the (2) employee response to a service fail-

ure, employees can be proactive by signaling availability, seeking cus-

tomer feedback, and actively informing about problems, making it easy 

for the customer to proactively voice the service failure. This thesis re-

fers to such service failure responses as (3) joint voice. If neither the 

customer nor the employee is proactive, the service failure will respond 

in (4) silence (for detailed summary, see page 27, Figure 1).  

 Nevertheless, despite most customers choosing to stay si-

lent, nearly 60% of customers who voice a service failure are dissatis-

fied with the outcome. Quantifying this, according to the CCRM 

(2020), 494 billion US dollars are at stake. Such financial potential has 

drawn substantial academic attention. For decades, investments in 

complaint management have been central for improving service deliv-

ery (Fornell & Wernerfelt, 1988; Larivère & Van den Poel, 2005) and 

research on service recovery has been considered a top business re-

search priority (Grégoire & Mattila, 2021). 

 Consistent with the lay belief that customers prefer service 

providers to deal with service failure while the customers sit back and 

relax,2 service recovery research has primarily been concerned with the 

time and effort performed by the service provider to respond to a ser-

vice failure (Grönroos, 19883).  

                                                

 
2 In support of this, mirroring Otterbring and colleagues (2018), a between-subjects intuition-based 

scenario experiment was performed using Prolific (N = 143; Mage = 30.2, Male = 37.2 %). Respond-

ents replied to the following scenario for a £0.63 compensation: “Imagine a customer is surfing the 

web on their personal brand-new laptop. Suddenly, it breaks down. The customer goes back to the 

retailer where they bought it to have it fixed. While having the problem solved, compared to just sitting 

back and relaxing [having to put in time and effort], how do you think the customer would respond if 

they had to put in time and effort [just sit back and relax] during the complaint handling to [and] have 

the problem solved?” 

The respondents then responded to how they imagined the customer would respond using the three 

ACSI measures (Fornell et al., 1996). The items were averaged to represent an index score (α = .95) 

and an independent samples t-test revealed that the respondents thought the customers would re-

spond significantly more positively to just relaxing and waiting (M = 6.05, SD = 1.23) compared to 

putting in time and effort (M = 3.86, SD = 1.23; t(141) = 7.68, p < .001) during the service recovery. 

Please note, the text in brackets refers to the manipulation. 

3 Arsenovic, Edvardsson, & Tronvoll (2019) identified Grönroos (1988) as having provided the most 

commonly used definition of service recovery. 
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 However, with customer needs becoming the central focus 

of all types of service organizations (e.g., Drucker, 1954; Levitt, 1960; 

Shah et al., 2006; Sheth et al., 2000), research has started to consider 

the customers as proactive collaborators of the service recovery process 

(Arsenovic et al., 2019; Arsenovic et al., 2021c; Van Vaerenbergh et al., 

2018). Indeed, research has found that proactive customers, those who 

contribute with their time and effort in the service recovery, also eval-

uate the service recovery as fairer (Balaji et al., 2018), with well-docu-

mented downstream effects on short- and long-term key marketing 

metrics (Hazée et al., 2017; Karande et al., 2007; Van Vaerenbergh et 

al., 2018; Roggeveen et al., 2012). However, despite solid empirical 

support documenting the benefits of including the customer in the ser-

vice recovery, two critical shortcomings are evident. First, there is lim-

ited reasoning as to why a customer would respond positively to invest-

ing time and effort when recovering from a service failure. Second, re-

search focusing on the customer’s proactive role has rarely contrasted 

it to the employee’s role in the service recovery (Arsenovic et al., 2019; 

Dong et al., 2008).  

 Based on the reasoning above, this research contrasts cus-

tomer and employee proactivity, resulting in four possible service re-

covery responses. In summary, if the service failure is voiced, the em-

ployees can proactively coordinate actions and activities necessary to 

recover the service failure while the customer sits back and relaxes, that 

is, a (1) service recovery. Then there are situations where the custom-

ers (2) self-recover by identifying the problem and solve the problem 

situation. Nevertheless, there are recovery instances where the cus-

tomer and service employee interact and engage in organized activities 

to recover a failed situation for mutual benefit. In this thesis, this refers 

to a (3) service recovery collaboration.4 Finally, if neither the customer 

nor employee is proactive, (4) no recovery will take place (for a sum-

mary, see page 31, Figure 2).  

                                                

 
4 In the paper by Arsenovic et al. (2019, p. 206), collaborative service recovery is defined as the “process 

in which multiple actors (including the customer) interact and integrate resources through organized 

activities to recover a failed situation and so achieve a favorable recovery experience.” However, this 

cover story focus on the relationship between a customer and the employee. Therefore, the concept is 

refined to reflect the aforementioned relationship. Here service recovery collaboration refers to the 

process in which the customer and service employee interact and engage in organized activities to re-

cover a failed situation for mutual benefit.  
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 Using the four service failure responses and the four service 

recovery responses briefly summarized above, this research introduces 

the service failure and recovery framework (for a summary, see page 

45, Figure 3). This framework serves to position the appended papers. 

The following chapter introduces the overall aim, including two re-

search questions closely linked to this thesis' appended papers. The rest 

of this chapter is concerned with the disposition of this thesis.  
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1.1. Aim and research questions 

This thesis aims to explain the role of customer and employee proac-

tivity in service failure and service recovery. Two research questions 

guide the conceptual and empirical work. 

  

 Research question 1: How does employee proactivity influ-

ence customer responses in service failure and service recovery? 

 

 Research question 2: How does customer proactivity influ-

ence customer responses in service failure and service recovery? 

 

In summary, guided by the overall aim, including the two research 

questions, this thesis first discerns employee and customer reactivity 

and proactivity in service failure and service recovery. Second, it rec-

onciles this in a conceptual framework that relates the empirical and 

conceptual appended papers. 
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1.2. Summary of papers and structure of the thesis  

This chapter outlines the thesis structure and summarizes the five ap-

pended papers. In the next chapter (Chapter 2), I briefly introduce the 

theoretical framing and summarize the key concepts used throughout 

this research. Subchapter 2.1. focusses on theory on service failure. 

Specifically, this chapter problematizes the current view of service fail-

ure and introduces a new, broader definition. Next, I discern the liter-

ature related to employee and customer proactivity. Finally, the chap-

ter summarizes the findings in a service failure matrix. The matrix 

briefly introduces the customer voice response, where the customer is 

proactive after a service failure, followed by employee voice, where the 

service employee displays proactivity by anticipating service failures, 

enabling the failure to be voiced. Furthermore, joint voice is intro-

duced, referring to the service failure response where the employee is 

proactive by signaling availability, seeking customer feedback, and ac-

tively informing about problems by doing so, making it easy for the cus-

tomer to proactively voice the service failure. Finally, if neither the cus-

tomer nor the employee is proactive, the service failure will be re-

sponded to in silence (for a detailed summary, see page 27, Figure 1). 

 The subsequent subchapter (Chapter 2.2.) mirrors the ap-

proach but focusses on the service recovery process (for a detailed sum-

mary, see page 31, Figure 2). Again, this chapter problematizes the cur-

rent service recovery view and contrasts customer and employee pro-

activity, resulting in four possible service recovery responses. In addi-

tion to no recovery, and service recovery, this research focusses spe-

cifically on customer proactivity in service recovery (self-recovery), 

and pays particular attention to service recovery collaboration, which 

refers to the process in which the customer and service employee inter-

act and engage in organized activities to recover a failed situation for 

mutual benefit.  

 Finally, the theoretical section ends in the two matrixes be-

ing related, resulting in a service failure and service recovery frame-

work (for a summary, see page 45, Figure 3). The framework serves to 

relate the empirical and conceptual appended papers. Chapter 3 delin-

eates the research strategy and reflects my approach to the series of 

studies conducted. Finally, Chapter 3 summarizes the main findings 

from the appended research (subchapters 3.1.–3.5.). 
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 Corresponding to research question 1, which seeks to ex-

amine “how does employee proactivity influence customer responses 

in service failure and service recovery?”, papers 15 and 2 examine the 

influence of employee proactivity on silent customers facing subtle ser-

vice failures.  

 Corresponding to research question 2, "how does customer 

proactivity influence customer responses in service failure and service 

recovery?" Papers 3, 4, and 5 examine service failure situations where 

the customer is proactive by voicing the service failure, including ex-

amining the customer’s proactive role in the service recovery.  

 Finally, Chapter 4 concludes the thesis with a theoretical 

and managerial discussion corresponding to the overall aim and spec-

ified research questions. The discussion ends in limitations associated 

with the choice of methods, including potential future research direc-

tions. 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

                                                

 
5 Paper number refers to the order of articles presented in the summary on p. 19 
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 Paper 1: Arsenovic, J., Otterbring T., & Samuelsson, P. (2021a). 

30 seconds of fame: The effect of first impression on customer 

affect, attitudes, and approach behaviors [Unpublished manu-

script].  

 

 Paper 2: Otterbring T., Arsenovic, J., & Samuelsson, P. (2021). 

Going the extra mile, now or after a while: The impact of em-

ployee proactivity on customers’ responses and the moderating 

role of time to contact [Unpublished manuscript]. 

 

 Paper 3: Arsenovic, J., De Keyser, A., Edvardsson, B., Tronvoll, 

B., & Gruber, T. (2021b). Justice (is not the same) for all: The 

role of relationship activity for post-recovery outcomes. Journal 

of Business Research, 134, 342–351.  

 

 Paper 4: Arsenovic, J., Edvardsson B., Otterbring T., & Tron-

voll, B. (2021c). Money for nothing? The impact of compensation 

on customer bad-mouthing behavior in service recovery encoun-

ters [Unpublished manuscript]. 

  

 Paper 5: Arsenovic, J., Edvardsson, B., & Tronvoll, B. (2019). 

Moving toward collaborative service recovery: A multifactor ori-

entation. Service Science, 11(3), 201–212. 
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2. Theoretical Framing and Key Concepts 

"The problems are solved, not by giving new information, but by arranging 

what we have known since long." 

Ludwig Wittgenstein, 
philosopher, cited from Philosophical Investigations, 1953 

 

If a service delivery does not meet customer expectations, it is consid-

ered a service failure (Patterson et al., 2006; Voorhees et al., 2017). 

This inevitable situation is faced by all types of service organizations, 

forcing companies to identify and rectify the service failure (Bell & 

Zemke, 1987; Grönroos, 1988; Hart et al., 1990). Nevertheless, despite 

being extensively researched,6 companies still struggle to recover their 

customers, costing businesses dearly (CCMC, 2020). Such discourag-

ing findings make research on service failure and service recovery a top 

priority (Grégoire & Mattila, 2021).  

 To cover this immense topic thoroughly, the theoretical 

chapter of this thesis includes three separate subchapters. The first 

subchapter focuses on service failure and explicitly problematizes the 

current understanding of service failure and extend it to include “small 

details” in the service environment (e.g., Bolton et al., 2014; Lemon & 

Verhoef, 2016; Richardson, 2010; Voorhees et al., 2017). According to 

this line of theorizing, service failures can arise from other failures not 

necessarily linked to the core-service offering. 

 This broader conceptualization of service failure adds some 

welcomed complexity to the service literature (Grégoire & Mattila, 

2021), including subtle service failures not severe enough to be voiced 

(Arsenovic et al., 2021b; Chelminski & Coulter, 2011; McQuilken & 

Robertson, 2011; Singh & Wilkes, 1996) that nevertheless have a docu-

mented adverse effect on customer responses (Arsenovic, 2021a; Sinha 

& Lu, 2019). The subtle nature of failure in “small details” is problem-

atic, as service research primarily focuses on service recovery situations 

where the customer voices the service failure.  

                                                

 
6 More than a handful of prominent scholars (in particular journal editors within service and related 

fields of research), outspokenly refer to service recovery as an over-researched topic. Grégoire and 

Mattila (2020) document approximately 1,600 peer-reviewed journal articles (as of July 2020) on the 

topic of service failure and service recovery.  
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 Therefore, this thesis draws on recent findings examining 

employee proactivity (Söderlund, 2018), and in particular, employee 

proactivity as a potential tactic to address customers who do not voice 

their complaints (e.g., Arsenovic et al., 2021a; Otterbring et al., 2021; 

Nazifi et al., 2021; Voorhees et al., 2006; Smith et al., 1999). This 

broadening of the service failure concept allows for contrasting cus-

tomer and employee proactivity. As a result, four possible service re-

covery responses emerge. Findings are summarized on page 27, Figure 

1.  

 The second theoretical subchapter focuses on service recov-

ery. In contrast, the focus is on the literature where the customer is 

proactive in service recovery. Findings document that the explanation 

as to why the customer should be proactivity is unclear. Based on re-

cent cross-disciplinary findings, a psychological explanation suggests 

why customers respond favorably to inclusive behaviors, even under 

less-than-ideal conditions. A summary of the findings contrasts em-

ployee and customer proactivity in service recovery (see page 31, Figure 

2).  

 The third and final theoretical subchapter is concerned 

with relating the findings from the two previous theoretical subchap-

ters. By introducing a service failure and service recovery framework 

(see page 45, Figure 3), the framework helps to relate the empirical and 

conceptual appended papers. As a guide, Table 1 (pp. 22–23) can sup-

port the reader in the theoretical chapter. Table 1 summarizes the con-

cepts and their operationalizing, and refers to the corresponding pa-

pers using the concept/s.
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Table 1: Core concepts, definitions, and the role of concepts, including operationalization and corresponding paper/s 

Concept  Definition Type of  

variable 

Operationalization Correspond-

ing research 

 

Bad-mouthing 

behavior 

 

 

The customer expressed dissatisfaction with a particular service or product failure. 

 

 

Dependent variable 

 

Dichotomous variable (yes, 

no) 

 

Paper 4 

Compensation Monetary or non-monetary reimbursement for problems caused by the service provider 

 

Independent variable Dichotomous variable (yes, 

no) 

Paper 4 

Customer voice Service failure response where the customer is proactive by making a service provider 

aware of a service failure 

 

Grouping variable Dichotomous variable (yes, 

no) 

Papers 3 & 4 

Customer pro-

activity  

 

Level of time and effort invested by the customer 

 

Theoretical concept 

 

N/A Kappa 

Employee pro-

activity 

Level of time and effort invested by the employee 

 

Moderator/Independent 

variable 

Index-score of four variables 

reflecting the level of em-

ployee proactivity  

 

Papers 1 & 2 

Employee voice Service failure response where the service employee displays proactivity by anticipating 

service failures 

 

Theoretical concept N/A Kappa 

Joint voice Service failure response where the employee is proactive by signaling availability, seeking 

customer feedback, and actively informing about problems by doing so, making it easy for 

the customer to proactively voice the service failure 

 

Theoretical concept N/A Kappa 

No recovery Absence of service recovery Theoretical concept 

 

N/A Kappa 

Relationship 

activity 

Reflection of the customer's history and perceived connection with a particular service pro-

vider 

Moderator Index-score of eight variables 

including relative and abso-

lute visit and purchase fre-

quency 

 

Papers 3  

Self-recovery Service recovery response where the customer proactivity identifies and rectifies a service 

failure 

 

Theoretical concept N/A Kappa 
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Service recov-

ery 

Service recovery response where service employees display proactivity to rectify a service 

failure 

 

Theoretical concept N/A Papers 1, 2, 3, & 

4 

Service recov-

ery collabora-

tion 

 

The process in which the customer and service employee interact and engage in organized 

activities to recover a failed situation for mutual benefit 

 

Independent variable 

/Moderator 

Eight-item measurement re-

flecting the level of collabora-

tion 

Papers 1, 2 

Service failure Any service performance, not limited to the core service that falls below the customers' 

expectations 

 

Independent variable Manipulation (absence of em-

ployee-displayed acknowl-

edgment) 

 

Papers 1, 2, 3, & 

4 

Silence The service failure response where the customer and the service employee are reactive after 

a service failure 

 

Theoretical concept N/A Kappa 
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2.1. Service Failure 

"Blessed is he who expects nothing, for he shall never be disappointed." 

  Alexander Pope,  
author, from personal correspondence, 1725 

 

There is no such thing as a failure-free organization. Service providers 

frequently deliver service performance that does not meet customers’ 

expectations (CCMC, 2020). In service research, failures of the core-

service offering are simply considered a service failure (Patterson et al., 

2006; Voorhees et al., 2017). Half a century of research has attached 

substantial importance to such failures, documenting that customers 

can respond in a wide range of behaviors, ranging from silence to de-

structive rage (Day & Landon, 1977; Hirschman, 1970; Sura-

chartkumtonkun et al., 2013). This interest is not surprising, as service 

research has found that customer voicing is strongly related to financial 

and reputable service provider performance (Huppertz, 2007; Knox & 

Van Oest, 2014; Mittal et al., 2008). In particular, research has identi-

fied three critical reasons why companies should strive to have their 

customers voice their dissatisfaction.  

 First, voicing customers enable companies to address cus-

tomer complaints.7 In addition, such efforts are strongly associated 

with improved customer loyalty and future patronage (Van Vaer-

enbergh et al., 2019; Kelley & Davis, 1994; de Matos et al., 2007). Sec-

ond, voicing customers can act as a source of inspiration for innovation 

and create exceptional learning opportunities (Tax & Brown, 1998). Fi-

nally, voicing customers are opportunities for frontline employees to 

inform about future and/or alternative offerings (Umashankar et al., 

2017). 

 Unfortunately, most customers respond in silent (Arseno-

vic et al., 2021b; Gruber, 2011; Stephens & Gwinner, 1998; Voorhees et 

al., 2006) and some even in harmful behaviors (Baker et al., 2012; Gré-

goire & Fisher, 2008; Grégoire et al., 2010; Grégoire et al., 2009; Reyn-

olds & Harris, 2009).  

                                                

 
7 Chapter 2.2. will deal with this more in-depth.  
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 A recent insight is that the customer's service evaluation is 

less controllable than previously believed and often goes beyond the 

core-service offering (Lemon & Verhoef, 2016; Richardson, 2010; 

Voorhees et al., 2017). According to this theory formation, customers 

attach significant importance to seemingly “small details” in the service 

environment, small details not necessarily central to the core-service 

offering (Bolton et al., 2014). According to this line of theorizing, minor 

changes in any part of the service delivery can substantially impact a 

customer's service evaluation. Therefore, it is reasonable to assume 

that seemingly small failures can substantially harm the service provid-

er's performance (Arsenovic et al., 2021a; Otterbring et al., 2021; Sinha 

& Lu, 2019). Consequently, only focusing on the core-service offering 

becomes problematic for two main reasons.  

 First, when customers enter a service environment, they ex-

pect to interact with service employees (Barger & Grandey, 2006; Kim 

& Baker, 2020; Otterbring, 2017; Otterbring et al., 2021; Sinha & Lu, 

2019). However, subtle failures can arise when employees are occupied 

and miss interacting when expected (Arsenovic et al., 2021a; Sinha & 

Lu, 2019). Such subtle failures have been shown to color the customer's 

entire service evaluation, including impacting spending behavior (Ar-

senovic et al., 2021a; Sinha & Lu, 2019). Nevertheless, as such subtle 

interpersonal service failures are not considered central to the core-

service offering, they are most likely left unnoticed.  

 Second, the absence of interpersonal interaction can be a 

barrier for customers wishing to voice their dissatisfaction. For exam-

ple, long waiting times (Dahm et al., 2018; Grewal et al., 2003; Katz et 

al., 1991; Leclerc et al., 1995, Otterbring et al., 2021) or the presence or 

absence of employees and other customers (Argo et al., 2005; Otter-

bring & Lu, 2018; Söderlund, 2011, 2016) are not central to the core-

service offering. However, such subtle failures in service delivery can 

limit customers' ability to voice their dissatisfaction. In fact, most cus-

tomers do not voice their dissatisfaction because they find it tedious, 

time-consuming, and therefore not worth the effort (Voorhees et al., 

2006). These limitations to the current view of service failure make a 

strong case for reevaluation.  

 Hereafter, service failure will refer to any service perfor-

mance, not limited to the core-service offering, that falls below the 

customers' expectations. Broadening service failure to include failures 
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not limited to the core-service offering aligns with the marketing view 

suggesting that customers evaluate more than the core-service offering 

(Bolton et al., 2014; Lemon & Verhoef, 2016; Richardson, 2010; Voor-

hees et al., 2017). However, due to the broad definition and salient na-

ture of service failures, current research assuming that customers have 

to voice their service failure (e.g., Knox & Van Oest, 2015; Umashankar 

et al., 2017; Voorhees et al., 2006) will fail to address subtle failures not 

necessarily central to the core-service offering. Therefore, to overcome 

this issue, drawing on recent findings demonstrating the benefits of 

employee proactivity after service failure (Arsenovic et al., 2021a; Ot-

terbring et al., 2021; Nazifi et al., 2021), presented on the following 

page is a framework (Figure 1, p. 27) inspired by Kaltcheva, Winsor, 

and Parasuraman (2013), which contrasts employee and customer pro-

activity after a service failure.  

 In summary, four service failure responses are possible. (1) 

Suppose the customer chooses to be proactive by demonstrating a high 

level of effort after a service failure. In that case, they reach out to the 

service provider and respond to the service failure by voicing it (cus-

tomer voice). Alternatively, (2) suppose they decide to stay reactive and 

wait for the service employees to be proactive. In that case, the service 

failure will result in silence. (3) In such situations, employees can take 

proactive measures and anticipate service failures (employee voice). 

Furthermore, such proactive behavior enables employees to address 

subtle failures not necessarily central to the core-service offering.  

 Finally, (4) situations where both the employee and the cus-

tomer are proactive result in a joint voice. Joint voice refers to a service 

failure response where the employee is proactive by signaling availabil-

ity, seeking customer feedback, and actively informing about problems 

by doing so, making it easy for the customer to proactively voice the 

service failure. By doing so, service providers can create service envi-

ronments where customers can easily make employees aware of the 

service failure (Arsenovic et al., 2021a; Nazifi et al., 2021; Voorhees et 

al., 2017).  

 First, this thesis will focus on customer voice as a service 

failure response (Chapter 2.1.1.). Second, employee voice, which refers 

to the service failure response where the employee anticipates the ser-

vice failure before the customer voice it (Chapter 2.1.2.). 
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Figure 1. SF-matrix, visualizing four possible SF responses after a service failure. 

2.1.1. Customer Voice 

In service research, service recovery always starts with the customer 

being proactive by voicing the service failure (Arsenovic et al., 2021b; 

2021c; Gelbrich & Roschk, 2011; Orsingher et al., 2010). However, 

most service failures pass by the service providers in silence (Arsenovic 

et al., 2021b; Umashankar et al., 2017; Voorhees et al., 2006). Studies 

examining customer voicing behavior have found three central barriers 

limiting customers from voicing the service failure.  

 First, most customers do not voice because they find it te-

dious, time-consuming, and not worth the effort (Voorhees et al., 

2006). Second, customers rarely consider failures severe enough to 

warrant a voice. Research postulates that the severity of service failure 

is, in fact, the most reliable predictor of whether customers will voice 

the failure or not (Chelminsky & Coultur, 2011; McQuilken & Robert-

son, 2011; Singh & Wilkes, 1996). Finally, research has identified a re-

lational aspect, showing that customers with strong relational ties are 

less likely to file a complaint (Arsenovic et al., 2021b; Umashankar et 

al., 2017). Consequently, as most customers are silent (CCRM, 2020), 

service providers miss the opportunity to improve short and long-term 

performance through service recovery and additional sales. Moreover, 
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they miss an opportunity to utilize complaints as a source of infor-

mation to improve their processes and procedures.  

 Against this backdrop, recent research suggests that em-

ployees can recover the silent mass of customers by anticipating service 

failure through being proactive (Arsenovic et al., 2021a Otterbring et 

al., 2021; Nazifi et al., 2021; Voorhees et al., 2006; Smith et al., 1999). 

In the next chapter (Chapter 2.1.2), I will briefly overview the afore-

mentioned stream of research where the employees anticipate the po-

tential service failure and act without the customers having to voice it.  

2.1.2. Employee Voice 

Service research has primarily focused on situations where customers 

choose to be proactive by voicing a service failure. In such situations, 

the customer responds to the service failure by proactively voicing it, 

and the service provider responds reactively by waiting. Then, there are 

situations in which service providers respond to the failure by proac-

tively seeking out the customers before they have a chance to voice it 

(Arsenovic et al., 2021a; Otterbring et al., 2021; Nazifi et al., 2021). In-

deed, such proactive actions are meaningful for a majority of a service 

providers’ customer base (CCMR, 2020). Yet, despite potential finan-

cial and reputable incentives, empirical research is surprisingly scarce. 

 Research on employee proactivity in situations of service 

failure is promising. For example, findings suggest that proactively an-

ticipating problems before they materialize effectively prevents nega-

tive customer responses (Arsenovic et al., 2021a; Nazifi et al., 2021; Ot-

terbring et al., 2021). In particular, employees engaging in proactive 

activities, such as showing initiative, displaying effort, and approach-

ing the customers attentively and professionally after a service failure, 

have a substantial positive impact on customers' overall service evalu-

ation (Arsenovic et al., 2021a; Nazifi et al., 2021; Otterbring et al., 

2021), including a documented positive effect on their short and long-

term responses, such as sales (Otterbring et al., 2021) and other attitu-

dinal responses (Arsenovic et al., 2021a; Nazifi et al., 2021). 

 Indeed, these findings are critical. They provide an alterna-

tive to addressing the silent mass of customers currently neglected by 

the service providers (Voorhees et al., 2006). It is when companies are 

aware of the service failure that they can start to recover the customer.  
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 The following chapter introduces the three streams of ser-

vice recovery of research,8 which contrast customer and employee pro-

activity in the service recovery (Arsenovic et al., 2019). Then, mirroring 

the approach from the previous chapter (2.1.), Figure 2 summarizes 

four possible service recovery responses.  

 In summary, (1) when the service provider is proactive, the 

service employee displays proactivity by organizing their activity to rec-

tify a service failure. In such situations, the customer is most often re-

active to service providers' proactive service recovery efforts. Further-

more, there are situations in which the customer is proactive, but the 

service provider is reactive (2–3). For instance, employees might not 

be available in self-service technology situations. Indeed, such situa-

tions might force the customer to be proactive and self-recover or 

simply ignore it, resulting in no recovery. Finally (4), as meticulously 

outlined, there is a stream of research focusing on the collaboration 

where both the employee and the customer are highly proactive (Ar-

senovic et al., 2019). This research uses service recovery collaboration 

to refer to a service recovery response in which customers and service 

employees interact and engage in organized activities to recover a failed 

situation for mutual benefit (Arsenovic et al., 2019; Arsenovic et al., 

2021c). 

 Chapter 2.2. introduces service recovery and contrasts pro-

active and reactive customer and employee behavior in service recov-

ery. First, the focus is on the employees’ proactive role in the service 

recovery (Chapter 2.2.1.). Then, the subsequent chapter (2.2.2.) directs 

attention to the emerging stream of research where the customer is 

proactive in the recovery situation. Finally, this chapter ends in a prob-

lematization of the current understanding of service recovery collabo-

ration, including a cross-disciplinary explanation of its effectiveness. 

 

 

 

 

 

 

 

                                                

 
8 See Arsenovic et al., 2019 for an overview of the three identified service recovery streams of research. 
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2.2. Service Recovery 

"Rock and Roll might not solve your problems, but it does let you dance all 

over them." 

Pete Townshend,  
guitarist in The Who 

 
Service failures are inevitable and are faced by all types of service or-

ganizations (Hart et al., 1990). At the same time, service failures pro-

vide great opportunities to improve short and long-term performance 

and provide excellent information to improve the service providers' 

processes and procedures. However, service failures also require dedi-

cation and effort to recover the problem situation.  

 Service recovery refers to the process and outcome that in-

cludes all service interactions and activities undertaken by the service 

provider to respond to a service failure (Grönroos, 1988). In general, 

service providers direct their efforts toward recovering the initial ser-

vice failure. However, potentially, it should turn a service failure into a 

favorable and memorable experience (Arsenovic et al., 2019). Indeed, 

creating favorable and memorable experiences is critical in shaping the 

customer's overall service experience (Berry et al., 2002; Lemon & 

Verhoef, 2016; Meyer & Schwager, 2007).  

 As such, three decades of research and numerous meta-

studies have meticulously documented how to recover the customer 

when they are facing service failures (de Matos et al., 2007; Gelbrich & 

Roschk, 2011; Orsingher et al., 2010; Van Vaerenbergh & Orsingher, 

2016; Van Vaerenbergh et al., 2014, 2019). Unfortunately, despite ex-

tensive research, the proportion of dissatisfied customers is growing 

(CCRM, 2020). 

 One recent insight is that service recovery research has not 

accounted for the inherent complexity of service recovery (Arsenovic et 

al., 2019; Grégoire & Mattila, 2021; Van Vaerenbergh et al., 2019).  

Indeed, more recently, three streams of service recovery research have 

been identified: (1) firm-centric, (2) customer-centric, and (3) dyadic 

orientation (Arsenovic et al., 2019).  

 In essence, these three streams contrast customer and em-

ployee proactivity in the service recovery. For example, the dominant 

view in service recovery research is the (1) firm-centric orientation. Re-

search within this stream of research views the customer as reactive to 
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the employees’ proactive recovery efforts. Here, the customer evaluates 

the service recovery process and outcome based on how well the service 

provider performs.  

 In the (2) customer-centric orientation, the customer is 

proactive. At the same time, the employee responds reactively, which 

means that the employee responds to the customer's activities in the 

service recovery process and outcome. Finally, research within the (3) 

dyadic orientation focuses on how the customer assesses their own and 

the service provider's performance, in other words, how well the col-

laboration performed. In Figure 2, this refers to the service recovery 

collaboration. Building on these three orientations and mirroring the 

approach of the service failure matrix (Figure 1, p. 27), four possible 

service recovery responses emerge. Figure 2 summarizes them, and the 

different service recovery responses are discussed in more detail on the 

following page. 

 

 

 

Figure 2. Visualizing four possible service recovery responses possible after service recov-

ery 
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When either the customer or the firm displays proactive efforts, there 

will be no recovery—resulting in the service failure not being resolved. 

Such cases are undesirable, and research has found that such situations 

may arise in self-service technology (SST). For instance, if the customer 

ignores the failure and chooses not to be proactive, the service failure 

is made too distant and complicated for the service provider to proac-

tively respond to (Bitner, 2001; Dong et al., 2008; Zhu et al., 2013). 

 Other such situations might arise because the employees 

are reactive in enabling customers to voice the service failure. Such sit-

uations will create environments where customers find it too tedious, 

time-consuming, and not worth the effort to resolve the service failure 

(Voorhees et al., 2006).  

 Furthermore, when the customer responds reactively to the 

service employees' proactive recovery efforts or faces circumstances 

with limited possibility to voice the failure, customers can be proactive 

and solve the problem situation by themselves (Arsenovic et al., 2019; 

Zhu et al., 2013). In Figure 2, this refers to customer self-recovery. In 

such situations, the customer is proactive and recovers the situation 

without the service employees intervening. Self-recovery refers to situ-

ations where the customer identifies the problem, takes action such as 

ordering spare parts, and solves the problem situation (Arsenovic et al., 

2019). 

      While no recovery and customer self-recovery are two possible re-

covery responses, service recovery research has primarily focused on 

the service provider's ability to recover a service failure. Consequently, 

most service research has focused on customers’ assessment of a ser-

vice employees’ proactive efforts. For example, in Figure 2, the service 

recovery response refers to the recovery response where the customer 

is reactive, waiting for the company to recover them by displaying 

highly proactive efforts such as attentiveness, professionalism, and ef-

fort (Grönroos, 1988; Hart et al., 1990; Kelley & Davis, 1994). A brief 

overview of this firm-centric stream is presented in the following sub-

chapter, including corresponding dominant theories used to under-

stand how customers respond to employee proactivity. 

 Finally, in line with the customer-oriented mindset, which 

focuses on the customer needs rather than optimizing the service per-

formance (e.g., Drucker, 1954; Levitt, 1960; Shah et al., 2006; Sheth et 

al., 2000), more recent service recovery research has acknowledged the 
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customer as a proactive part of the service recovery process and out-

come (Arsenovic et al., 2019). This thesis attaches particular attention 

to situations where the customer and the employee both display high 

levels of proactivity in the service recovery; in other words, the service 

recovery collaboration. 

2.2.1. Employee Proactivity in Service Recovery 

There is a lay belief that when customers voice a service failure, they 

will prefer to sit back while the service provider solves the situation. As 

such, service recovery research typically focuses on the customer's as-

sessment and responses to the time and effort invested by the service 

provider to resolve a service failure (Arsenovic et al., 2019; Van Vaer-

enbergh et al., 2018). Consequently, research has considered the em-

ployee proactive and the customer a reactive recipient in the service 

recovery.  

 Indeed, decades of research has fruitfully explored how 

companies can improve their service recovery procedures and out-

comes to recover the customer effectively. In particular, justice theory 

and disconfirmation theory are two dominant theories used to under-

stand service recovery (Van Vaerenbergh et al., 2014, 2019, Van Vaer-

enbergh & Orsingher, 2016). Central to justice theory is the extent to 

which the service provider makes recovery efforts to restore the cus-

tomer’s perceived overall justice (Orsingher et al., 2010). In addition, 

the justice framework (an evolution of the inequity theory and social 

exchange theory; Adams, 1963, 1965) has served researchers in under-

standing how customers assess service providers' activities and actions.  

 Research seems to agree that justice reflects the customer's 

subjective assessments of a service company's recovery actions (Smith 

et al., 1999). Such findings make justice a key component in customers' 

evaluation of the service provider's recovery efforts (Van Vaerenbergh 

& Orsingher, 2016). 

  The justice framework discerns the three dimensions of 

justice—procedural, interactional, and distributional. While there is 

disagreement on the relative importance of the different dimensions of 

justice (Arsenovic et al., 2021b), most studies find that all dimensions 

matter for customers' subjective evaluation of fairness in service recov-

ery situations (Vaerenbergh & Orsingher, 2016).  
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 In particular, interactional justice encompasses the cus-

tomer's assessment of their interpersonal treatment during service re-

covery. Procedural justice focuses on customer evaluation linked to the 

fairness of the service provider's policies and procedures to recover the 

customer. Finally, distributional justice reflects the outcome of the ser-

vice recovery and includes the customer's judgment of how fair the res-

olution of the service recovery process is (Chebat & Slusarczyk, 2005; 

Gelbrich & Roschk, 2011; Liao, 2007; Orsingher et al., 2010)  

 The second dominant theory in service recovery examines 

the discrepancy between the customer's expectations going into the 

service recovery and the customer's perception of the service provider's 

performance. Using disconfirmation theory (Oliver, 1977), service re-

covery researchers have examined customers' cognitive assessment of 

service providers' performance-specific expectations and expectancy 

disconfirmation of recovery performance. The difference between ex-

pectation and service provider performance result in either confirmed 

or disconfirmed expectations, subsequently leading the customer to ei-

ther be satisfied or dissatisfied (Boshoff, 1997; Andreassen, 2000). 

 While this research focuses on the time and effort in-

vested by the service provider to resolve the service failure, recent re-

search attaches more importance to the customer’s invested time and 

effort in the service recovery (Arsenovic et al., 2019). This stream of 

research aligns with the general marketing shift, moving from consid-

ering the customer as reactive to including the customer as a proactive 

participant in the service exchange (Drucker, 1954; Levitt, 1960; Shah 

et al., 2006; Sheth et al., 2000). The following chapter first performs a 

literature overview and later problematizes situations where the cus-

tomer is proactive in the service recovery.  

 This chapter ends in making a case for both customer and 

employee proactivity in service recovery resulting in service recovery 

collaboration. 
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2.2.2. Customer Proactivity in Service Recovery  

Despite a vast body of research to improve service providers’ recovery 

procedures, nearly 60% of customers who voice service failures are dis-

satisfied with the outcome (CCMC, 2020). Such dismal figures have led 

to service research calling for alternative theories to explain how cus-

tomers evaluate the service recovery (Grégoire & Mattila, 2021; Van 

Vaerenbergh et al., 2019).  

 To improve the service recovery process and outcome, two 

streams of research consider the customer’s proactive role in the ser-

vice recovery process (Arsenovic et al., 2019). Firstly, service recovery 

research utilizing a customer-centric orientation has primarily focused 

on self-service technology enabling the customer to self-recover (Dong 

et al., 2008; Zhu et al., 2013). This is the process where the customer is 

proactive and takes the initiative to resolve the problem without the 

employees interfering significantly.  

 However, a more dyadic orientation has approached the 

service recovery phenomenon as a collaborative endeavor. Therefore, 

it examines how customers assess the collaborative effort in the service 

recovery (e.g., Roggeveen et al., 2012). In these situations, the cus-

tomer and the service provider are proactive and engage in a service 

recovery collaboration (Arsenovic et al., 2019; Arsenovic et al., 2021c). 

Specifically, a service recovery collaboration refers to the process in 

which the customer and service employee interact and engage in orga-

nized activities to recover a failed situation for mutual benefit (Arseno-

vic et al., 2019; Arsenovic et al., 2021c). 

 A systematic literature review (conducted in March 2020) 

reviews these two streams of service recovery research. Here, the 

search mirrored the literature search by Arsenovic, Edvardsson, and 

Tronvoll (2019). The databases used included Scopus, Business Source 

Premier, and Web of Science. Keywords included “cocreation,” “cus-

tomer participation,” “customer engagement,” and “customer involve-

ment” in combination with “service recovery,” which limited the search 

to relevant topics and removed duplications. After carefully reading 

through the abstracts and adding relevant unpublished work (e.g., Ar-

senovic et al., 2021c), a total of 23 papers were considered relevant and 

included in Table 2 (pp. 36-41). The literature overview includes the 

authors; research objectives; research design; potential moderators, 

mediators, and dependent variables; and the main finding(s). 
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Table 2. Overview of service recovery research where customers have an active role in the service recovery encounter 

Author/s (Year) Research objective Type of 
study/ies 
 

Modera-
tor/s 

Media-
tor/s 

Depend-
ent varia-
ble/s 

Main findings 

Arsenovic, De Keyser, 
Edvardsson, & Tronvoll 
(2021)9 

- Identify meaningful customer segments 
 
- Examine whether segments respond dif-
ferently to different dimensions of justice 

Survey Study (n = 
2,163) 

Level of 
relation-
ship 
activity 

Not Ana-
lyzed 

Word-of-
mouth be-
havior 
 
Repurchase 
behavior 
 

The level of relationship activity negatively in-
fluences customer’s voicing behavior. 
 
Customers with a high level of relationship ac-
tivity find the justice dimensions being proce-
dural and interactional as more critical for 
their post-recovery behaviors. 
 

Arsenovic, Edvardsson, 
& Tronvoll (2019) 

- Introduce service recovery collaboration 
 
- Go beyond the dyadic-orientation (cus-
tomer-service provider) and introduce a 
multi-actor perspective 

Conceptual paper N/A N/A Service re-
covery 
experience 

Service providers need to focus on the custom-
er's overall collaborative service recovery expe-
rience. 
 
Companies need to consider the recovery be-
yond the dyad (e.g., customer-employee orien-
tation) and include multiple actors influencing 
the customer's collaborative service recovery 
experience. 
 

Arsenovic, Otterbring, 
Edvardsson, & Tronvoll 
(unpublished) 

- Examine under what level of collaboration 
compensation effectively mitigates negative 
emotions with a downstream effect on cus-
tomer bad-mouthing behavior 

Quasi-experi-
mental (n = 867) 

Service 
recovery 
collabora-
tion 

Negative 
emotions 

Bad-
mouthing 
behavior 

Compensation without service recovery collab-
oration is not a potent recovery tactic to lower 
negative customer emotions and, by extension, 
mitigate customer bad-mouthing behavior. 
 

Balaji, Jha, Sarkar 
Sengupta, & Krishnan 
(2018) 

- Examine the role of consumer cynicism 
on customer satisfaction in service recovery 
 
- Examine the role of consumer cynicism in 
service recovery 

Study 1, between-
subjects scenario-
based experiment 

Cynicism 
 
Customer 
participa-
tion 

Negative 
inferred 
motive 

Satisfaction 
 
Perceived 
overall jus-
tice 
 

Highly cynical customers evaluate customer 
satisfaction less favorably compared to cynical 
customers. 
 
Customer participation in service recovery mit-
igates the adverse increases in customer satis-
faction among highly cynical customers. 
 

                                                

 
9 The interactional justice dimension is a proxy for collaboration as the items are rephrased to reflect a more collaborative effort. 
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Cheung & To (2016) - Research the antecedents of customer co-
creation of service recovery, including its 
effects on customers' perceived justice and 
satisfaction 

Survey study (n = 
594) 

Not ana-
lyzed 

Perceived 
justice 
 
Information 
sharing 
 
Co-produc-
tion 

Satisfaction Customer involvement with service failure has 
a positive effect on customers’ justice evalua-
tion and, by extension, co-creation in service 
recovery. 

Dong, Evans, & Zou 
(2008) 

- Theoretically and empirically bridge the 
gap in the research by investigating cus-
tomer participation in service recovery, in-
cluding the downstream effect this has on 
customers' future co-creation behaviors 

Study 1. Between-
subjects experi-
ment 

Not ana-
lyzed 

 
Role 
clarity 
 
Perceived 
value for fu-
ture co-cre-
ation 
 
Satisfaction 
with service 
recovery 
 
The ability 
for future 
co-creation 
 

Intention to 
co-recover 
in future 

Customers participating in the service recovery 
process are more likely to report higher role 
clarity levels, perceived value of future co-crea-
tion, satisfaction with the service recovery, and 
intention to co-create value in the future. 

Dong, Sivakumar Ev-
ans, & Zou (2016) 

- Examine the effectiveness of customer 
participation in service recovery outcomes 
by examining the boundary conditions 

Studies 1–2. Be-
tween-subjects ex-
periments 

Attribu-
tion of fail-
ure 
 
Preference 
matching 

Customer 
expectancy 
of recovery 
 
Preferred 
locus of re-
covery 
 
Actual locus 
of recovery 
 

Satisfaction 
 
Intention to 
co-produce 
in future 

Customers' self-efficacy positively influences 
their expectation to participate in recovery 
when they blame themselves for the failure 
than when they blame the service provider. 
 
Joint recovery is most effective in generating 
satisfaction with recovery and intention for fu-
ture coproduction. 

Edvardsson, Tronvoll, 
& Höykinpuro (2011) 

- Propose a framework to outline factors in-
fluencing the recovery resolution of unfa-
vorable service experiences because of a 
double deviation 

Qualitative study Not ana-
lyzed 

N/A Positive 
customer 
experience 

Four factors influence complex service recovery 
processes and outcomes in double deviation 
situations: communication, competence, time, 
and service system. 
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Customer experiences of complicated service 
recovery are influenced by the customer's per-
ceived level of control and coherence, including 
meaning. 
 

Gohary, Hamzelu, & 
Alizadeh (2016a) 

- Examine various possible factors for ser-
vice recovery procedures that influence cus-
tomers' post-recovery responses 
 

Study 1. Between- 
subjects experi-
ment 

Not ana-
lyzed 

Post  
recovery  
satisfaction 

Positive 
word-of 
mouth in-
tention 
 
Loyalty 
 
Repurchase 
intention 
 
Future co-
creation 
tendency 
 

All justice dimensions positively influence 
post-recovery satisfaction. 
 
Co-creation mediates the relationship between 
justice and customer satisfaction with service 
recovery. 
 
Post-recovery satisfaction is positively associ-
ated with behavioral intentions such as positive 
word of mouth, loyalty, repurchase intention, 
and future co-creation tendency. 
 

Gohary, Hamzelu, 
Pourazizi, & Hanzaee 
(2016b) 
 

- Investigate the influence of various justice 
dimensions (e.g., distributive, procedural, 
interactional, informational) and customer 
involvement on post-recovery satisfaction  
 

Study 1. Between-
subjects experi-
ment 

Not ana-
lyzed 

Justice 
 
Emotions 
 
Perceived 
value 
 
Satisfaction 
 

Intention to 
reuse 
 
Intention to 
co-create in 
future 

Co-creation affects all variables except emo-
tions.  
 
Cultural differences document that Azeri (vs. 
Balochs) people are more inclined to partici-
pate in co-creation programs. 

Guo, Lotz, Tang, & 
Gruen (2016) 
 

- Examine how service providers can facili-
tate customers' involvement in and influ-
ence on service recovery efforts 

Study 1. Survey 
study (n = 283) 
 
Study 2.  
Between- 
subjects  
experiment 

Not ana-
lyzed 

Outcome  
favorability 
 
Relation-
ship-based  
self-esteem 
 
Perceived  
Justice 
 

Repurchase 
intention 

Customer control of the service recovery pro-
cess is linked to economic gains and is influ-
enced by the customer's social self-esteem in 
their relationship with a service provider. 
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Hazée, Van Vaer-
enbergh, & Armirotto 
(2017) 
 

- Investigate the impact of co-creating a 
service recovery on customer outcomes, in 
particular by examining the mediating role 
of outcome favorability and the moderating 
role of brand equity 

Studies 1–2.  
Between- 
subjects  
experiments 

Brand eq-
uity 

Outcome  
favorability 
 
Satisfaction 

Repurchase 
intention 

Co-creating a service recovery is positively 
linked to perceiving a more favorable service 
recovery solution, which in turn influences sat-
isfaction with service recovery and repurchase 
intentions.  
 
Co-creation of service recovery is more effec-
tive for companies with low (vs. high) brand 
equity levels.  
 

Heidenreich, Wittkow-
ski, Handrich, & Falk 
(2015) 

- Examine customer co-creation in service 
failure situations and the effectiveness of 
different recovery options linked to the 
level of co-creation in service recovery  

Studies 1–4. 
Between- 
subjects  
experiments 
 

Perceived 
Guilt 

Disconfir-
mation of  
expectation 
 
Internal  
failure at-
tribution 

Customer 
satisfaction 

Service failures of high levels of co-created ser-
vices result in a more significant negative dis-
confirmation compared to failures of regular 
encounters (no co-creation). 
 
Service providers benefit from mirroring the 
level of co-creation in service recovery with the 
level of co-creation during service delivery 
 

Karande, Magnini, & 
Tam (2007) 

- Investigate both mediating and moderat-
ing factors associated with recovery voice 
and customer satisfaction 

Study 1.  
Between- 
subjects  
experiment  

Gender 
 
Past trans-
actional 
history 

Procedural 
justice 

Satisfaction Recovery voice increases procedural justice and 
overall satisfaction.  
 
Recovery voice has a more significant impact 
on procedural justice for established customers 
than for new customers. 
 

 Kim & Baker (2020) - Examine the impact of other customers, 
then the recovering customers' participa-
tion in both customer and other customers’ 
responses 

Study 1. Qualita-
tive 
 
Studies 2–3. 
Between- 
subjects  
experiments  
 

Employee 
extra-role 
behavior 

- Perceived 
indebted-
ness 

Recovery 
process sat-
isfaction 
 
Customer 
citizenship 
behavior 
 
Revisit in-
tention 

Other customers can positively affect custom-
ers in service recovery contexts. 
 
Employees displaying extra-role behaviors 
have a positive effect on customer behavioral 
intentions.  
 
Customers who experience other customers 
contributing to the customer's recovery effort 
positively affect customers' engagement in pos-
itive citizenship behavior.  
 

Park & Ha (2016) - Explore the hedonic and utilitarian value 
customers derive from co-creation experi-
ences in service failure and recovery en-
counters 

Survey study (n = 
330)  

Not ana-
lyzed 

- Equity 
 
- Affect 

Repurchase 
intention 

Utilitarian value of affect and equity. Hedonic 
value contributes only to equity. 
 
Equity and affect influence repurchase inten-
tions 
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Roggeveen, Tsiros, & 
Grewal (2012) 

- Examine whether co-creation affects cus-
tomer outcomes and whether it is a cost-ef-
fective alternative to compensation 

Studies 1-4.  
Between- 
subjects  
experiments 

Severity Equity 
 
Overall jus-
tice  

Satisfaction 
 
Repurchase 
intention 

A co-created service recovery improves cus-
tomer satisfaction and repurchase intentions 
for severe failures (mediated by perceived jus-
tice).  
 
A co-created recovery is effective only when 
customers view the co-created recovery posi-
tively. 
 

Skourtis, Décaudin, As-
siouras, & 
Karaosmanoglu (2019) 

- Examine the underlying mechanism that 
leads to co-recovery behavior 
 
- Examine how co-recovery behaviors are 
associated with utilitarian and hedonic val-
ues 
 

Qualitative 
 
 

Not ana-
lyzed 

Extrinsic 
motivation 
 
Intrinsic 
motivation 
 

Utilitarian 
value 
 
Hedonic 
value 

Extrinsic motivation only partially mediates 
the relationship between the ability to co-re-
cover and value co-recovery in-role behavior. 
 
Value co-recovery in-role behavior positively 
influences utilitarian value but is negatively as-
sociated with hedonic value. 
 

Tronvoll & Edvardsson 
(2019) 

- Extend the current view as to how activi-
ties and interactions that serve as resource 
integration influence the customer co-re-
covery experience 

Qualitative Not ana-
lyzed 

Not ana-
lyzed 

Customer  
co-recovery  
experience 

The five drivers—competence, control, commu-
nication, clock, and cost—influence the cus-
tomer co-recovery experience.  
 
Introduce the process, creating, coordinating, 
and reassuring as key-phases shaping the cus-
tomer co-recovery experience.  
 

Van Vaerenbergh, 
Hazée, & Costers (2018) 

- Examine whether customer participation 
in service recovery positively relates to cus-
tomer outcomes 
 
- Investigate which justice dimensions are 
influenced by customer participation 
 
- Examine the importance of moderators 
between customer participation in service 
recovery and customer outcomes 
 

Meta-study 
 

Type of 
failure 
 
Type of  
Participa-
tion 
 
Compen-
sation 
 
Culture 
 
Study con-
text 

Distributive 
justice 
 
Interac-
tional jus-
tice 
 
Procedural 
justice 
 
Satisfaction 

Repurchase 
intention 
 
Word-of-
mouth in-
tention 

Customer participation in service recovery has 
an indirect effect on overall satisfaction via dis-
tributive justice and interactional justice. 
 
Customer participation in service recovery is 
more potent in the recovery outcome of and for 
customers with an Eastern cultural back-
ground. 

Vázquez-Casielles, Igle-
sias, & Varela-Neira 
(2017) 

- Investigate the impact of compensation, 
co-creation, and process recovery commu-
nication on customer outcomes such as re-
purchase intention and word-of-mouth in-
tention 

Study 1.  
Between- 
subjects  
experiment  

Not ana-
lyzed 

Not ana-
lyzed 

Satisfaction 
 
Repurchase  
intention 
 

Co-creation and process recovery communica-
tion improves customer satisfaction, repur-
chase intentions, and word-of-mouth.  
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Word-of-
mouth in-
tention 
 

Co-creation complements the effects of com-
pensation 

Xu, Marshall, Edvards-
son, & Tronvoll (2014) 

- Examine the effect of initiating a co-cre-
ated recovery in two countries 

Study 1.  
Between- 
subjects  
experiment 

Not ana-
lyzed 

Not ana-
lyzed 

Satisfaction 
 
Repurchase  
intention 
 
Perceived 
justice 
 

 
Co-creation results in higher perceived justice, 
satisfaction, and repurchase intentions if the 
employee initiates the recovery, but not when 
the customer initiates the recovery.  
 
Western customers are more sensitive to initia-
tion than Eastern customers 
 

Xu, Tronvoll, & 
Edvardsson (2014)  

- Explores the role of resource integration 
for value co-creation in service recovery 

Study 1. Qualita-
tive 
 
Study 2. Between- 
subjects  
experiment 
 

Not ana-
lyzed 

Perceived  
justice 

 Co-created service recovery efforts create more 
favorable customer experiences than recovery 
without co-creation.  
 
Customer-perceived justice of activities in han-
dling the problem shapes the customer service 
recovery experience. 
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Findings from the literature review show that in contrast to the lay be-

lief that customers prefer service providers to deal with the service fail-

ure, conceptual and exploratory research instead implies that engaging 

the customer in a collaborative process during service recovery has pos-

itive effects on customers' overall service recovery experience (Arseno-

vic et al., 2019; Edvardsson et al., 2011; Skourtis et al., 2019; Tronvoll 

& Edvardsson, 2019; Xu et al., 2014).  

 Indeed, empirical research supports these findings. In par-

ticular, research shows that customers who proactively contribute to 

the service recovery also report higher satisfaction and justice evalua-

tion (Balaji et al., 2018; Cheung & To, 2016; Dong et al., 2008; Dong et 

al., 2016; Gohary et al., 2016a; Gohary et al., 2016b; Hazée et al., 2017; 

Karande et al., 2007; Kim & Baker, 2020; Roggeveen et al., 2012; 

Vázquez-Casielles et al., 2017). 

 Nuancing the findings above, a meta-study found that high 

levels of customer participation in service recovery indirectly affect 

overall satisfaction via distributive justice and interactional justice, but 

not via procedural justice (Van Vaerenbergh et al., 2018). These find-

ings are perhaps not surprising. It is hard for customers to influence 

the service provider's recovery process, but significantly less to dictate 

the outcome and influence the social process.  

 Despite this, both justice and satisfaction are critical per-

formance metrics in service recovery research. In particular, research 

documents their impact on desirable long-term performance metrics 

such as loyalty and word-of-mouth behavior (Arsenovic et al., 2021b; 

Balaji et al., 2018; Cheung & To, 2016; Gohary et al., 2016a, 2016b; 

Karande et al., 2007).  

 However, while documenting direct effects is critical, it is 

necessary to identify boundary conditions. Indeed, research demon-

strates that various boundary conditions related to customer charac-

teristics, such as relationship strength, culture, and context, influence 

the effectiveness of customer proactivity in service recovery (Arsenovic 

et al., 2021b; Xu et al., 2014; Gohary, 2016a; Balaji et al., 2018; Karande 

et al., 2007; Van Vaerenbergh et al., 2018).  

 Moreover, boundary conditions related to the particular 

service have also been shown to influence how effective customer pro-

activity in service recovery is. For instance, including the customer to 

collaborate in the service recovery is particularly effective for severe 
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service failures (Roggeveen et al., 2012). Nevertheless, the level of cus-

tomer proactivity in service recovery should be congruent with the level 

of proactivity in service delivery (Heidenreich et al., 2015). Such find-

ings indicate that service providers need to be particularly inclusive 

when dealing with severe failures and services with a high level of cus-

tomer involvement. 

 More recently, research has set out to examine the effective-

ness of compensation as a recovery tactic to mitigate negative customer 

responses. Indeed, in service recovery, compensation is commonly 

held as one of the most potent recovery tactics to offset disgruntled cus-

tomers (Gelbrich & Roschk, 2011a; Grewal et al., 2008). However, re-

cent research suggests that compensation is only effective under a cer-

tain level of collaboration (Arsenovic et al., 2021c; Vázquez-Casielles et 

al., 2017). These findings are central to service recovery research as 

both research and practice advocate compensation as the “go-to” tactic 

when customers face severe service failure (Gelbrich & Roschk, 2011; 

Grewal et al., 2008). 

 While the positive impact of customer proactivity in service 

recovery is well documented, surprisingly limited research explains 

why. A noteworthy exception within service research theorizes that 

customers’ motivation to collaborate in service recovery goes beyond 

financial gain. In particular, the authors report that collaboration in 

service recovery positively influences customers’ social and psycholog-

ical wellbeing (Guo et al., 2016).  

 In support of those findings, according to an emerging 

stream of research in psychology, non-individualistic traits are part of 

the human genetic predisposition (Hamann et al., 2011; Melis et al., 

2016; Rand & Nowak, 2013). For example, findings support the claim 

that humans, as social beings, are biologically pre-dispositioned to be 

selfless, show generosity, and be helpful (Boyd & Richerson, 2009). In 

fact, studies have documented that engaging in non-individualistic be-

haviors such as collaboration positively influences people's wellbeing 

(Hamann et al., 2011; Tomasello et al., 2012; Warneken & Tomasello, 

2009a, 2009b).  

 Translated into a service context, customers will positively 

respond to inclusive actions even under less ideal conditions. There-

fore, it is not surprising that customers invited to collaborate in service 

recovery also respond with higher social and psychological wellbeing 

(Guo et al., 2016).  
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 Indeed, such inclusive behaviors might be a plausible ex-

planation as to why customers who proactively contribute to the service 

recovery also report higher satisfaction and justice evaluation (Balaji et 

al., 2018; Cheung & To, 2016; Dong et al., 2008, 2016; Gohary et al., 

2016a, 2016b; Hazée et al., 2017; Karande et al., 2007; Kim & Baker, 

2020; Roggeveen et al., 2012; Vázquez-Casielles et al., 2017) 

 Nevertheless, it is necessary to point out that collaboration 

is a social, interactive process and requires both the customer and the 

service employee to be proactive in the service recovery. Through col-

laboration, the customer and the service provider see different aspects 

of the problem and coordinate their actions and activities to find ap-

propriate solutions (Arsenovic et al., 2019).  

 To summarize the theoretical chapter of this thesis, service 

failure and recovery research has primarily focused on situations where 

the customer proactively voices the service failure (customer voice) and 

waits for the service employee to recover them (service recovery). 

However, research shows that employees with high proactivity can an-

ticipate service failures (employee voice), limiting the need for a cus-

tomer voice (Arsenovic et al., 2021a; Nazifi et al., 2021; Otterbring et 

al., 2021; Voorhees et al., 2006). Nevertheless, service managers 

should direct efforts to create service environments where the employ-

ees can proactively signal availability, seek customer feedback, and ac-

tively inform about problems by doing so, making it easy for the cus-

tomer to voice the service failure (joint voice). Such service environ-

ments would make it easier for the customers to be proactive and voice 

failures not necessarily linked to the core-service offering. Neverthe-

less, it is also more manageable for service employees to identify fail-

ures in the “small details” in the service environment.  

 After a service failure, customers can proactively recover 

themselves (self-recovery) or voice the service failure. If the customer 

voices the service failure, managers should train the service employees 

to include customers in the recovery process and outcome. By includ-

ing the customers in the service recovery, employees initiate a service 

recovery collaboration. More recent research provides overwhelming 

support for benefits associated with such inclusive behaviors. A ra-

tionale is that customers are biologically hard-wired to respond favor-

ably to collaborative endeavors. 

 The following chapter combines the service failure matrix 

and the service recovery matrix into a service failure and recovery 
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framework. The service failure and recovery framework supports the 

research questions and relates the appended research in this thesis. 

 

2.3. Service Failure and Recovery Framework 

This thesis aims to explain the role of customer and employee proac-

tivity in service failure and service recovery. The first research ques-

tion examines how employee proactivity influences customer re-

sponses in service failure and service recovery, while research question 

two seeks to examine how customer proactivity influences customer re-

sponse in service failure and recovery.  

 The theoretical chapter of this thesis and, in particular, the 

service failure and service recovery matrixes serve to support the re-

search questions and relate the appended research in this thesis. To 

this end, Figure 3 below combines the service failure and recovery ma-

trixes and relates the research objectives in the different appended 

manuscripts.  

 

 

Figure 3. Visualizing the service failure and recovery framework, including how the ap-

pended papers relate. 
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The theoretical chapter of this thesis contrasted employee and cus-

tomer proactivity, resulting in two matrixes. In the first service failure 

matrix, four possible service failure responses were summarized, which 

included (1) customer-, (2) employee-, and (3) joint voice. By mirroring 

the service failure matrix approach, the service recovery matrix con-

trasts employee and customer proactivity, identifying four recovery re-

sponses. Here the customer can either go through a service recovery, 

where (1) the employees recover the customer (service recovery), (2) 

the customer recovers himself or herself (self-recovery), or (3) the cus-

tomer together with the service employee engages in a service recovery 

collaboration.  

 Paper 1 examines how employees can initiate the recovery 

process without the customer having to voice it, that is, through em-

ployee voice. In a series of three studies, this research examines how 

proactive employee actions such as showing initiative, displaying ef-

fort, and approaching the customers attentively and professionally can 

recover the absence of a “small detail” in the service environment.  

 Paper 2 extends the role of employee proactivity. Specifi-

cally, it examines how proactive employee behaviors affect customer 

evaluation of service employees. Furthermore, it documents the down-

stream effect of highly proactive employees on financial metrics such 

as sales and purchase likelihood. Finally, it adds additional support for 

employee proactivity as a potent recovery tactic. In particular, this re-

search shows that when employees display a high level of proactivity, 

the negative effect of customers' waiting time diminishes.  

 In contrast, papers 3 and 4 focus on service failure voiced 

by the customer (customer voice). Guided by the conceptual manu-

script (Paper 5), Paper 3 examines the role of relationship activity in 

influencing the importance of service recovery collaboration. In partic-

ular, this research examines how relationship activity moderates the 

impact of the justice dimensions on post-recovery customer outcomes 

and pays particular attention to the interactional justice dimensions—

in this study, a proxy for service recovery collaboration.  

 Finally, Paper 4 extends the findings from Paper 3 and 

measures for service recovery collaboration. In particular, it examines 

conditional factors by demonstrating when service recovery collabora-

tion is most important. Furthermore, this research also examines the 

role of service recovery collaboration when service providers offer com-
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pensation. Findings reveal that service recovery collaboration is a ne-

cessity to make compensation an effective recovery tactic. In the fol-

lowing chapter, I summarize the methodological considerations. 
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3. Method 

"How can less be more? That is impossible! More is more!" 

Yngwie Malmsteen, 
guitarist 

 

In summary, this research follows a traditional multi-methods ap-

proach commonly used in service failure and service recovery research 

(Grégoire & Mattila, 2021). Methodologically, all papers contribute to 

the service recovery research through extensive collaboration with the 

industry. Consequently, this research meets essential criteria of ecolog-

ical validity—a desirable condition in service failure and recovery re-

search (Grewal et al., 2008). In addition, this research assures validity 

and reliability through this mixed-method approach by employing a 

combination of surveys and field experiments, including scenario-

based experiments. Perhaps more importantly, as recently called for 

(Grégoire & Mattila, 2021), this research also utilizes complex statisti-

cal methodology to gain novel insights and significantly contribute to a 

research field already well established.  

 In summary, the strength of both papers 1 and 2 (Arsenovic 

et al., 2021a; Otterbring et al., 2021) comes from the mixed-methods 

research design. Four methodological approaches’ strengths are evi-

dent in particular: (1) replicability, as we replicate the individual stud-

ies across different samples and contexts, including different types of 

respondents, (2) ecological validity, as the primary data source is in the 

field (3), generalizability, because of the large sample sizes in different 

service contexts, and finally, (4) causal claims. In Study 2 (Otterbring 

et al., 2021), we mirrored the research design by Gneezy, Gneezy, Nel-

son, and Brown (2010) by conducting a controlled field experiment. By 

manipulating the independent variable, customers received the treat-

ment randomly by visiting the store at different times of the day.  

 However, papers 1 and 2 (Arsenovic et al., 2021; Otterbring 

et al., 2021) have three main limitations: (1) some data collection was 

conducted by professionals without researcher supervision. While this 

might not be a significant drawback for the validity of the findings, it 

did limit us from including additional variables that might have been 

essential for the analysis. In addition, (2) data is collected primarily 
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from the Nordic countries. Again, this might have some limitations as-

sociated with the cultural differences commonly attributed to the Scan-

dinavian culture, making it possible to question the generalizability of 

the findings. Finally, (3) some of the surveys included trained mystery 

shoppers. As such, the respondents entered the service facilities with a 

clear objective, and not just for browsing. While this is an obvious lim-

itation regarding the generalizability of the findings, it does provide 

ecological validity, rigor, and control. 

 Papers 3 and 4 (Arsenovic et al., 2021b; Arsenovic et al., 

2021c) follow a traditional single survey research design commonly 

employed in service failure and service recovery research (i.e., Andre-

assen, 2000; Grégoire & Fisher, 2008; Tax et al., 1998; Voorhees et al., 

2006). However, it is essential to acknowledge and take precautions 

when designing and collecting self-administrated questionnaires, and 

in particular, to assure measurement validity and avoid attrition bias. 

We took five essential precautions. First, (1) as suggested (Hulland et 

al., 2018), a pre-test was performed on two smaller student samples to 

address any measurement inaccuracy, which supported validating the 

measures for the particular context before carrying out the large sam-

ple survey study. (2) The survey was coded so that customers could only 

answer relevant questions. For instance, customers could have experi-

enced a service failure but not voiced their complaints. Then customers 

only responded to questions linked to the service failure, including the 

eight relationship activity items. (3) Only complete responses were in-

cluded, ensuring that the length of the survey did not influence the re-

sult, and more importantly, that no assumptions about data imputation 

were necessary. (4) Descriptive results were confirmed with a manager 

to be representative of their customer base.10 Finally, (5) covariates in 

the analysis corroborated prior research, suggesting the sample repre-

sented the phenomenon under study. Taken altogether, it strengthened 

our confidence in the data in publishing the results. 

 Two additional strengths (and associated weaknesses) 

would not have been practically possible using any other method. First, 

                                                

 
10 Stated as a footnote in Arsenovic et al., (2021b), Table 1. See demographic overview of the full sample 

on p. 345. 
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(1) this research is a collaboration with an international service com-

pany. As such, customers from 14 different countries had the option to 

respond to the survey, assuring that the data met the criteria for eco-

logical validity and generalizability across cultures. However, the col-

laboration also required some compromises linked to context and pol-

icy. Second, (2) surveys allow for large samples, which allowed us to 

respond to a recent research call (Grégoire & Mattila, 2021) and bring 

more advanced analytics into the service failure and recovery field of 

research. As such, this research included both exploratory and confirm-

atory elements, but it did limit us from making any causality claims. 

 In particular, we drew on the exploratory technique latent 

class cluster analysis (LCCA), which we contrast to prior research for 

validation purposes. In addition to simple PROCESS analysis (Hayes, 

2013), the large sample size of the separate studies allowed us to com-

bine LCCA analysis and Partial Least Squared Structural Equation 

Modeling (PLS-SEM). One of the reviewers suggested we estimate our 

modeling using a multi-method technique11 to reassure the validity and 

relevance, and also suggested we examine the predictive quality of our 

model using PLSpredict (Shmueli, 2010, Shmueli & Koppius, 2011; 

Shmueli et al., 2015; Shmueli et al., 2008). Indeed, strengthening the 

confidence in our results. 

 In total, four systematic literature reviews (of which one 

was for the conceptual manuscript; Arsenovic et al., 2019) and approx-

imately 12,000 responses are the basis for this research. Table 3 (pp. 

51-52) summarizes the findings from the individual manuscripts, in-

cluding status and type of study, including how they relate to the ser-

vice failure and service recovery framework. Furthermore, methods 

used, the key-dependent variable(s), sample size, and main findings 

from the appended research are summarized. 

 

 

 

                                                

 
11 Results from the multi-method analysis can be found in Arsenovic et al., (2021b) in Table 7, footnote 

1, on p. 349.  
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Paper  

(status) 

Focus Type of study Dependent variable(s) Main contribution 

 

Paper 1 

(submission 

ready) 

 

Employee pro-

activity in 

SF/SR12 

 

Study 1: Field survey (n = 

4,386) 

 

Confirmation study:  
(n = 181)  
 
Study 2: Field survey  
(n = 515)  
 
Study 3: Field survey  
(n = 506)  

 

Customer likelihood of 

purchasing 

 

Customer spending 

 

Word-of-mouth intention 

 

 

Document and replicate financial consequences associated with employee acknowledg-

ment during the first 30 seconds upon customer store entry.  

 

Document the process by explaining the link between employee acknowledgment and cus-

tomer responses as mediated by customers' evaluation of the service employee they first 

interact with while in-store.  

 

Demonstrate that employees can recover the negative effect of not acknowledging the cus-

tomer within 30 seconds upon customer store entry through a high employee proactivity 

level. 

 

 

Paper 2 

(submission 

ready) 

Employee pro-

activity in 

SF/SR 

 

Study 1: Field survey (n = 3, 

258) 

 

Study 2: Scenario-based 

experiment (n = 188) 

 

Study 3: Field experiment 

(n = 189) 

 

Study 4: Field survey (n = 

501)13 

 

 

Customer satisfaction 

 

Customer spending 

 

Likelihood of purchasing 

 

Willingness to pay (WTP) 

 

Document how employee proactivity is associated with increased customer spending, in-

cluding the likelihood of purchasing.  

 

Documents the effects of employee proactivity on customer satisfaction and customer 

WTP for the service providers product in a controlled setting. 

 

Replicate that customers exposed to a high level of employee proactivity are significantly 

more likely to make a purchase and that those customers who make a purchase spent sig-

nificantly more money in ecologically valid conditions.  

 

Demonstrate that employees scored higher on warmth and competence in the high proac-

tivity group when employees displayed high proactivity at a later stage during the custom-

er's in-store visit.  

 

 

Paper 3 

(published) 

 

 

Customer pro-

activity in 

SF/SRC 

 

Single study: Cross-sec-

tional survey (n = 2163) 

 

a) Word-of-mouth behav-

ior 

 

b) Repurchase behavior 

 

High (vs. low) level of collaboration during the recovery encounter is necessary if compen-

sation is to mitigate negative emotional responses, with downstream effects on bad-

mouthing behavior. 

 

Compensation in isolation is not a potent recovery tactic. 
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Table 3. Summary and main findings of the individual appended paper  

 

                                                

 
12 Abbriviations: SF = service failure; SR = service recovery; SRC = service recovery collaboration; SFR = service failure and recovery 
13 An additional intuition-based study was conducted to demonstrate the counterintuitive nature of the findings.  

 

Paper 4  

(under re-

view) 

 

 

Customer pro-

activity in 

SF/SRC 

 

Single study: Quasi-experi-

ment (n = 867) 

 

a) Customer bad-mouthing 

behavior 

 

Identifies and problematizes three orientations (firm-orientation, customer-orientation, 

dyadic-orientation) within the service recovery literature. 

 

Presents a theoretical framework on the customer experience of collaboration in service 

recovery that addresses the inherent complexity in service recovery, emphasizing the joint 

efforts of multiple actors, including the customers, to achieve a favorable recovery experi-

ence. 

 

 

Paper 5 

(published) 

 

 

Customer/ 

employee pro-

activity in SFR 

 

Conceptual article 

 

Customer experience 
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3.1. Main Findings of Paper 1: 30 Seconds of Fame 

"In the future, everybody will be famous for 15 minutes." 

Andy Warhol,  
pop artist 

 

This research draws on the theory of thin-slice judgment, which sug-

gests that very brief observation of other social units can be sufficient 

for individuals to make accurate judgments of sales personnel’s skills, 

abilities, and archetypical traits (Ambady et al., 2008).  

 In Study 1, this research examines how the presence (vs. ab-

sence) of a brief employee-displayed act of acknowledgment (concep-

tualized as a greeting, nod, or smile during the first 30 seconds upon 

customer store entry) influences customer financial and attitudinal re-

sponses. Using a large sample dataset (n = 4,386), findings from this 

study corroborate with research suggesting that seemingly small de-

tails in the service environment can substantially affect customer re-

sponses (Bolton et al., 2014; Voorhees et al., 2017).  

 In particular, findings show that those customers acknowl-

edged by the service employees during the first 30-second window 

upon store arrival are more likely to purchase. For example, three out 

of four customers (74.6%) made a purchase in the acknowledgment 

group compared to only two out of three (67.8%) in the not-acknowl-

edged group.  

 Moreover, findings documented that customers who make 

a purchase also spend on average €11 more during their shopping visit 

if acknowledged by the employees. To further support these explora-

tory findings, an additional field study14 (n = 181) was conducted to an-

alyze the link between perceived employee acknowledgment and cus-

tomer spending. Likewise, findings from this research replicate the 

findings and document a significant correlation between employee ac-

knowledgment and customer spending of on average €18.50 per pur-

chase. 

 Moreover, Study 2 utilizes a large-sample (n = 515) mystery 

shopper data sets, which documented that the link between employee 

                                                

 
14 This study is a confirmation study, and referenced as a footnote in the paper.  
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acknowledgment and customer word-of-mouth intentions is mediated 

by the customer's initial impression of the first service employee the 

customer encountered during their shopping. Study 3 (n = 506) repli-

cate these findings but demonstrates that when there is a subtle service 

failure (an absence of acknowledgment), service employees can recover 

the customer by demonstrating very high proactivity at a later stage of 

the service encounter. Findings reveal that the absence of an acknowl-

edgment requires very high levels of proactivity at a later stage of the 

service encounter (three or more measured behaviors) to recover from 

the absence of employee acknowledgment upon customer store entry. 

However, more critically, findings also show that approximately 45% 

of the mystery shoppers did not receive adequately high levels of em-

ployee proactivity to mitigate the adverse effects associated with the 

absence of acknowledgment. 

 This makes two contributions to the service research. First, 

it supports the notion that small interpersonal details can trigger a 

chain of social contagion (e.g., Bolton et al., 2014). In particular, this 

research demonstrates that customers evaluate other social units more 

favorably, with downstream effects on their word-of-mouth intentions.  

 Second, by quantifying the extent to which employees need 

to exhibit proactivity at a later stage of the service encounter to recover 

from a less-than-ideal initial impression (absence of an employee ac-

knowledgment), this research finds a grain of truth in the adage that 

“you only have one chance to make a first good impression.” Manage-

rially, these findings have critical implications for the training of ser-

vice personnel. In particular, findings support the notion that manag-

ers should train employees to be proactive in any interpersonal inter-

actions. Findings show that proactive behaviors such as offering cus-

tomers support, providing assistance, and displaying effort signifi-

cantly drive sales performance. However, it can additionally act as a 

potent recovery tactic when employees cannot acknowledge the cus-

tomers right at the store entrance.  
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3.2. Main Findings of Paper 2: Going the Extra Mile, Now or 

After a While? 

"Time is not the main thing. It is the only thing." 

Miles Davis,  
American trumpeter, bandleader, and composer 

 

This research sets out to extend the findings from Arsenovic et al. 

(2021a) and examine the direct effect of employee proactivity on vari-

ous desirable customer responses. In particular, drawing on the theory 

on social cognition, this research performs a series of mixed-method 

studies to investigate how employee proactivity influences customer 

satisfaction, willingness to pay (WTP), and customers’ purchase likeli-

hood. 

 Study 1 is a correlation study from various service contexts. 

In particular, structured interview responses from customers exiting 

service stores (n = 3,258) were collected and used to document the as-

sociation between employee proactivity (measured) and customer 

spending, including customer willingness to make a purchase while vis-

iting the store. Findings reveal that employee proactivity significantly 

influences customer spending, mainly when employees display a very 

high level (three or more behaviors) of proactivity (see Table 4). 

 
Number of Proactive Behav-

iors 
Means SDs N 

0 €29.87a 47.98 323 

1 €35.88a 64.09 531 

2 €35.14a 63.41 369 

3 €50.17b 76.45 756 

4 €80.52c 93.73 1,279 

Total €56.04 81.18 3,258 

 

Table 4: Descriptive statistics from Study 1 on customer spending at each level of employee 

proactivity. Note: Different subscripts denote significant differences at the .05 level 

(Tukey).  

 

Study 2 replicates the findings above and establishes a causal link be-

tween employee proactivity and other key marketing metrics (n = 188). 

In addition, we documented the effect of such behaviors on customer 
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satisfaction and WTP for a product by manipulated employee proactiv-

ity. Findings from this study show that customers are both significantly 

more satisfied and willing to spend significantly more (€135.75 com-

pared to €113.01) when proactively approached by the employees.  

 Study 3 aimed to replicate studies 1 and 2 under ecologically 

valid conditions (n = 189) and document the psychological process. In-

spired by Gneezy, Gneezy, Nelson, and Brown’s (2010) study design, 

we manipulated employee proactivity in a natural service setting in a 

random sequence over four days. Before the experiment, we trained the 

employees to demonstrate a high level and low level of proactivity. Ad-

ditionally, they were instructed at what point during the day to start 

demonstrating such behaviors. Findings from this research contribute 

to service recovery research in two main ways. First is by replicating 

the consumption and satisfaction-related findings from Studies 1 and 

2 under ecologically valid conditions. Second, the findings provide con-

verging evidence for the effect of employee proactivity on customer be-

havior and customer attitudes being mediated through employee eval-

uation of the two dimensions of social cognition: competence and 

warmth. Specifically, customers who employees proactively ap-

proached also perceived the employees as both more competent and 

warm, resulting in a downstream effect on both sales figures and satis-

faction.  

 Finally, Study 4 is a large sample survey study (n = 501) that 

includes the boundary condition of time to employee-initiated contact. 

Contrary to what is commonly advocated (KPMG Global Retail Trends, 

2018) and intuitively believed,15 the “need for speed” is unnecessary 

under conditions of a high level of employee proactivity. As such, find-

ings from this research quantify the financial consequences of em-

ployee proactivity in natural service settings. More importantly, they 

indicate that high employee proactivity can compensate for delays in 

customer service situations, thereby recovering aversive aspects asso-

ciated with waiting time.  

 

 

                                                

 
15 An additional intuition-based study was conducted to demonstrate the counterintuitive nature of the 

findings. For details see Otterbring et al., (2021, p. 19).  
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3.3. Main Findings of Paper 3: Justice (is not the same) for All 

"A life lived unexplored is a life not worth living." 

Kirk Hammett,  
guitarist in Metallica 

 

This research emerged from a workshop during the "Service Week Con-

ference" arranged by Cambridge Service Alliance at Cambridge Univer-

sity in Cambridge, United Kingdom. Against a vast body of research16 

related to relationship marketing and justice theory, this research set 

out to explore and identify meaningful customer segments among cus-

tomers experiencing a service failure.  

 In this research, we responded to a research call (Orsingher 

et al., 2010) by examining whether meaningful customer segments can 

be identified based on customers’ relationship activity (i.e., the fre-

quency of visiting and purchasing from a company). Furthermore, this 

research set out to examine whether different levels of relationship ac-

tivity attach different levels of importance to the different dimensions 

of justice—distributive, interactional, and procedural.  

 After the survey pretest (n = 143), the main survey was dis-

tributed using an international service provider website. A total sample 

of n = 2,163 proactive voicing and reactive non-voicing customers com-

pleted the entire survey. We utilized two exploratory techniques to per-

form the analysis. We identified significantly different segments using 

latent class cluster analysis (LCCA). Specifically, 𝑓(𝒚𝑖|𝒛𝑖
𝑐𝑜𝑣) used a gen-

eral mixture model specification ∑ P(x|𝐳i
cov)

κ

x=1
∏ 𝑓(𝒚𝑖|𝑥, 𝒛𝑖

𝑐𝑜𝑣)
𝐻

ℎ=1
 and 

we used Latent Gold (version 5.1.0.18212) to perform the analysis.17  

 We identified three different clusters based on the custom-

ers’ relationship activity, with the majority belonging to the “average,” 

followed by “high”- and “low”-relationship activity. Finally, we trans-

ported the group classification for the individual respondents to 

SmartPLS to conduct additional statistical computation. By doing so, 

                                                

 
16 Review of literature using relationship concepts in prior service failure/recovery research is pub-

lished as a web-appendix and can be retrieved at: https://www.sciencedirect.com/science/arti-

cle/pii/S014829632100360X#m0005  

17 For parameter specifications, please refer to the manuscript p. 349. 
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we also respond to the call by Van Vaerenbergh, Vargo, De Keyser, and 

Orsingher (2019) and examine whether customers respond differently 

to different types of recovery actions, with a focus on their level of rela-

tionship activity.  

 We performed a multi-group analysis using SmartPLS. To 

confirm our findings, we conducted a PLSpredict analysis technique to 

demonstrate the predictive power and ensured the practical and theo-

retical usefulness of the structural equation model (Shmueli et al., 

2019).  

 This research contributes to the service recovery literature 

in three critical ways. First, we identify meaningful customer heteroge-

neity based on relationship activity. As such, we respond to a call by 

Van Vaerenbergh et al. (2019) and Arsenovic et al. (2019). Second, we 

confirm prior findings (Umashankar et al., 2017) by documenting that 

customers with strong relational ties are less prone to voice service fail-

ure. Such findings might be limited for theory development, but they 

assure the data is representative. Finally, we contribute to the extensive 

body of service recovery research using justice theory by documenting 

that customers with high- compared to average and low-relationship 

activity attach more importance to interactional justice for future pat-

ronage and positive word-of-mouth behavior.  

 These are critical findings, as most service recovery encoun-

ters assume the same treatment for all customers. Therefore, tailoring 

the service recovery based on a customer’s relationship activity can 

minimize money spent on recovery and have a far-reaching impact on 

the service provider’s reputable and financial performance.  
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3.4. Main Findings of Paper 4: Money for Nothing? 

 "What I always try to do is to respond to the song; I have always rebelled against 

theory." 

Mark Knopfler, 
singer, lead guitarist, and songwriter in Dire Straits 

 

This empirical large-sample (N = 867) survey study examined the im-

portance of collaboration in service recovery. In doing so, this research 

further validates findings implied in studies 3 and 5 (Arsenovic et al., 

2021b; Arsenovic et al., 2019).  

 Specifically, this research examines the link between the 

presence and the absence of firm-offered compensation and customer 

emotional responses. In addition, it examines the downstream effect of 

those emotions on bad-mouthing behavior—that is, telling others 

about particular problems with a particular service or product. Moreo-

ver, the study also examines the role of collaborative recovery in which 

customer and frontline employees interact and engage in organized ac-

tivities to recover a failed situation for mutual benefit.  

 In collaboration with a large service organization, data were 

collected through their website and using a final sample of N = 867 cus-

tomers who had had a negative experience and voiced their complaints 

to the provider. This article makes three contributions to service recov-

ery research.  

 First, using data collected with an international service or-

ganization addresses the effects of compensation under ecologically 

valid conditions to confirm that compensation mitigates customer bad-

mouthing behavior and documents that the customer's negative emo-

tions mediate this link.  

 Second, building on the emerging literature on collabora-

tion in service recovery situations (Arsenovic et al., 2019), this research 

determines what level of collaboration compensation as a recovery tac-

tic becomes an effective tactic to mitigate negative customer responses 

and thereby reduce bad-mouthing behavior. Consequently, the results 

show that compensation should not be an easy fix to recover distressed 

customers. In particular, compensation had no mitigating effect on al-

most a third of the customers' emotional responses because the level of 

collaboration was insufficiently low.  
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 Finally, the traditional way to deal with customer word-of-

mouth behavior is problematized. In particular, customer bad-mouth-

ing behavior is introduced as a contextually appropriate measure since 

it does not reflect the customer's overall evaluation of a brand but only 

their evaluation of a particular service recovery encounter as mani-

fested in an actual behavioral response. 
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3.5. Main Findings of Paper 5: Moving Toward Collaborative 

Service Recovery. 

"It takes two flints to make a fire." 

Louisa May Alcott,  
author 

 

Published in the peer-reviewed Service Science Special Issue "Bridging 

to New Service Technology: Special Issue from the 2017 Cambridge 

Service Alliance, Service Week Conference," the aim of this research is 

twofold. First, by systematically reviewing the service recovery litera-

ture, this research identified three orientations (service provider-ori-

entation, customer-orientation, and dyadic-orientation)—a different 

focus on who in the service exchange performs the activities (i.e., is pro-

active). 

 Second, this research addresses the overlooked inherent 

complexity in service failure and recovery research (also more recently 

highlighted by Grégoire & Mattila, 2021; Van Vaerenbergh et al., 2019). 

In particular, this research aligns the service recovery with the emerg-

ing service experience literature (e.g., Bolton et al., 2014; Lemon & 

Verhoef, 2016; Richardson, 2010; Voorhees et al., 2017). However, fur-

thermore, it is embracing an ecosystem perspective by including a 

multi-actor perspective. 

 By introducing service recovery collaboration, that is, a 

"process in which multiple actors (including the customer) interact and 

integrate resources through organized activities to recover a failed sit-

uation and so achieve a favorable recovery experience" (p. 206), this 

research presents a conceptual framework of the customer's experience 

of service recovery collaboration that accounts for the inherent com-

plexity of service recovery encounters through a holistic perspective 

that accounts for prior experience and multiple actors enabling the ser-

vice recovery collaboration to happen. This is a critical insight as ser-

vice recovery research has predominantly considered the service recov-

ery to be an isolated phenomenon, and to be a dyadic-process only in-

cluding a single customer and a single service employee. By utilizing a 

holistic perspective that accounts for prior experience and multiple ac-

tors enabling the service recovery collaboration to happen, it contrib-

utes to service recovery research by broadening the scope as to what a 
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service recovery entails, as such, enabling research to account for other 

actors influencing the service recovery experience. 

 In essence, by contrasting proactivity, this conceptual work 

guides the appended research in the thesis and highlights the need to 

have a multi-actor orientation. Indeed, the literature has stressed the 

multi-actor perspective as a critical avenue for future service failure 

and recovery research (Hammami et al., 2020; Kim & Baker, 2020). 
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4. Discussion 

This thesis aims to explain the role of customer and employee proac-

tivity in service failure and service recovery. Two research questions 

have guided the conceptual and empirical research. The first research 

question focuses on how employee proactivity influences customer re-

sponses in service failure and recovery. In this vein, this research con-

tributes to the service recovery literature by drawing on the “small de-

tail” theory formation (Bolton et al., 2014) and extending the concept 

of service failure to include failures of “small details” not necessarily 

central to the core-service offering.  

 This extension of the service failure conceptualization was 

critical for two reasons. First, it provides a central contribution to the 

service recovery literature by aligning service failure with the emerging 

marketing literature, suggesting that the customer's service evaluation 

is less controllable and often goes beyond the core-service offering 

(Lemon & Verhoef, 2016; Richardson, 2010; Voorhees et al., 2017). 

Second, it made it possible to examine how failures in seemingly small 

interpersonal details impact customer responses in the service envi-

ronment. Findings show that failures in seemingly small details of in-

terpersonal interaction may have far-reaching consequences on cus-

tomer responses (Arsenovic et al., 2021a; Otterbring et al., 2021b). 

More importantly, introducing employee proactivity made it possible 

to provide service managers a recovery tactic that can reduce the ad-

verse effects of the absence of expected interpersonal “small details” in 

the service environment. Indeed, this is an essential insight as seem-

ingly small failures tend to be low in severity (Chelminski & Coulter 

2011; McQuilken & Robertson, 2011; Singh & Wilkes, 1996). Therefore, 

employee proactivity could serve to address a portion of the “silent 

mass” (see Voorhees et al., 2006) of customers who choose to stay si-

lent. 

 The second research question sought to examine how cus-

tomer proactivity influences customer responses in service failure and 

recovery. In doing so, this research contrasts the lay belief that a cus-

tomer prefers the service provider to deal with service failures while 

sitting back and relaxing. In doing so, this research contributes to ser-

vice recovery literature by introducing service recovery collaboration 

as a potential service recovery response. Indeed, the aforementioned 
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service recovery response acknowledges the customer as a proactive 

collaborator of the service recovery process and outcome (Arsenovic et 

al., 2019). However, more notably, it documents the importance of col-

laboration for customers with established relationships with the service 

providers, including service recovery situations where compensation is 

the primary means of recovery (Arsenovic et al., 2021b, 2021c).  

 In addition, this thesis suggests an alternative explanation 

to the counterintuitive findings. By searching for theories across differ-

ent disciplines, an appropriate theoretical explanation is that humans 

are social beings and respond positively to inclusive behaviors, as they 

are biologically hard-wired to do so (Warneken & Tomasello, 2009; 

Hamann et al., 2011). This insight is central to the theoretical formation 

of the thesis, as it suggests that service recovery research needs to re-

consider how companies can manage customer complaints and not be 

fretful about viewing the customer as a collaborator in the service re-

covery process. As is already well-established, by including the cus-

tomer in the service recovery process, customers will respond with 

higher levels of satisfaction and justice evaluation (Balaji et al., 2018; 

Cheung & To, 2016; Dong et al., 2008, 2016; Gohary et al., 2016a; 

2016b; Hazée et al., 2017; Karande et al., 2007; Kim & Baker, 2020; 

Roggeveen et al., 2012; Vázquez-Casielles et al., 2017). 

 In the following two subchapters, the theoretical and man-

agerial implications are put forward in more detail. In the theoretical 

contribution subchapter (subchapter 4.1.), the findings related to the 

service failure literature are first presented and related to the literature. 

Subsequently, findings related to service recovery research are intro-

duced and the theoretical contributions stemming from the findings 

are related. Moreover, the managerial implications (subchapter 4.2.) 

suggests how the findings from this research can enable service man-

agers to improve their current complaint handling and manage service 

recovery processes. This chapter ends with limitations associated with 

this cover story and future research avenues (subchapter 4.3.), includ-

ing a brief conclusion summarizing the main takeaway (subchapter 

4.4.) 
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4.1.  Research Contributions  

To cover this immense topic of service failure and service recovery 

thoroughly, the theoretical chapter was divided into two subchapters, 

the first dealing with service failures and the second with service recov-

ery. Finally, these two theoretical subchapters were related and the ser-

vice failure and service recovery framework was introduced. Below, 

with the aim to explain the role of customer and employee proactivity 

in service failure and service recovery, and specifically, to understand 

how customers respond to employees including their own proactive ef-

forts, first, the research contribution related to the service failure liter-

ature is presented (subchapter 4.1.1.), followed by a subchapter report-

ing the key research contribution related to service recovery (subchap-

ter 4.1.2.).  

4.1.1. Research Contributions to Service Failure  

Three new insights contribute to the current understanding of em-

ployee and customer proactivity after a service failure takes place.  

 First, this thesis adds to the understanding of relationship 

marketing by documenting that relationship activity impacts whether 

customers choose to voice their dissatisfaction. In particular, by intro-

ducing relationship activity (i.e., the frequency of visiting and purchas-

ing from a company), the findings confirm prior research (Umashankar 

et al., 2017). More importantly, through utilizing complex statistical 

modeling it also adds to relationship marketing by showing that the 

level of relationship activity is critical in restraining customers from 

proactively voicing their dissatisfaction (Arsenovic et al., 2021c).  

 Second, by extending the service failure conceptualization 

to refer to any service performance, not limited to the core-service of-

fering, that falls below customer expectations, this research was able 

to provide empirical support for the importance of seemingly “small-

details” in the service environment (e.g., Bolton et al., 2014). Support-

ing the emerging marketing literature claiming that a customer’s ser-

vice evaluation often goes beyond the core-service offering (e.g., 

Lemon & Verhoef, 2016; Richardson, 2010; Voorhees et al., 2017), two 

separate papers demonstrate how the absence of social interaction (ac-

knowledgment and employee time-to-contact) can have a far-reaching 

negative impact on customer responses, explaining how the absence of 

socially expected interaction significantly impacts short- and long-term 
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financial and reputable performance metrics (Arsenovic et al., 2021a; 

Otterbring et al., 2021). 

 Finally, this thesis adds to the rather limited service re-

search related to thin-slice judgment (Ambady et al., 2006; Naylor, 

2007). Notably, it documents that the absence of an acknowledgment 

during the short time window of 30 seconds can spread to other social 

units and affect reputable performance metrics. In doing so, this re-

search provides evidence that the absence of expected interpersonal el-

ements can powerfully predict customers’ evaluations of other social 

units in the service environment, but also have other far-reaching con-

sequences on service providers’ performance (Arsenovic et al., 2021a). 

 To conclude, the three findings above open up new ways to 

understand how companies can optimize their service environments to 

avoid service failures by creating service environments where employ-

ees are easily visible and approachable, and where employees can see 

customers right at the store entrance. Besides the above-mentioned 

findings, this thesis also provides a theoretically sound explanation for 

the reportedly growing proportion of dissatisfied customers (CCMC, 

2020).  

 Nevertheless, theoretically, four central insights relate to 

possible precautions a company can take to recover from a service fail-

ure. These four insights are presented next. 

4.1.2. Research Contributions to Service Recovery 

This thesis contributes to understanding the role of employee and cus-

tomer proactivity in service recovery in four ways. First, reconceptual-

izing service failure to include any service performance, not limited to 

the core-service offering, adds some welcome complexity to the service 

recovery field of research (Grégoire & Mattila, 2021). However, as ser-

vice recovery requires a customer to voice a complaint, the typical way 

to consider service recovery becomes intrinsically problematic. This is 

particularly evident in the real world, as most customers choose not to 

voice service failures (Arsenovic et al., 2021b; Gruber, 2011; Stephens 

& Gwinner, 1998; Voorhees et al., 2006).  

 Therefore, this thesis introduces employee proactivity, 

which refers to the actions where the employee takes the initiative, dis-

plays effort, and approaches customers attentively and professionally. 
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More importantly, this research documents an effect on a series of crit-

ical marketing metrics, including purchase likelihood, spending, and 

customer satisfaction (Otterbring et al., 2021). However, this thesis 

also shows that such behaviors can be critical when customers experi-

ence failures associated with seemingly small interpersonal details not 

necessarily linked to the core-service offering (Arsenovic et al., 2021a). 

The findings show that employee proactivity is an effective recovery 

tactic companies can utilize at a later stage of the service encounter for 

two common failures related to seemingly small interpersonal details. 

Specifically, first, employee proactivity has been shown to limit the 

consequences of not acknowledging the customer when they enter a 

store (Arsenovic et al., 2021a). Second, it is also an effective recovery 

strategy when customers are experiencing delays in the service encoun-

ter (Otterbring et al., 2021). 

 Second, this thesis adds to the long-standing debate on 

which dimension of justice is most important in service recovery 

(Orsingher et al., 2010). Doing so contributes to justice theory (e.g., 

Van Vaerenbergh et al., 2014, 2019; Van Vaerenbergh & Orsingher, 

2016) by utilizing advanced statistical computation and showing that 

relationship activity is a critical moderation for all dimensions of jus-

tice. Notably, findings reveal that most customers respond positively to 

the service recovery outcome; however, customers with high relation-

ship activity also attach importance to the process and the interaction, 

thus suggesting the desire to be proactive in the service recovery. These 

findings lay the foundation for the third main contribution to service 

recovery.  

 Third, as well elaborated, humans are biologically pre-dis-

positioned to be collaborative and respond positively to such inclusive 

actions (Warneken & Tomasello, 2009; Hamann et al., 2011). Accord-

ing to this line of theorizing, the customer and the service provider ben-

efit by seeing different aspects of the problem and coordinating their 

actions and activities to find appropriate solutions for mutual benefit 

(Arsenovic et al., 2019). This research provides compelling empirical 

support for the importance of service recovery collaboration by demon-

strating that collaboration during service recovery is necessary if com-

pensation is to mitigate negative emotional responses, with down-

stream effects on bad-mouthing (Arsenovic et al., 2021c). These essen-

tial findings are critical for service recovery research. In particular, they 
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contrast the firmly held belief that compensation is the most potent re-

covery tactic to offset disgruntled customers (Gelbrich & Roschk, 2011; 

Grewal et al., 2008). 

  Finally, this thesis contributes to the service recovery 

stream by utilizing a multi-actor perspective in a conceptual manu-

script. Drawing on the customer experience literature and using a 

multi-actor lens, this research develops a conceptual framework laying 

out the foundation for future research (Arsenovic et al., 2019). Here, 

the customer is predisposed with a proactive role, where the customer 

has the benefit of contributing with their time and effort to—together 

with the service provider, including other actors—recover the service 

failure.  

 In conclusion, through the theoretical contribution related 

to customer and employee proactivity in a service recovery, this thesis 

has contrasted these two roles in the service recovery. Relating back to 

the service failure and recovery framework, empirically, this research 

has focused on two service failure responses and two service recovery 

responses. First, this research focused primarily on situations where 

the customer chooses to stay silent and examined how employee pro-

activity in such situations influences their attitudes and behaviors (Ar-

senovic et al., 2021a; Otterbring et al., 2021). Second, it also contrasted 

the widespread belief that a customer prefers service providers to deal 

with service failures while sitting back and relaxing by proposing a the-

oretical counterargument and empirically proving its far-reaching im-

pact (Arsenovic et al., 2019, 2021b, 2021c).  
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4.2. Managerial Implications 

Managerially, the main takeaway from this research is that service 

managers should train and empower employees to be able to display 

high levels of proactivity when interacting with a customer (however, 

not at all costs; see limitations and future research in subchapter 4.3., 

pp. 71-72), in particular, to be collaborative in service recovery situa-

tions. By training employees to be proactive, both as soon as a customer 

enters a store and later in the service encounter, service employees can 

“hit two birds with one stone.”  

 First, employee proactivity can be an effective sales tactic. 

In particular, training employees to acknowledge their customers as 

they enter the store and offer them support, assistance, and display ef-

fort later during the shopping encounter has a well-documented impact 

on both short- and long-term financial and reputable consequences. 

 Second, employee proactivity can potentially limit the crit-

ical issue of service failures, which currently jeopardizes more than 494 

billion US dollars of revenue for various service providers (CCMC, 

2020). Indeed, this thesis considers any failure not necessarily linked 

to the core-service offering a service failure. Furthermore, it is well es-

tablished that seemingly small failures are rarely severe enough to be 

voiced by a customer (Chelminski & Coultur, 2011; McQuilken & Rob-

ertson, 2011; Singh & Wilkes, 1996). However, failures linked with the 

absence of seemingly small interpersonal details and not necessarily 

linked to the core-service offering are strongly associated with adverse 

financial and reputable consequences (Arsenovic et al., 2021a; Sinha & 

Lu, 2019). As such, they call for alternative recovery efforts.  

 This thesis suggests employee proactivity as a potential re-

covery mindset and tactic service employees can utilize to address this 

silent mass of customers mentioned above. Notably, this research sug-

gests that a high level of employee proactivity can effectively counteract 

the adverse consequences of the absence of expected interpersonal el-

ements (Arsenovic et al., 2021a; Otterbring et al., 2021). These are use-

ful insights for managers and employees who manage service environ-

ments with limited personnel capacity. Unfortunately, failures linked 

to seemingly small interpersonal details are common. For example, in 

stressful service environments, a service employee might have to miss 

acknowledging a customer right at the store entrance or make them 

wait while handling other customers, taking calls, or sorting products. 
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Therefore, this research suggests that managers should train service 

employees to focus on the quality of the interaction rather than making 

sure to greet everyone. Indeed, this type of insight would result in not 

only less work-related stress, which is a major issue in today’s highly 

competitive service landscape (Tuckey et al., 2017) but also improving 

customers’ perception of the service quality, resulting in a positive ef-

fect on reputable consequences for the service providers (Arsenovic et 

al., 2021a). 

 This research strongly advocates that managers should 

train their service employees to remain proactive when dealing with 

customers in service recovery encounters (Arsenovic et al., 2021a; Ot-

terbring et al., 2021), but more importantly, employees should be 

trained to include the customer and consider them as a collaborator in 

the service recovery (Arsenovic et al., 2019; Arsenovic et al., 2021b; 

2021c). Notably, this research identifies one particular customer seg-

ment that responds particularly well to collaboration even under less-

than-ideal conditions. Customers with a high level of relationship ac-

tivity find the fairness in the interaction comparably crucial to the out-

come (Arsenovic et al., 2021b). Indeed, customers with a high level of 

relationship activity are a managerially relevant customer segment as 

these customers more frequently belong to loyalty clubs, suggesting 

that it might be a sufficiently good proxy of segment belonging. 

 Finally, findings from this research strongly discourage 

managers from using compensation as a single recovery tactic. On the 

contrary, using a global sample, this research provides compelling evi-

dence that compensation is spending “money for nothing” if a low level 

of collaboration characterizes the service recovery. In fact, such situa-

tions are surprisingly common. For example, the same global survey 

found that compensation does not mitigate negative emotional re-

sponses for almost one-third of customers due to a lack of collaboration 

during service recovery (Arsenovic et al., 2021c).  
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4.3. Limitations and Future Research 

While this research is extensive and incorporates a mixed-methods 

study design across the different papers, methodological limitations 

are evident. For example, studies examining customer proactivity in 

service recovery (Arsenovic et al., 2021b, 2021c) are primarily single-

case survey-based studies. This methodology limits the possibility of 

making any causal claims and achieving generalizability beyond the 

service context. While this is a limitation facing the reliability of the re-

sults, the survey research design provides two essential benefits that 

would be extremely hard to replicate using experimental methods.  

 First, both studies were conducted in collaboration with an 

international service provider. The service provider published the sur-

vey on their e-commerce website in 14 different countries on four con-

tinents. As such, the respondents were actual customers who experi-

enced a service recovery. Therefore, the results are generalizable under 

ecologically valid conditions, an extremely desirable methodological 

consideration in service recovery research (Grewal et al., 2008).  

 Second, to test the moderating effect of service recovery col-

laboration, it was necessary to measure the level of collaboration in the 

service recovery. To the best of my knowledge, this is the first attempt 

to do so. However, as this research was empirical and aimed not to fo-

cus on scale development, further validation of the service recovery col-

laboration construct is necessary.  

 For future research, based on the number of possible com-

binations in the service failure and service recovery framework, this re-

search leaves a potential opportunity to examine the impact of service 

recovery collaboration when the employee proactively voices the ser-

vice failure (employee voice). It would be interesting to examine 

whether customers would respond equally well to being proactive and 

collaborate in the service recovery when they have not voiced the ser-

vice failure.  

 Moreover, this research examined the concept of employee 

proactivity beyond its role as a service recovery tactic. Indeed, in a se-

ries of experiments using a mixed-method design, we documented how 

employee proactivity improves short-term and long-term perfor-

mance. However, empirically, there are some limitations to the concept 

of employee proactivity. Thus, while we do theoretically distinguish 

employee proactivity from similar concepts such as rapport-building 
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(Gremler & Gwinner, 2008), employee engagement (Kumar & Pansari, 

2015), and employee effort (Mohr & Bitner, 1995), a potential future 

research avenue is to empirically examine how employee proactivity 

yields different consequences on customer responses than the con-

structs aforementioned.  

 Future research should also direct attention to examining 

the role of the authenticity of proactivity. This thesis advocates that 

frontline employees cannot behave proactively at all costs (Otterbring 

et al., 2021b). Furthermore, prior research finds that inauthentic be-

haviors can be counterproductive by reducing customer satisfaction 

and perceived employee friendliness (Grandey et al., 2005; Wang & 

Groth, 2014). Therefore, it would be highly relevant to examine the au-

thenticity of proactivity as a sales and recovery tactic.  

 Finally, this thesis' empirical work only tests four moderat-

ing variables (employee proactivity, Arsenovic et al., 2021a; time to 

contact, Otterbring et al., 2021; relationship activity, Arsenovic et al., 

2021b; and service recovery collaboration, Arsenovic et al., 2021c). 

While this enabled communication of generalized findings applicable 

to large populations, future research should examine alternative 

boundary conditions such as type of service provider, geographical 

conditions, and demographical characteristics. Indeed, nuancing this 

even further, with global service providers currently collecting vast 

numbers of customer data and the current development in machine 

learning algorithms, it would be interesting to utilize advanced statis-

tical techniques to identify new customer segments to support service 

personnel when dealing with customers in distress.  

 Finally, with the emerging trend on automatization of ser-

vices (Kim et al., 2019; Mende et al., 2019; Schmitt, 2019), it would be 

exciting to find out whether customers respond equally positively to 

such social interactions, and whether proactivity could be outsourced 

to robots, or whether such attempts would have an adverse effect on 

customer responses.  
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4.4. Conclusion 

Here I will summarize the two main contributions, making one sugges-

tion for future research. First, findings show that training employees to 

interact with customers proactively impact various short- and long-

term key-marketing metrics. Further, findings reveal that employee 

proactivity can serve to reduce the adverse effects of the absence of ex-

pected interpersonal “small-details” in the service environment.  

 Second, this research contrasts the lay belief that customers 

prefer the service providers to deal with service failures while they sit 

back and relax. In contrast, drawing on recent theoretical explanations 

from psychology and related fields of research, findings show that ser-

vice providers should consider the customer as a proactive collaborator 

when recovering a customer experiencing a service failure. Indeed, 

throughout this thesis, I have stressed that humans are social beings 

responding to other social beings. Therefore, I propose that other ac-

tors beyond the dyad can substantially affect customer responses in 

service recovery (Arsenovic et al., 2019). As such, in line with recent 

editorials (Grégoire & Mattila, 2021), this research theoretically broad-

ens the concept of service failure and service recovery to address the 

inherent complexity in such service encounters. As such, it opens up 

new research avenues for future service failure and service recovery to 

continue and develop this prolific subfield even further.  

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 



74 

 

 

References 

 

Adams, J. S. (1963). Towards an understanding of inequity. The Journal of 

Abnormal and Social Psychology, 67(5), 422. 

Adams, J. (1965). Inequity in social exchange. In L. Berkowitz (Ed.), Ad-

vances in experimental social psychology (Vol. 2, pp. 267–299). Aca-

demic Press. 

Ambady, N., Krabbenhoft, M. A., & Hogan, D. (2006). The 30‐sec sale: Using 

thin‐slice judgments to evaluate sales effectiveness. Journal of Con-

sumer Psychology, 16(1), 4–13. 

Andreassen, T. W. (2000). Antecedents to satisfaction with service recov-

ery. European Journal of Marketing, 34(1/2), 156-175. 

Argo, J. J., Dahl, D. W., & Manchanda, R. V. (2005). The influence of a mere 

social presence in a retail context. Journal of Consumer re-

search, 32(2), 207–212. 

Arsenovic, J., De Keyser, A., Edvardsson, B., Tronvoll, B., & Gruber, T. 

(2021b). Justice (is not the same) for all: The role of relationship activ-

ity for post-recovery outcomes. Journal of Business Research, 134, 

342–351.  

Arsenovic, J., Edvardsson, B., & Tronvoll, B. (2019). Moving Toward Collab-

orative Service Recovery: A Multiactor Orientation. Service Sci-

ence, 11(3), 201–212. 



75 

 

 

Arsenovic, J., Edvardsson B., Otterbring T., & Tronvoll, B. (2021c). Money for 

nothing? The impact of compensation on customer bad-mouthing be-

havior in service recovery encounters [Unpublished manuscript]. 

Arsenovic, J., Otterbring T., Samuelsson, P., (2021a). 30-seconds of fame: 

The effect of first impression on customer affect, attitudes, and ap-

proach behaviors [Unpublished manuscript]. 

Baker, M. A., Magnini, V. P., & Perdue, R. R. (2012). Opportunistic customer 

complaining: Causes, consequences, and managerial alternatives. In-

ternational Journal of Hospitality Management, 31(1), 295–303. 

Balaji, M. S., Jha, S., Sengupta, A. S., & Krishnan, B. C. (2018). Are cynical 

customers satisfied differently? Role of negative inferred motive and 

customer participation in service recovery. Journal of Business Re-

search, 86, 109–118. 

Barger, P. B., & Grandey, A. A. (2006). Service with a smile and encounter 

satisfaction: Emotional contagion and appraisal mechanisms. Acad-

emy of Management Journal, 49(6), 1229–1238. 

Bell, C. R., & Zemke, R. E. (1987). Service breakdown: The road to recov-

ery. Management review, 76(10), 32.Berry, L. L., Carbone, L. P., & 

Haeckel, S. H. (2002). Managing the total customer experience. MIT 

Sloan Management Review, 43(3), 85–89. 

Bitner, M. J. (2001). Self-service technologies: What do customers ex-

pect? Marketing Management, 10(1), 10. 



76 

 

 

Bolton, R. N., Gustafsson, A., McColl-Kennedy, J., Sirianni, N. J., & Tse, D. 

K. (2014). Small details that make big differences: A radical approach 

to consumption experience as a firm's differentiating strategy. Journal 

of Service Management, 25(2), 253–274. 

Boshoff, C. (1997). An experimental study of service recovery options. Inter-

national Journal of Service Industry Management, 8(2), 110-130 

Boyd, R., & Richerson, P. J. (2009). Culture and the evolution of human co-

operation. Philosophical Transactions of the Royal Society B: Biolog-

ical Sciences, 364(1533), 3281–3288. 

Chebat, J. C., & Slusarczyk, W. (2005). How emotions mediate the effects of 

perceived justice on loyalty in service recovery situations: An empirical 

study. Journal of Business Research, 58(5), 664–673. 

Chelminski, P., & Coulter, R. A. (2011). An examination of consumer advocacy 

and complaining behavior in the context of service failure. Journal of 

Services Marketing, 25(5), 361–370. 

Cheung, F. Y. M., & To, W. M. (2016). A customer-dominant logic on service 

recovery and customer satisfaction. Management Decision, 54(10), 

2524–2543. 

Customer Care Measurement and Consulting (CCMC) (2020). 2020 national 

customer rage survey. https://www.customercaremc.com/in-

sights/national-customer-rage-study/2020-national-customer-rage-

study/ 

https://www.customercaremc.com/insights/national-customer-rage-study/2020-national-customer-rage-study/
https://www.customercaremc.com/insights/national-customer-rage-study/2020-national-customer-rage-study/
https://www.customercaremc.com/insights/national-customer-rage-study/2020-national-customer-rage-study/


77 

 

 

Dahm, M., Wentzel, D., Herzog, W., & Wiecek, A. (2018). Breathing down 

your neck! The impact of queues on customers using a retail ser-

vice. Journal of Retailing, 94(2), 217–230. 

Day, R. L., & Landon, E. L. (1977). Toward a theory of consumer complaining 

behavior. Consumer and Industrial Buying Behavior, 95(1), 425–437.  

De Matos, C. A., Henrique, J. L., & Alberto Vargas Rossi, C. (2007). Service 

recovery paradox: A meta-analysis. Journal of Service Research, 10(1), 

60–77. 

Dong, B., Evans, K. R., & Zou, S. (2008). The effects of customer participation 

in co-created service recovery. Journal of the Academy of Marketing 

Science, 36(1), 123–137. 

Dong, B., Sivakumar, K., Evans, K. R., & Zou, S. (2016). Recovering copro-

duced service failures: Antecedents, consequences, and moderators of 

locus of recovery. Journal of Service Research, 19(3), 291–306. 

Drucker, P. F. (1954). The practice of Management. Harper & Row. 

Edvardsson, B., Tronvoll, B., & Höykinpuro, R. (2011). Complex service re-

covery processes: How to avoid triple deviation. Managing Service 

Quality: An International Journal, 21(4), 331–349. 

Gelbrich, K., & Roschk, H. (2011). A meta-analysis of organizational com-

plaint handling and customer responses. Journal of Service Re-

search, 14(1), 24–43. 



78 

 

 

Gneezy, A., Gneezy, U., Nelson, L. D., & Brown, A. (2010). Shared social re-

sponsibility: A field experiment in pay-what-you-want pricing and 

charitable giving. Science, 329(5989), 325–327. 

Gohary, A., Hamzelu, B., & Alizadeh, H. (2016). Please explain why it hap-

pened! How perceived justice and customer involvement affect post co-

recovery evaluations: A study of Iranian online shoppers. Journal of 

Retailing and Consumer Services, 31, 127–142. 

Gohary, A., Hamzelu, B., Pourazizi, L., & Hanzaee, K. H. (2016). Understand-

ing effects of co-creation on cognitive, affective and behavioral evalua-

tions in service recovery: An ethnocultural analysis. Journal of Retail-

ing and Consumer Services, 31, 182–198. 

Grandey, A. A., Fisk, G. M., & Steiner, D. D. (2005). Must “service with a 

smile" be stressful? The moderating role of personal control for Amer-

ican and French employees. Journal of applied psychology, 90(5), 

893. 

Grégoire, Y., & Fisher, R. J. (2008). Customer betrayal and retaliation: When 

your best customers become your worst enemies. Journal of the Acad-

emy of Marketing Science, 36(2), 247–261. 

Grégoire, Y., Laufer, D., & Tripp, T. M. (2010). A comprehensive model of 

customer direct and indirect revenge: Understanding the effects of per-

ceived greed and customer power. Journal of the Academy of Market-

ing Science, 38(6), 738–758. 



79 

 

 

Grégoire, Y., & Mattila, A. S. (2021). Service failure and recovery at the cross-

roads: Recommendations to revitalize the field and its influence. Jour-

nal of Service Research, 24(3), 323–328. 

Grégoire, Y., Tripp, T. M., & Legoux, R. (2009). When customer love turns 

into lasting hate: The effects of relationship strength and time on cus-

tomer revenge and avoidance. Journal of Marketing, 73(6), 18–32. 

Gremler, D. D., & Gwinner, K. P. (2008). Rapport-building behaviors used by 

retail employees. Journal of Retailing, 84(3), 308-324. 

Grewal, D., Roggeveen, A. L., & Tsiros, M. (2008). The effect of compensation 

on repurchase intentions in service recovery. Journal of retail-

ing, 84(4), 424–434. 

Grewal, D., Baker, J., Levy, M., & Voss, G. B. (2003). The effects of wait ex-

pectations and store atmosphere evaluations on patronage intentions 

in service-intensive retail stores. Journal of retailing, 79(4), 259–268. 

Gruber, T. (2011). I want to believe they really care: How complaining cus-

tomers want to be treated by frontline employees. Journal of Service 

Management, 22(1), 85–110. 

Grönroos, C. (1988). Service quality: The six criteria of good perceived service 

quality. Review of Business, 9(3), 10–13. 

Guo, L., Lotz, S. L., Tang, C., & Gruen, T. W. (2016). The role of perceived 

control in customer value cocreation and service recovery evalua-

tion. Journal of Service Research, 19(1), 39–56. 



80 

 

 

Hamann, K., Warneken, F., Greenberg, J. R., & Tomasello, M. (2011). Collab-

oration encourages equal sharing in children but not in chimpan-

zees. Nature, 476(7360), 328–331. 

Hammami, S., Souiden, N., & Bennour, K. (2021). Knowledge-based re-

sources in explaining service recovery performance: A multilevel inves-

tigation. Journal of Marketing Theory and Practice, 29(2), 189–209. 

Hart, C. W., Heskett, J. L., & Sasser Jr, W. E. (1990). The profitable art of 

service recovery. Harvard Business Review, 68(4), 148–156. 

Hazée, S., Van Vaerenbergh, Y., & Armirotto, V. (2017). Co-creating service 

recovery after service failure: The role of brand equity. Journal of Busi-

ness Research, 74, 101–109. 

Heidenreich, S., Wittkowski, K., Handrich, M., & Falk, T. (2015). The dark 

side of customer co-creation: Exploring the consequences of failed co-

created services. Journal of the Academy of Marketing Science, 43(3), 

279–296. 

Hirschman, A. O. (1970). Exit, voice, and loyalty: Responses to decline in 

firms, organizations, and states (Vol. 25). Harvard University Press. 

Hulland, J., Baumgartner, H., & Smith, K. M. (2018). Marketing survey re-

search best practices: Evidence and recommendations from a review of 

JAMS articles. Journal of the Academy of Marketing Science, 46(1), 

92–108. 

Huppertz, J. W. (2007). Firms' complaint handling policies and consumer 

complaint voicing. Journal of consumer marketing, 24(7), 428-437 



81 

 

 

Kaltcheva, V. D., Winsor, R. D., & Parasuraman, A. (2013). Do customer rela-

tionships mitigate or amplify failure responses? Journal of Business 

Research, 66(4), 525–532. 

Karande, K., Magnini, V. P., & Tam, L. (2007). Recovery voice and satisfaction 

after service failure: An experimental investigation of mediating and 

moderating factors. Journal of Service Research, 10(2), 187–203. 

Kelley, S. W., & Davis, M. A. (1994). Antecedents to customer expectations for 

service recovery. Journal of the Academy of Marketing Science, 22(1), 

52–61. 

Kim, K., & Baker, M. A. (2020). Paying it forward: The influence of other cus-

tomer service recovery on future co-creation. Journal of Business Re-

search, 121, 604–615. 

Kim, S. Y., Schmitt, B. H., & Thalmann, N. M. (2019). Eliza in the uncanny 

valley: Anthropomorphizing consumer robots increases their perceived 

warmth but decreases liking. Marketing letters, 30(1), 1–12. 

Knox, G., & Van Oest, R. (2014). Customer complaints and recovery effective-

ness: A customer base approach. Journal of Marketing, 78(5), 42–57. 

KPMG. (2021). Global retail trends 2018. Global Retail Trends. 

https://home.kpmg/xx/en/home/insights/2018/03/2018-retail-

trends.html 

Kumar, V., & Pansari, A. (2015). Measuring the benefits of employee engage-

ment. MIT Sloan Management Review, 56(4), 67. 

https://home.kpmg/xx/en/home/insights/2018/03/2018-retail-trends.html
https://home.kpmg/xx/en/home/insights/2018/03/2018-retail-trends.html


82 

 

 

Larson, R. C., Larson, B. M., & Katz, K. L. (1991). Prescription for waiting-in-

line blues: Entertain, enlighten and engage. Sloan Management Re-

view, 32(2), 44–55. 

Leclerc, F., Schmitt, B. H., & Dube, L. (1995). Waiting time and decision mak-

ing: Is time like money? Journal of Consumer Research, 22(1), 110–

119. 

Lemon, K. N., & Verhoef, P. C. (2016). Understanding customer experience 

throughout the customer journey. Journal of Marketing, 80(6), 69–

96. 

Levitt, T. (1960). Marketing myopia. Harvard Business Review, 38(4), 24–

47. 

Liao, H. (2007). Do it right this time: The role of employee service recovery 

performance in customer-perceived justice and customer loyalty after 

service failures. Journal of applied psychology, 92(2), 475. 

McQuilken, L., & Robertson, N. (2011). The influence of guarantees, active 

requests to voice and failure severity on customer complaint behavior. 

International Journal of Hospitality Management, 30(4), 953–962. 

Melis, A. P., Grocke, P., Kalbitz, J., & Tomasello, M. (2016). One for you, one 

for me: Humans’ unique turn-taking skills. Psychological Sci-

ence, 27(7), 987–996. 

 

 



83 

 

 

Mende, M., Scott, M. L., van Doorn, J., Grewal, D., & Shanks, I. (2019). Ser-

vice robots rising: How humanoid robots influence service experiences 

and elicit compensatory consumer responses. Journal of Marketing 

Research, 56(4), 535–556. 

Meyer, C., & Schwager, A. (2007). Understanding customer experience. Har-

vard Business Review, 85(2), 116. 

Mikolon, S., Quaiser, B., & Wieseke, J. (2015). Don’t try harder: Using cus-

tomer inoculation to build resistance against service failures. Journal 

of the Academy of Marketing Science, 43(4), 512–527. 

Mittal, V., Huppertz, J. W., & Khare, A. (2008). Customer complaining: The 

role of tie strength and information control. Journal of Retail-

ing, 84(2),  195–204. 

Mohr, L. A., & Bitner, M. J. (1995). The role of employee effort in satisfaction 

with service transactions. Journal of Business research, 32(3), 239-

252. 

Naylor, R. W. (2007). Nonverbal cues-based first impressions: Impression 

formation through exposure to static images. Marketing Letters, 18(3), 

165–179. 

Nazifi, A., Gelbrich, K., Grégoire, Y., Koch, S., El-Manstrly, D., & Wirtz, J. 

(2021). Proactive handling of flight overbooking: How to reduce nega-

tive eWOM and the costs of bumping customers. Journal of Service 

Research, 24(2), 206–225 



84 

 

 

Oliver, R. L. (1977). Effect of expectation and disconfirmation on postexpo-

sure product evaluations: An alternative interpretation. Journal of Ap-

plied Psychology, 62(4), 480. 

Orsingher, C., Valentini, S., & De Angelis, M. (2010). A meta-analysis of sat-

isfaction with complaint handling in services. Journal of the Academy 

of Marketing Science, 38(2), 169–186. 

Otterbring, T. (2017). Smile for a while: The effect of employee-displayed 

smiling on customer affect and satisfaction. Journal of Service Man-

agement. 

Otterbring, T., & Lu, C. (2018). Clothes, condoms, and customer satisfaction: 

The effect of employee mere presence on customer satisfaction de-

pends on the shopping situation. Psychology & Marketing, 35(6), 

454–462. 

Otterbring, T., Ringler, C., Sirianni, N. J., & Gustafsson, A. (2018). The Aber-

crombie & Fitch effect: The impact of physical dominance on male cus-

tomers' status-signaling consumption. Journal of Marketing Re-

search, 55(1), 69-79. 

Otterbring T., Arsenovic, J., Samuelsson, P., (2021). Going the extra mile, 

now or after a while: The impact of employee proactivity on customers' 

responses and the moderating role of time to contact [Unpublished 

manuscript]. 



85 

 

 

Park, J., & Ha, S. (2016). Co-creation of service recovery: Utilitarian and he-

donic value and post-recovery responses. Journal of Retailing and 

Consumer Services, 28, 310–316. 

Patterson, P. G., Cowley, E., & Prasongsukarn, K. (2006). Service failure re-

covery: The moderating impact of individual-level cultural value orien-

tation on perceptions of justice. International Journal of Research in 

Marketing, 23(3), 263–277. 

Rand, D. G., & Nowak, M. A. (2013). Human cooperation. Trends in Cogni-

tive Sciences, 17(8), 413–425. 

Reynolds, K. L., & Harris, L. C. (2009). Dysfunctional customer behavior se-

verity: An empirical examination. Journal of Retailing, 85(3), 321–

335. 

Richardson, A. (2010). Using customer journey maps to improve customer 

experience. Harvard Business Review, 15(1), 2–5. 

Roggeveen, A. L., Tsiros, M., & Grewal, D. (2012). Understanding the co-cre-

ation effect: When does collaborating with customers provide a lift to 

service recovery? Journal of the Academy of Marketing Sci-

ence, 40(6), 771–790. 

Schmitt, B. (2019). From atoms to bits and back: A research curation on dig-

ital technology and agenda for future research. Journal of Consumer 

Research, 46(4), 825–832. 



86 

 

 

Shah, D., Rust, R. T., Parasuraman, A., Staelin, R., & Day, G. S. (2006). The 

path to customer centricity. Journal of Service Research, 9(2), 113–

124. 

Sheth, J. N., Sisodia, R. S., & Sharma, A. (2000). The antecedents and conse-

quences of customer-centric marketing. Journal of the Academy of 

Marketing Science, 28(1), 55–66. 

Shmueli, G. (2010). To explain or to predict? Statistical Science, 25(3), 289–

310. 

Shmueli, G., & Koppius, O. R. (2011). Predictive analytics in information sys-

tems research. MIS Quarterly, 553–572. 

Shmueli, G., Ray, S., Estrada, J. M. V., & Chatla, S. B. (2016). The elephant in 

the room: Predictive performance of PLS models. Journal of Business 

Research, 69(10), 4552–4564. 

Shmueli, G., Sarstedt, M., Hair, J. F., Cheah, J. H., Ting, H., Vaithilingam, S., 

& Ringle, C. M. (2019). Predictive model assessment in PLS-SEM: 

Guidelines for using PLSpredict. European Journal of Marketing, 

53(11), 2322–2347. 

Singh, J., & Wilkes, R. E. (1996). When consumers complain: A path analysis 

of  the key antecedents of consumer complain response esti-

mates. Journal of the Academy of Marketing Science, 24(4), 350. 

Sinha, J., & Lu, F. C. (2019). Ignored or rejected: Retail exclusion effects on 

construal levels and consumer responses to compensation. Journal of 

Consumer Research, 46(4), 791–807. 



87 

 

 

Skourtis, G., Décaudin, J. M., Assiouras, I., & Karaosmanoglu, E. (2019). Does 

the co‐creation of service recovery create value for customers? The un-

derlying mechanism of motivation and the role of operant re-

sources. European Management Review, 16(4), 997–013. 

Smith, A. K., Bolton, R. N., & Wagner, J. (1999). A model of customer satis-

faction with service encounters involving failure and recovery. Journal 

of Marketing Research, 36(3), 356–372. 

Stephens, N., & Gwinner, K. P. (1998). Why don’t some people complain? A 

cognitive-emotive process model of consumer complaint behav-

ior. Journal of the Academy of Marketing Science, 26(3), 172–189. 

Surachartkumtonkun, J., Patterson, P. G., & McColl-Kennedy, J. R. (2013). 

Customer rage back-story: Linking needs-based cognitive appraisal to 

service failure type. Journal of Retailing, 89(1), 72–87. 

Söderlund, M. (2011). Other customers in the retail environment and their 

impact on the customer’s evaluations of the retailer. Journal of Retail-

ing and Consumer Services, 18(3), 174–182. 

Söderlund, M. (2016). Employee mere presence and its impact on customer 

satisfaction. Psychology & Marketing, 33(6), 449–464. 

Söderlund, M. (2018). The proactive employee on the floor of the store and 

the impact on customer satisfaction. Journal of Retailing and Con-

sumer Services, 43, 46–53. 

Tax, S. S., & Brown, S. W. (1998). Recovering and learning from service fail-

ure. Sloan Management Review, 40(1), 75–88. 



88 

 

 

Tax, S. S., Brown, S. W., & Chandrashekaran, M. (1998). Customer evalua-

tions of service complaint experiences: Implications for relationship 

marketing. Journal of Marketing, 62(2), 60–76. 

Tomasello, M., Melis, A. P., Tennie, C., Wyman, E., & Herrmann, E. (2012). 

Two key steps in the evolution of human cooperation: The interdepend-

ence hypothesis. Current Anthropology, 53(6), 673–692. 

Tronvoll, B., & Edvardsson, B. (2019). Exploring customers’ experiences of 

service co-recovery. Service Science, 11(3), 189–200. 

Tuckey, M. R., Boyd, C. M., Winefield, H. R., Bohm, A., Winefield, A. H., Lind-

say, A., & Black, Q. (2017). Understanding stress in retail work: Con-

sidering different types of job demands and diverse applications of job 

resources. International Journal of Stress Management, 24(4), 368. 

Umashankar, N., Ward, M. K., & Dahl, D. W. (2017). The benefit of becoming 

friends: Complaining after service failures leads customers with strong 

ties to increase loyalty. Journal of Marketing, 81(6), 79–98. 

Van Vaerenbergh, Y., Hazée, S., & Costers, A. (2018). Customer participation 

in service recovery: A meta-analysis. Marketing Letters, 29(4), 465–

483. 

Van Vaerenbergh, Y., & Orsingher, C. (2016). Service recovery: An integrative 

framework and research agenda. Academy of Management Perspec-

tives, 30(3), 328–346. 



89 

 

 

Van Vaerenbergh, Y., Orsingher, C., Vermeir, I., & Larivière, B. (2014). A 

meta-analysis of relationships linking service failure attributions to 

customer outcomes. Journal of Service Research, 17(4), 381–398. 

Van Vaerenbergh, Y., Varga, D., De Keyser, A., & Orsingher, C. (2019). The 

service recovery journey: Conceptualization, integration, and direc-

tions for future research. Journal of Service Research, 22(2), 103–119. 

Vázquez-Casielles, R., Iglesias, V., & Varela-Neira, C. (2017). Co-creation and 

service recovery process communication: Effects on satisfaction, repur-

chase intentions, and word of mouth. Service Business, 11(2), 321–343. 

Voorhees, C. M., Brady, M. K., & Horowitz, D. M. (2006). A voice from the 

silent masses: An exploratory and comparative analysis of noncom-

plainers. Journal of the Academy of Marketing Science, 34(4), 514–

527. 

Voorhees, C. M., Fombelle, P. W., Grégoire, Y., Bone, S., Gustafsson, A., 

Sousa,  R., & Walkowiak, T. (2017). Service encounters, experi-

ences and the customer journey: Defining the field and a call to expand 

our lens. Journal of Business Research, 79, 269–280. 

Wang, K. L., & Groth, M. (2014). Buffering the negative effects of employee 

surface acting: The moderating role of employee-customer relationship 

strength and personalized services. Journal of Applied Psychol-

ogy, 99(2), 341. 

Warneken, F., & Tomasello, M. (2009a). The roots of human altruism. British 

Journal of Psychology, 100(3), 455–471. 



90 

 

 

Warneken, F., & Tomasello, M. (2009). Varieties of altruism in children and 

chimpanzees. Trends in Cognitive Sciences, 13(9), 397–402. 

Xu, Y., Marshall, R., Edvardsson, B., & Tronvoll, B. (2014). Show you care: 

Initiating co-creation in service recovery. Journal of Service Manage-

ment. 25(3), 369–387. 

Xu, Y., Tronvoll, B., & Edvardsson, B. (2014). Recovering service failure 

through resource integration. The Service Industries Journal, 34(16), 

1253–1271. 

Zhu, Z., Nakata, C., Sivakumar, K., & Grewal, D. (2013). Fix it or leave it? 

Customer recovery from self-service technology failures. Journal of 

Retailing, 89(1), 15–29. 



Proactivity in Service 
Failure and Service 
Recovery

Jasenko Arsenovic

Jasenko A
rsenovic  |   Proactivity in Service Failure and Service R

ecovery   |   2021:25

Proactivity in Service Failure and Service 
Recovery

The aim of this thesis is to explain the role of customer and employee proactivity 
in service failure and service recovery. Through a series of studies, this thesis 
examines how employee and customer proactivity influence customer responses 
after a service failure and in service recovery. In doing so, this thesis contributes 
to the service recovery literature in two ways. First, by reconceptualizing service 
failure, this research supports the theory formation stressing the importance of 
seemingly “small details”. However, by introducing employee proactivity as a 
recovery tactic, this thesis demonstrates how employee proactivity can reduce 
the adverse effects which stem from the absence of expected interpersonal “small 
details” which can potentially serve to address a portion of the “silent mass” of 
customers who choose to stay silent. Second, findings contrast lay belief that 
customers prefer the service providers to deal with service failures while they 
sit back and relax. In fact, this thesis documents the benefits of including the 
customer as a proactive collaborator in the service recovery. Findings reveal 
that customer inclusion is particularly critical for customers with established 
relationships and in situations where compensation is the primary means of 
recovery.

DOCTORAL THESIS   |   Karlstad University Studies   |   2021:25

Faculty of Arts and Social Sciences

Business Administration

DOCTORAL THESIS   |   Karlstad University Studies   |   2021:25

ISSN 1403-8099

ISBN 978-91-7867-241-7 (pdf)

ISBN 978-91-7867-230-1 (print)



Proactivity in Service Failure  
& Service Recovery

Jasenko ARSENOVIC

Jasenko ARSEN
O

VIC
Proactivity in Service Failure &

 Service R
ecovery

The aim of this thesis is to explain the role of customer and employee proactivity
in service failure and service recovery. Through a series of studies, this thesis
examines how employee and customer proactivity influence customer responses
after a service failure and in service recovery. In doing so, this thesis contributes
to the service recovery literature in two ways. First, by reconceptualizing service
failure, this research supports the theory formation stressing the importance of
seemingly “small details”. However, by introducing employee proactivity as a
recovery tactic, this thesis demonstrates how employee proactivity can reduce
the adverse effects which stem from the absence of expected interpersonal
“small details” which can potentially serve to address a portion of the “silent
mass” of customers who choose to stay silent. Second, findings contrast lay
belief that customers prefer the service providers to deal with service failures
while they sit back and relax. In fact, this thesis documents the benefits of
including the customer as a proactive collaborator in the service recovery.
Findings reveal that customer inclusion is particularly critical for customers
with established relationships and in situations where compensation is the
primary means of recovery.




