
   

 
 

Molding the Behavior of Aggressive Customers 

Case Study of Björken Hotel Umeå, Sweden 
 

AUTHORS: HAILU TEKEHER GETNET & MD. RIZWAN MALIK 

SUPERVISOR: ULRICA NYLÉN  
 
 

 

 

 
 
Student 
Umeå School of Business and 
Economics  
Spring semester 2012 
Master thesis, 1st year, 15 hp 



   

ACKNOWLEDGEMENT  

 

First and utmost we are very thankful to our Supervisor Ulrica Nylén for giving us valuable 

direction in a professional manner and inspiration to this master thesis.  

We are also grateful to Eva Andersson, Björken Hotel Manager and customer service 

employees and our respondents for taking their time and providing us the important information. 

Moreover, we would like to extend our gratitude for everybody who helped us in the process of 

conducting this research.  

  

 

Thank you! 

Hailu & Rizwan 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 



   

SUMMARY 
 
 

Organizations have to understand the customer very well if they want to exist in business. This 

understanding of the customer will help organizations to act accordingly. More specifically hotel 

services are characterized by frequent interaction with the customers. Thus, these frequent 

contacts with the customers may lead to experience dissatisfaction/ frustration when things go 

wrong. Accordingly, it is important to find out the reasons for such negative emotions and 

measures to be taken to mold these behaviors. 

  

For this reason, the aim of our master‟s thesis is to identify reasons for customer aggression and 

considerable mechanisms to put in place for, how customer service employees mold the behavior 

of aggressive customers through emotional labor while delivering services in hotels. This implies 

that major motives are mentioned based on some of the routine interactions, from the service 

itself and others outside the service delivery process. In addition, customer service employees‟ 

(CSEs) key mechanisms used to react positively to such emotions due to customers‟ 

dissatisfaction/ frustrations are assessed. Moreover, to fulfill the aim of the research, the hotel 

industry has been chosen from which sample customers and service employees are also selected.  

In this regard, survey questions from a sample of customers and interviews held with selected 

customer service employees (CSEs) were used as data collection tools from one of the hotels 

located in Umeå. The result of the findings helps to identify the most common types of reasons 

for customer aggression during interaction; lack of assistance from CSEs, noisy customer 

around, lack of punctuality and billing errors are the common reasons for customer aggression 

from the respondents‟ point of view. While interview results revealed that customer‟s own 

personal reasons due to the prior emotional state of the customer (Antecedent State) are causes of 

aggression during service provision. On the other hand, in molding such behaviors, emotional 

labor is found to be fundamental tool in services, where surface acting emotional labor is the 

most widely used mechanism while delivering services to mold the customer aggression, anger 

and dissatisfaction into happier and more satisfying situations for the customers. 

We believe the study complements the existing research by extending and bridging on customer 

aggression and in response emotions to be applied to mold such behavior in hotel services. 

 

Keywords: Hotel industry, Emotional labor, Aggression, Anger, Customer service   
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1 INTRODUCTION 
The section begins by providing an overall background of the study towards the problem of the 

research that leads to raise the research questions to be answered and the purpose of the study 

at a later stage. 

1.1 Background 
Today, the hotel industry has been recognized as a well-known industry due to its high frequency 

of interaction with customers compared to other service industries (Hoffman & Chung, 1999, p. 

73). The usage of hotel services, such as room, restaurant, bar, night club are not considered as 

luxury parts of services, although for many people, these services become an essential part of 

their lifestyle (Jay & Dwi, 2000, p. 346). Due to this reason, Sperdin and Peters (2009, p. 171) 

argue that hotel customers want professional services and satisfying experiences that include 

good performance. 

Clearly in the hotel industry, customer service is the backbone of customer satisfaction, which 

depends on employees. In this regard, employees‟ behavioral intentions are one of the most 

salient features of customer service that benefits managers and service providers (Salazar et al., 

2004, p. 4). The positive attitude of service employees enhances the possibility of repetition and 

recommendation to other customers (Reichheld & Sasser, 1990, p. 109). In this context, hotels 

are one of the most important organizations for providing services. Likewise, customer service 

employees are the key players in molding customer experiences, especially in hotels (Chebat & 

Kollias, 2000, p. 67). Service employees provide tangible services in the form of delivering food, 

helping customers into their particular rooms and providing intangible services in the form of 

making the customer visit the hotel again. This has been stressed by Chen and Yu (2009, p. 8) 

that service employees with knowledgeable and caring characteristics are able to influence the 

perceptions and thinking of the customers. 

However, a distressing feature during the service role is that service companies may face 

aggressive behavior from customers. Aggressive behavior could arise during service encounters 

especially when things are going wrong (Smith & Bolton, 2002, p. 5). Lazarus (1991 in McColl-

Kennedy, Spraks & Nguyen, 2010, p. 1), explain that anger occurs when individuals appraise the 

events as harmful and unfair. When customers get angry, they behave aggressively, express bad 

feelings and try to hurt an individual (Bougie et al., 2003, p. 379) through negative word of 

mouth, boycott or retaliate with negative consequences (Otto el al., 2004, p.44).  

Baron (1993, p. 142), identified three levels of aggression from the customers‟ side that have a 

linkage with service employees. The first level includes withholding cooperation, spreading 

rumors and using offensive language behaviors that are shown from customer side. In the second 

level, intense arguments and verbal threats are included. Lastly in third level, frequent displays 

of intense anger, physical fights and the use of weapons kinds of behaviors are shown from the 

customers‟ side. The first two levels of customer aggression are essentially linked with verbal 

types of aggression. In this paper, we pay attention to the first and the second levels of 

aggression because they are very common in the service arena of the hotel industry (Grandey et 

al., 2004, p. 2). 
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In explaining what the service employees can do towards aggression, Lemmink and Mattson, 

(1998, p. 506) developed research about friendly employees‟ behavior with customer 

satisfaction. Their study showed that personal warmth by customer service employees leaves 

positive impacts on aggressive customers. Thus, it is argued that, service employees have 

significant impacts on aggressive customers to mold their aggression, angry, noisy behavior into 

normal behavior and retain customer with a particular service company. 

A key component of the service job in hotel industry is that employees are required not only to 

perform physical and mental operations during job but also to display positive emotions as part 

of their jobs performance even in difficult situations (Hochschild, 1983. p. 7). The industry has 

used a particularly term called “Emotional labor”, which is defined as “Management of feeling to 

create a publicly observable facial and bodily display” (Hochschild, 1983. p. 7). This term 

emotional labor is used in service marketing and management literature. Emotional labor is the 

interaction of employees and customers, focusing on front line employees, when they interact 

with the public; it requires producing an emotional state for another person (Pugliesi, 1999, p. 

128-131). Therefore, with relation to hotel industry, this definition illustrates that emotional 

labor is the act of showing emotions in front of the guests as a part of the job and the act of 

expressing socially desired emotions like smiling, considerate during the service transaction.  

To sum up, dealing with aggressive customers is important, but this is not an easy task. This tells 

that customers, while behaving aggressively; customer service employees are required to mold 

the behavior of such customers. This illustrates that service employees must know which drivers 

make customer aggressive, and how they can react to such situations. In this regards, critical 

identification of aggressive customers and in response appropriate mechanism to mold their 

behavior should be put in place.  

1.2 Knowledge Gap 
There are two reasons to conduct this research. First, few researches have been conducted on 

understanding causes of aggressive behavior among the hotel customers. Unlike the existing 

studies showed that, for example McColl-Kennedy et al., (2010, p. 2) and Deffenbacked et al., 

(2001 p.718) identified causes of aggression at the general level in service setups. In other words, 

the existing theories failed to address the causes of aggression in hotel services. Accordingly, this 

needs more clarification when it comes to hotel industry. Secondly, how to mold aggressive 

behavior is linked with the emotional labor concepts. Thus, according to Misty & Robert, (2008, 

p. 310) the concepts in emotional labor are gaining attentions and growing in services; however 

there are scarcity of study specifically in hotel services. Furthermore, hotel services are 

accompanied by high frequency of interaction with customers. This clearly indicates that, in 

some situations customer aggression is inevitable. Indeed, there should be way to handle such 

situations by applying some of techniques of the emotional labor. This study will contribute on 

the existing literature through empirical and theoretical examinations of customer aggression and 

emotional labor.  

1.3 Research Questions 
After formulation the research problem, following research questions have been found: 

 What are the drivers of customer aggressive behavior in hotels? 



  3 

 How customer service employees mold the behavior of aggressive customers 

through emotional labor in hotels? 

 

1.4 Purpose of the Study 
The purpose of this thesis is to investigate causes of aggressive behavior and explore coping 

mechanism used by customer service employees to aggressive customer‟s reaction in the Hotel 

industry in Sweden by taking a single hotel. To accomplish our purpose, we are going to utilize 

different features of service marketing & management as well as emotional labor and behavioral 

science literatures. In this paper we want to make contribution on the existing service marketing 

management specifically emotional labor literature. Finally, the outcome of our research may 

bring important implications for business practices in the hotel industry. 

1.5 Thesis Outline  
As shown in the table below, the entire paper is divided into five sections: the first chapter 

provides overall background towards problem of the study, outline research questions and 

purpose of the study; the second chapter presents appropriate literatures and studies linked to the 

study; the third chapter provides approach of the study, strategy of the research and data 

collection mechanisms for analyzing empirical evidences; the fourth chapter consists of 

presentation and analysis of the empirical data, collected through the questionnaire and 

interview; the final stage consists of concluding remarks , answers to the research questions and 

indicate implications and further researches in this area.  

 

Figure 1.1 Thesis Outline  
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2. THEORETICAL FRAMEWORK 
The theoretical framework describes the concepts, definitions and features of aggressive 

behavior, causes and types of customer aggression, features of customer service employees and 

emotional labor. This theoretical information will be used as the background for analysis and 

conclusion. Following section of this chapter begins with the understanding of customer wants 

where after the reader is introduced to aggressive behavior and emotional labor concepts.  

2.1 Understanding the Customer wants 
Understanding root cause of customer dissatisfaction / aggression helps to manage negative 

emotions that may arise any time by customers. Paying less attention to the some of the customer 

requests may be reasons for showing negative emotions. At this point it is worth mentioning 

customer wants that are applicable in service arena. 

The key to customer service is doing the right thing at the right time. According to Bacal, (2004, 

p. 10) there are most important customer wants and needs which create positive customer 

perceptions about the customer service employees and the company that leads to better customer 

relationships. These customer wants are described below in figure 2.1 which customers expect to 

be done according to their wants.  

 

 

Figure 2.1 Customer wants tree (Adopted from Bacal, 2004, p. 10) 

Customers always want their problems to be solved. But sometimes, if service employees cannot 

solve the customer problems, they can create positive perceptions through addressing the other 

less customer wants. Customer expects their wants, needs, expectations, feeling, and words 

should be acknowledged and understood. It means service employees should listen to the 

customer. When customers feel understood and acknowledged it gives good impression to 

customers which lead to good customer relationships. Customers also want availability of 

possible choices and options that helps the customers to make the decisions. But when they feel 
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helpless or powerless, they could exhibit frustrated, angry, and aggressive behaviors (Bacal, 

2004, p. 10-12).  

 

Customers also want “positive surprise”. It means that service employees must go beyond 

customer‟s hopes and expectations, like offering discount or providing some extra benefits which 

are not available to them before. Positive surprises are most useful when dealing with angry or 

aggressive customers. Consistency, reliability, and predictability are also important customer 

wants. These explain that customers are expecting to be treated in a consistent way. After acting 

accordance to these wants, customers feel sense of security and confidence with service 

employees and with company as well. This kind of behavior leads to loyalty. Beside customer 

wants value against their time and money invested. When customers consider value, they also 

consider how they are treated by customer service employees. It is very hard for service 

employees to affect the value of prices of services or products but they can add value through 

helping the customer in other ways (Bacal, 2004, p. 11).  

 

Reasonable simplicity is also an important customer want. It implies that service employees 

should make things easier instead of provision of complicated services; otherwise customers will 

be frustrated and aggressive. Speed and prompt service is the important want of customers which 

are expected from service employees. Customers want their problems to be solved quickly and 

efficiently, as well as consider how fast they are being served. Confidentiality is an important 

aspect of customer service. Customers want some degree of privacy when talking with service 

employees and they feel uncomfortable if there is other staff or other customers around them. At 

the end, customers want the sense that they are important. Listening to and acknowledging 

customers demonstrate that they are important. The importance can be given through specific 

phrases and techniques through which they feel important (Bacal, 2004, p. 11-12). 

 

Based on the views presented above, it can be argued that recognition of customer want is very 

important. Even if recognition of customer want is not always assurance for minimizing 

customer aggression but still may be seen as a good option in implementing possible coping 

mechanisms towards emotion. All these customer wants need to be acknowledged by service 

employees, fulfilling customer wants make organizations attractive, otherwise leads to 

frustration/dissatisfaction which in some case might lead to aggressive behavior of customers.  
 

2.2 Concept of aggressive behavior 
Studies on customer aggressive behavior is relatively new area due to which its attraction is 

increasing from last decades. Studies on social psychology which comprises (unethical behavior, 

lying and unethical decision making); organization behavior (e.g: dysfunctional employees 

behavior, fraud) and literature on criminology, taxation and insurance fraud have already been 

researching on aggressive behaviors for last many decades (Fisk et al., 2010, p. 5). At this point, 

it is important to look at popular concepts linked to aggression that are developed and used by 

different scholars. 

 

Regarding aggressive customers, there are popular terms that explain aggression most, according 

to Lovelock (2001, p. 73)  these  include “Jay customers”& his work also known as inspirational 

for later researches  on customer aggression  (Lovelock 1994 ), “Deviant cosumer behavior” 
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(Moschis & Cox, 1989, p. 732), “Aberrant consumer behavior” (Fullerton & Punj, 1993, p. 570), 

“consumer misbehavior” .There are also less common terms including “problem customers” 

(Bitner el al., 1994, p.101), “dysfunctional customer behavior” (Harris & Reynelds, 2003, p. 

145) and “inappropriate behavior” (Strutton et al., 1994, p. 253). 

 

Of the popular terms, according to Moschis & Cox, (1989, p. 732) consumer is considered as 

deviant consumer when he/she shows a behavior different from the acceptable norms or 

standards. In other words the standards or norms “are in the form of customs, manners, rules and 

regulations, laws, and mores” (Moschis & Cox, 1989, p. 732). These authors further argued that 

such individual´s deviate behaviors are also assumed by the society as undesirable, unacceptable 

or dysfunctional. Lovelock (1994), originated the term “Jay customers “and provided broad 

definition of the concept, Jay customers are defined as “ones who act in a thoughtless or abusive 

way, causing problems for the firm, its employees and other customers” (Lovelock, 2001, p. 73). 

These kinds of customers´ misbehavior are based on some kind of benefits. These customers 

have various characteristics like breaking rules, aggressive, criminals and dead beats (Lovelock, 

1994, p. 47). 

 

Other scholars also originated the concepts of “aberrant consumer behavior”, as defined by 

Fullerton & Punj, (1993, p. 571) it implies  a behavior seen at individual or group level linked 

with violation of the generally accepted norms of conduct result in a huge financial, physical or/ 

and psychological harm to organizations and their employees and to other customers. But in later 

studies, Fullerton and Punj (1993) exchange the term „aberrant‟ with „customer misbehavior‟. 

This term has been used widely within the customer misbehavior literature and various authors 

like Albers-Miller, (1999); Tonglet, (2002); and Freestone and Mitchell, (2004) have applied this 

term in their research works. In viewing other important terms connected to aggressive behavior 

of customers,  Harris & Reynalds, defined dysfunctional customer behavior “Actions by 

customers who intentionally or unintentionally, overtly or conversely, act in a manner that, in 

some way, disrupts others functional service encounters” (Harris & Reynalds, 2003, p.145).  

 

One can easily understand that it is hard to provide a single comprehensive definition of the 

concept aggressive customers. From the discussion above, definition of aggression basically lies 

between two important concepts of “norms and standards” and “causing problems for the firm”. 

Similarly aggression can be looked as a situation in which customer behave out of rules and 

regulations, norms and customs of the company and customers are seen to experience a 

frustrating / dissatisfying  service provision from the firm. Beside their action goes to the extent 

disturbing the routine day to day activity of the customer service employee at those particular 

moments. This could be because customers have been treated unfairly and unhappy with overall 

service of the company and unpleasant environment or they are already frustrated by other 

reasons. 
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2.3 Causes of Aggressive Behavior 
After reviewing different literatures and understanding the concept of Aggression, now we 

review more detail causes of aggression from two different angles of the consumer and the 

customer service employees.  

As described in many sections above, aggression may be shown through aberrant consumers‟ 

behaviors in services. As its definition entails aberrant consumers‟ behaviors is considered by 

consumers and marketers as behavior linked to violation of norms and standards (Fullerton & 

Punj 1993, p.570). This behavior basically occurs as a result of traits and predisposition with 

market place influences .The model developed by these scholars assist to examine causes of 

aggression from the stand point of aberrant consumers‟ behaviors in service setups. These 

scholars so often argue that causes of such behaviors can be either from consumer or marketing 

situations point of view. 

 

I. The Consumer 

Demographic  

Fullerton & Punj (1993, p. 571) identifies wide range of demographic factors that affect 

aggressive behavior; these factors include age, sex, education and economic status. Argued by 

Hirschi & Gottfredson (1983 in Fullerton & Punj, 1993, p. 571) generally age groups have 

influence on aberrant consumer behavior. However, more violent and aggression behaviors are 

seen by adolescences than at adult ages. On the other hand misbehaviors like yelling at 

employees and fraud of credit cards and insurance claims are seen mostly in adults. On the other 

hand in view of researchers like Bearden, (1983, p. 325) indicated i.e.: more aggression seen 

mostly in younger customers. Unlike to these findings, scholars like Solnick & Hemenway, 

(1992, p. 96) explained that there is no link between age as demographic factors and customer 

frustration or aggression. Similarly as argued above by Solnick & Hemenway, in our perspective, 

it is hard to establish relationship between age and customer aggression. In other words, depends 

on the prevailing situation aggression can happen at any age level.  

 

Generally both sexes show such behavior in services. Nevertheless in some situations, males are 

more likely to misbehave than females.  In all income levels abusive behaviors are common but 

the motive towards may differ from person to person. Even if it happens across all educational 

levels, individuals who are better educated show tendency of aggression and sophisticated fraud 

than other groups in service (Fullerton & Punj, 1993, p. 571). 

Psychological characteristics; Fullerton & Punj, 1993, p. 571 identified four basic 

psychological characteristics to approach the issue of aberrant consumers‟ behaviors. Firstly, 

Personality trait suggests even if it is hard to forecast the effect of each trait separately, a strong 

link exists between personality traits and forms of misbehaviors. secondly, Psychological 

Problem: Some consumers with such behavior are reflection of deeply disturbed, abnormal and 

physic problems. Thirdly, Attitude towards big business: people get the tendency to misbehave in 

large business instead of small ones. Fullerton & Punj, 1993(571-572) in their study also explore 

other factors that leads customer misbehave in a service.  The Social/ group influence play a 

role to exhibit such behavior, basically this approach entails most commonly individuals learn 
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and engaged in such misbehavior when they found themselves in small groups whose norms and 

standards are antithetical than those of large groups. On the other hand Consumer frame of 

mind; in some cases, customers prevailing mood and level of anxiety increase tendency of 

misbehaving in different.  

 

II. The exchange setting and marketing institutions. Types of services / products offered 

by the organization including access to credit facility or return policy and the extent of self 

service can be related with such causes of aggression. Likewise the physical environment 

influences consumers‟ behaviors. Attitude and conduct of the service employees and finally the 

conditions which the customers` earlier situation called antecedent state are viewed can 

determine cause to behave aggressively in services (Fullerton & Punj, 1993, p. 571-572). 

III. Reasons linked to service employees 

A lot of attention has been paid for the conduct of the service employees as a reason for 

aggression in services. The following section reviews the issue in detail, customers are playing 

significant role in organization. Due to the importance of customer, marketing and management 

researchers have keen to know better understanding of the customer emotions especially the 

negative emotions which leads to customer aggression and created in customer - employee 

interactions (Smith & Bolton 2002, p.5). The interaction between employee and customer is 

routine work however, when things go wrong, customers show negative emotions which 

normally leads to aggressive behavior (Kennedy et al., 2010, p. 2). Customers misbehave up on 

service for example due to the poor service provision from service employees or when customers 

feel they have been treated unfairly (Deffenbacher et al., 2001 p.718). 

 

On the other hand, Kennedy et al., (2010, p. 2) stated that, aggression also occur when required 

behavior violates an acceptable standard of behavior in the particular manner where the customer 

does not feel valued, respected or not treated with dignity during interaction with employees. In 

support of this idea, McCall-Kennedy and Spark (2003, p. 255) exploratory work showed that 

customer compare how they have been treated and how they should be treated during service 

failure and recovery attempts. Moreover when customer believe that they  should be treated in 

acceptable standard but the service provider could not manage to do, then customers show 

negative emotions in term of aggressive behavior.  

 

Therefore, at this stage it can be concluded that customer aggression emanates from provision of 

poor services; customer experiences of unfair situation in service setups and at the time the 

customer feel not valued, respected or treated appropriately. On the other hand, customers‟ 

demographic features, psychological, social /group characteristics and factors may result 

customers to behave aggressively. Customers would express their aggression in different ways. 

However, the most common type of aggression in service arena is supposed to be through verbal 

aggression.  

2.4 Verbal aggression 
As recently argued above in the background of the study the first two levels of aggression are 

most describe the verbal aggression associated to services. Argued by Hutton R (2003, p. 2), 

verbal aggression is anger expressed vocally. It is a widely known behavior as it is rather simply 

expression of anger through words and sounds. Beside customer verbal aggression, which refers 
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to customers‟ verbal communications of anger that violate social norms (Grandey et al., 2004 

and Boyd, 2002; Harris and Reynolds, 2003 cited in  Karatape et al 2011, pp. 279-295) by 

swearing, yelling, threats, condescending remarks, and sarcasm on others. 

 

Hence, it would be reasonable to think that these types of aggression are followed by possible 

consequences which affect the employees and the organization as well as the customer. This has 

been acknowledged by the work of Solomon et al., (2006, p. 370), when customers are making 

purchase decisions of goods or services, they are more likely to pay attention on negative 

information than positive information by other customers. This also helps to look forward issues 

of good customer services by customer service employees. Moreover in this paper, we sought to 

emphasis on behaviors this type of aggressive behavior that occurs frequently, instead of extreme 

or rare situations. 

2.5 Customer Service Employees 

2.5.1 Importance of service employees   

In a number of times firms involved in service provision record failures mainly on how the 

customer service employees do well to customers. Different Studies on employees behavior 

show that firms get benefit when service employees behave in a good manner  and go extra miles 

than the given duties and responsibilities. This helps to have delighted customer in the 

interaction. However service employees need to be aware of some of the customer requests. 

 

“The Customer is always right” It‟s a great slogan provided by H. Gordon Selfridge. But 

according to Bacal, (2004, p. 8), it is not always right and could be of misleading. ; Customers 

are not always right since they sometimes demand unreasonable requests and expectations. It is 

very important for the customer service employees that they do not perform their day to day 

activities under such assumptions. Instead customer service employees should consider 

following two phrases. (Bacal, 2004, p. 8-10). 

 

 The customer always deserves to be treated as if he or she is important and his or her 

opinions, need, and wants are heard by the service employees  

 Of course, customer deserves to receive maximum effort from customer service 

employees who are serving him or her. 

 

These issues help to trace back concepts discussed in the first section of the theoretical 

background, that explains understanding customer want to act against customer aggression or 

customer dissatisfaction. Service companies not only need to focus on what they are providing to 

the customers but also how to provide products or services effectively which is the realistic and 

excellent customer service (Bacal, 2004, p. 9). This suggests recognition of customer wants and 

act accordingly to their wants in service provision. 

 

Myth of good customer service for customer service employees is the initiative of showing 

emotions. Due to which service employees can easily understand the customers for fair 

treatment. This leads to examine at a glance the advantage of frontline officers for firms to bring 

competitive advantage for the service provider and also play role to create satisfied customer 

throughout his/ her own experience of the service.   
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2.5.2 Service personnel; source of competitive advantage 

With the stiff competition of today‟s market in service it is vital to recognize the importance of 

service employees in service provision. According to Lovelock & Wirtz (2007, p. 311) from a 

customers` perspective, the encounter with service staff is the most important aspect of the 

service industry. From a firm´s perspective, the service levels and how the service delivered is 

important source for creating competitive advantage through front line service personnel. Service 

employees are important with respect to customer and firm perspective because front line staff 

(Lovelock & Wirtz 2007, p. 311). 

 

 Is a core part of the product: Service employees are the most visible element of the 

service during delivering service and significantly responsible for quality of service. 

 Is the service firm: From the customer‟s perspective, a front line employee is the service 

firm as he/she is providing the service on the behalf of the firm. 

 Is the brand: The service which provided by front line employees are the core part of the 

brand. 

2.5.3 Service employees vs. Customer satisfaction  

Many studies have tried to examine the relationship of service attitudes of employees with 

customer satisfaction in hotel industry. Trumble (2004, p.1) argued that according to norms of 

culture, smiling is a “mask exchanged out of politeness”. Researchers found different effects of 

smiles in business studies.  

 

According to Kattara et al., (2008, p. 321) human interaction is salient factor for determining 

customer satisfaction. When the customers are satisfied, they may be forgiving other problems. 

Hotel industry mainly depends on the customers‟ responses and the positive customer 

experiences. In hotel sector, superior services are dependent on employees; employees are the 

foundation of competitive advantage. These scholars further explain that actions of customer 

service employees are the foundation of service quality and customer satisfaction in hotel sector. 

Because customer service employees increase hotel image, actual and perceived service quality. 

  

Kuo, C (2007, p. 1083) determined four factors of customer service employee‟s behavior in his 

study in respect to customer service employees‟ behavior and customer satisfaction in hospitality 

industry: 

 
Fig 2.2: Four factors of Service employees’ Behavior  
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                                                Source: Kuo, C (2007, p. 1083) 

He concluded that service companies must give more attention to front line employees with 

proper training and emotional support which is necessary for them to cope with the increasing 

demands of customer service. 

 

To sum up, service employees are representative in hotel industry and create competitive 

advantage through their actions and behaviors. Their friendliness, empathic feelings, enthusiastic 

behavior and problem solving characteristics motivate the hotel customers to develop long term 

relationships due to their satisfaction. These different features of emotions help to examine 

concepts of the emotional labor.  

2.6 Emotional labor 
Emotions play an important role in the delivery of good customer service and customer loyalty. 

Organizations must ensure that employees should use it with the help of organizational display 

rules. These display rules help employees to use appropriate behavior in every interaction with 

customers (Misty & Robert, 2008, p. 311). Emotional work contains different strategies to 

modify, create or alter the expression of emotions while delivering services (Karen 1999, p.125).  

In this respect, customer service employees are required to handle mental responsibilities of 

customers while delivering services with a genuine sense of concern and interests. This part of 

service is the significant component of customer perceptions of service quality (Misty & Robert, 

2008, p. 310). 

Emotional labor mainly implies that, service organizations are likely to show emotions in front 

of customers. Customer service employees are expected to be cheerful and sincere with 

customers. Furthermore, emotional labor is the controlling of service employees behavior to 

show the suitable emotions (Chu, 2002. p. 1). Emotional labor is not only used for workplaces 

but also uses every aspect of person‟s life. Some scholars have also given broad definition on 

this issue, emotional labor is relatively new term described by Guy and Newman that, 

“Emotional labor applies to both men‟s and women‟s work, but is the „softer‟ emotions, those 

required in relational tasks, such as caring and nurturing, that disappear most often from job 

description, performance evaluations, and salary calculations” (Guy and Newman, 2004, p.289). 

It means that a person changes behaviors (emotions, verbal cues, body language) according to 

the suitable situation and a major challenge during emotional labor is that front line employees 

are required to show their emotions when customer give them hard time and they must convince 

them with smile if they receive negative feedback from customers (Chu and Murrmann, 2004, p. 

223). 

Emotional labor has been demanded considerably among service industries. Due to the 

increasing competition among service companies, it motivates the organizations to mainly focus 

on the nature and quality of services provided to customers and it is the crucial concern for 

management (Morris & Feldman, 1996, p.986). According to (Kruml and Geddes, 2000, p.11), 

emotional labor depends on making eye contact, delivering smiles and showing genuine concern 

for customer needs. But with the context of hotel industry, emotional labor takes place in a 

friendly environment and showing interests in guests needs and wants (Misty & Robert, 2008, p. 

310).  
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2.6.1 Feeling Rules 

The most important issue in emotional labor is to identify the correct emotional responses for the 

situations. Hochschild (1983, p. 42) described a set of “feeling rules”, which are also called 

“display rules”. On the basis of these display rules, service employees identify what appropriate 

behavior should be applied during delivering services. These display rules can be in form of 

script, describing the ´correct´ response for work situations. It could also be training regarding 

the particular occupation or ´manners´. For example, most of the large organizations have several 

policies for their customers in the form of written feeling rules which are used to judge the 

correct response. (Hoschchod, 1983, p. 85-90). In MacDonald, they use display rules like 

“encourage sincerity, enthusiasm, confidence and a sense of humor in their service personnel”   

(Mann, 2004, p 201.).  

2.6.2 Dimension of Emotional Labor  

According to Morris and Feldman, (1996, p. 986), construction of emotional labor based on four 

dimensions. These dimensions assist employees to deliver service effectively with the help of 

emotional labor mechanism.  

● Frequency of appropriate emotional displays 

● Attentiveness to required display rules 

● Variety of emotions to be displayed 

● Emotional dissonance 

 

Frequency of appropriate emotional displays 

Frequency of emotional display is the most salient component of emotional display for the 

effective emotional labor. It means identifying the appropriate emotional displays during 

delivering services. But meanwhile, frequency of appropriate emotional display is not enough to 

capture the level of planning or skills of service employees needed to regulate and display 

emotional expression. So due to this reason, other dimensions should also be considered in order 

to make emotional labor effective and efficient (Morris & Feldman, 1996, p. 989).  

Attentiveness to required display rules 

The second dimension is the level of attention for displaying rules required by the job. When the 

more attentiveness for displaying emotional rules required, the more psychological energy and 

more physical effort would be required. Showing attentiveness to display rules must consist of 

emotional display and intensity of emotional display (Morris & Feldman, 1996, 989). It means 

while showing display rubles, service employees should be attentive in their emotions.  

According to (Sutton and Rafaeli, 1988, p. 463), short interactions with customers require highly 

scripted formats, it could include a simple thank you, a slight smile etc. It means, for short 

emotional displays, short duration is required. On the other hand, for longer emotional displays, 

more efforts and more emotional labor is required. There are two reasons that duration has an 

impact on organizationally desired emotions. First, longer emotional labor leads to less scripted 

between customers and employees and consequently, longer emotional displays require greater 

attention and emotional stamina (Hochschild, 1983, p. 125). Secondly, when interaction between 

customer and employees become longer, it ultimately give more information to service 
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employees. This information from customers helps employees to solve problem efficiently and 

effectively after analyzing the whole situation (Morris & Feldman, 1996, p. 990).  

Intensity of emotional display means that how strongly and with what magnitude emotions 

should be displayed. Customers could be convinced due to the intensity of expressed emotions 

from service employees. The importance of emotional labor intensity is more significant when 

emotional works across groups of service employees are examined. For example, in hotel 

industry, for delivering services to customers is required high intensity of emotional displays 

(Morris & Feldman, 1996, p. 990).  

According to Morris & Feldman, 1996, p. 990), duration of emotional displays and intensity of 

emotional displays are positively related to each other. As stated above, emotions for short 

displays should be scripted and require little emotional intensity whereas emotions for long 

display scripted require being unscripted and requiring display emotions with more intense 

(sincerity) (Morris & Feldman, 1996, p. 991).  

Variety of Emotional required to be expressed 

The third dimension of emotional displays is displaying variety of emotions on the basis of 

situation. If the variety of emotions will be displayed greater, the emotional labor will be greater 

as well. When service employees express different kind of emotions according to the situation, 

like with planning, it could increase the energy of service employees to spend more on emotional 

labor (Morris & Feldman, 1996, p. 991). 

In organizations, emotional display could be positive or negative in nature (Wharton & Erickson, 

1993, p. 459). The purpose of the positive emotional display is to increase the bond of liking 

between service employees and customer whereas negative emotional displays increase the anger 

among customers (Morris & Feldman, 1996, p. 991). During delivering services, both positive 

and negative emotional displays depend on the situations and it will use to change the situation. 

For example, professor are required to show different kind of emotions, positive emotions will 

help to build enthusiasm and negative emotions help to maintain discipline (Morris & Feldman, 

1996, p. 991). 

Emotional Dissonance 

Emotional dissonance is the fourth dimension of emotional labor construct. According to 

Midddleton (1989 in Morris & Feldman, 1996, p. 992), emotional dissonance is the conflict 

between genuinely felt emotions and emotions which are required from service employees by the 

organization to be displayed while delivering services. It usually occurs when there are conflicts 

between emotional expressions required by job display rules and service employees‟ inner or 

“real” feelings. So organizations should understand the emotional dissonance phenomena to 

overcome the stress between employees.    
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2.6.3 Types of Emotional Acting 

In dealing with emotional labor, emotions to be shown in service delivery are also further 

categorized.  According to Hochschild 1983, there are basically two types of emotional acting 

widely used in service arena that the hotel industry has no exception.  

Surface Acting; In surface acting people do acting and show emotions without feeling and 

realizing that emotion. This type of emotional labor is mostly used in workplace. Surface 

emotional labor involves changing the negative emotions such as anger, sadness, aggression into 

emotions such as happiness, care, excitement etc. (Hochschild 1983, p. 38-42).  
 

Deep acting; while in deep acting, there are two different emotional actions are involved. In first 

emotional action, person show actual emotions. The second emotional action is true method of 

acting, in which individuals use past emotional experiences to encourage real emotion which is 

not felt before (Hochschild 1983, p. 38-42). Moreover, service employees try to correlate internal 

and external emotions while delivering services. For example, In Mc Donalds, service employees 

even show smile when they felt they are treated badly from customers (Leidner, R, 1999, p. 85). 

 

To sum up, emotional work is salient component of service delivery process. The dimension 

stated above clearly helps to see how emotional labor happens in organizations. In hotel industry, 

when service employees faces negative feedback, the best way to retain customer and make them 

satisfy is the usage of emotional labor technique including surface acting and deep acting. Both 

are the required part of the emotional labor technique. In addition, organizations and service 

employees should consider above four dimensions for the effective customer service.  

  

2.7 SUMMARY OF THEORIES 
In this part of the study, we have utilized important concepts that are directly associated with 

providing answers to our research questions. The first part of the theoretical background gives 

understanding of customer wants and needs in service arena. As described, fulfilling customer 

wants are keys in creating good perceptions about the customer service employees in the 

company that leads to excellent customer relationships.  

 

Briefly described above, in the theoretical foundation we assessed understanding customer wants 

in services that implicitly cause aggression if they are not met as requested in most customer 

oriented services providing organizations. Basically customer wants are explained through “key 

wants” of sense of importance, solved problem, sense of confidentiality, speed acknowledgment 

and choice /option available to them. Recognizing all these all these wants on the basis 

prevailing situation is critical. Otherwise, missing any of the customer wants leads to 

dissatisfaction in service, depends on the level customer may misbehave or behave aggressively 

in front of the service employees. 

 

As described by different scholars, issues of aggression can mostly be viewed from the 

standpoint of Aberrant consumer behavior, deviant consumer behavior and jay customer. These 

concepts rely on violation of “norms and standards” as well as “causing problem” to the 

company in different ways.   Such emotions can be expressed either vocally or physically. The 
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vocal expression of aggression is called verbal aggression. As stressed in many parts of the 

literature this type of emotion is assumed to be the most common in service.   

 

Different features of failure in interaction between the customer and service employee are due to 

some of the routine activities as well as customers‟ own psychological, demographic  social 

/group influence and antecedent state of the customer. 

 

Stated above the interaction between customer and service employees is important link that 

require attention. This leads to pinpoint the importance of service employees to bring 

competitive advantage in organizations. Moreover, when thing go wrong for various reasons in 

interaction, the service employees need to find a way to calm the situation,  this can be done by 

applying features of emotional labor. Emotional labor is a situation of emotion regulating that 

employees assumed to display as part of their job in service interaction. The issue can further be 

approach through the concepts of surface acting and deep acting. The former refers to showing 

emotion without really feeling and realizing the emotion that is mostly applicable in service. 

While the latter stressed showing actual emotions in services. Moreover, in high interaction 

services like hotel, emotional labor is key coping mechanism to change situations of negative 

emotions. This assists to deal with identifying causes for such emotions and appropriate way outs 

to mold such behaviors specifically in hotel services. 
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3 METHODOLOGY 
In this chapter we present the approach of this thesis, give explanation and inspire our choice of 

strategy for this particular research, in line with the object of the research and the data 

collection mechanisms for empirical evidences. 

3.1 Scientific approach 
In academic research, there are two well-known views to explain the relationship between theory 

and research: deductive and inductive approach (Bryman & Bell, 2011, p. 11). These research 

approaches are further explained and related to our research as follows: 

 

 
                     Deductive  

   

Theory  

 

 
 

 
Observation /Finding  

  
 

      

 
                     Inductive 

    
Own interpretation of the Literature 

Figure 3.1: Types of research approaches 

 

3.1.1 Deductive Approach 

Deductive approach works from a very general to more specific issues. That means the 

conclusion drawn emanates from the facts available. In other words, it is a linear approach in 

which steps in the process follow a logical order (Bryman & Bell, 2011, p. 11). 

 

Instead of making theory the result of a research, in deduction, theories are borrowed from 

scholarly literatures and different materials. In this approach the theories are utilized before the 

actual data collection begins (Blaikie, 2000, p. 114-115). In other words, this approach begins 

with a theory, hypothesis or certain concept that is adopted from different literature and 

continues for testing the applicability of the theories (Taylor et al., 2006, p. 4).This approach is 

basically using different techniques and theories in the real world so as to test and assesses the 

validity of these theories (Lancaster, 2005, p. 22-24).  

 

3.1.2 Inductive Approach 

Unlike deduction, inductive approach explains the relationship between theories and researches a 

method moving from the very specific situation to a general theoretical statement (Bryman & 

Bell, 2011, p.11).. Similarly in inductive research strategy, the research begins with collecting 

empirical data and finishes with generalization of the findings (Blaikie, 2000, p. 114-115). By 

the same token as argued above by Blaikie, inductive basically involves “collecting data by 

operationalizing on concepts , and then searching for patterns in the data , these patterns 

become generalization ,and networks of generalization is considered to be a theory“(Blaikie, 

2000, p. 114-115).. 
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In this research deductive approach is deemed important. This is because as argued in Bryman & 

Bell, (2011, p. 12), theoretical ideas and findings might have been published by others before the 

researcher has generated his/her own findings. All the behavioral questions, the concepts linked 

with finding out drivers of customer aggression and the issues discussed to analyze how service 

employees mold the behavior of aggressive customers through emotional labor are expected to 

bring outcomes on the bases of utilized concepts in the theoretical framework of the research. At 

the final stage of the paper confirmation or difference from the theories are expected in the 

outcome of the study.   

 

3.2 Research Design 
At this stage of the research we have chosen appropriate research design that helps for collection 

data and making analysis.  

3.2.1 Case study 

Case study helps researcher to view issues from the holistic or embedded perspective than other 

design of cross sectional or longitudinal studies (Yin 2005, p.50 and Remenyi et al., 2005, p. 

162). It also relies on the investigation of specific research questions with set of different kinds 

of evidences that are gathered and summarized to provide possible answers for specified research 

questions (Gillham, 2000, p.1-2). Moreover the overall feature of research design serves as a 

background while considering the specific design for case study (Yin 2009, p.17). Similarly, as 

applied to this research the design helps to answer the research questions raised in the first 

section of the paper. As argued in the previous sections, the case study design helps to strengthen 

the existing researches by providing answers for what reasons push customers to behave 

aggressively and how customers‟ service employees handle the situation in the context of the 

hotel industry.  

In other words, as argued (Yin, 2009, p 14) case study researches help to make contribution on 

the study and get knowledge on individual organization, social and political phenomena. As 

briefly described “case study allows an investigation to retain the holistic and meaningful 

characteristics of real life events” (Yin, 2009, p 14). Similarly in this research the case study 

assists the authors to advance knowledge on the drivers of aggression in line with the coping 

mechanism used by service employees in hotel services.  

At the beginning, the authors of the research considered doing multiple case study and 

comparative study from four different hotels located in Umeå believing to overcome all the 

limitation of a single case study. However due to lack of interest from many of the hotels, the 

authors decided to make a single case research at Björken hotel. 

In our study, the single case study considered entails the study of a single organization, single 

location, or a single event. This embedded single case study is in use when the case study 

involves more than one unit of analysis that is applicable to our study due to the fact that, even if 

the study is about a single hotel, the analysis of the research includes issues of customer and 

employees of the hotel (Yin, 2005, p.50). This type of case study is popular and well known 

approach in the field of business research (Bryman & Bell, 2011, p. 59).  
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The aim of a single case study is not primary to make a conclusion on the findings of other case 

studies, instead to give specific context (Bryman & Bell, 2011, p. 62). In this regard, the case 

study approach chosen (One hotel) helps the authors of this research to intensively examine this 

single case for discussion of the issue. Indeed, it is worth mentioning advantages and 

disadvantages of single case study.  

Table 3.1 Advantages and Disadvantages of single case study 

Source:  Naumes &  Naumes, (2006. p. 64-65) 
 

Similar to the above advantages, this study may help to confirm or extend the existing theories 

both in cause of aggression and emotional labor issues as coping mechanisms. Indeed, the single 

case study may also assist the authors to look the two issues in a greater depth in the hotel 

industry.  

3.3 Data Collection instruments  
Though case study method is the main method, it includes other sub methods of data collection 

that includes interview, survey, observation, document and record analysis etc (Gillham, 2000. 

p.13). 

The case study design stated above helps to implement questionnaire and structured interview. 

To fully examine the overall picture of aim of the research (on identifying drivers of aggression 

and how to mold aggressive customers), we have applied single case study research design. The 

survey will be followed by interviews with front line customers. Access to informants was 

difficult part of the process; however data collection was done due to kind cooperation of the 

hotel manager and other employees by introducing the authors to front desk employees and the 

customers.   

3.3.1 Questionnaire 

Questionnaire helps to gather information that cannot be easily seen or that is not found in 

document or computerized form (Remrenyi et al, 2005. p.150). In this research regarding 

collecting data through questionnaire, planning & printing was made to collect from 120 hotel 

customers; however we ended up with reply from a total 96 customers. In addition to the real 

incident questions, demographic information like gender, age, frequency of visits, purpose of 

visit and social status were considered in the questionnaire. The author implemented direct data 

collection technique by presenting themselves to customers with help of the employees of the 

hotel. Believing, this helps the informants to get quick explanation on some section of the 

questionnaire that they require more information. The questionnaire assists to investigate causes 

of aggression by asking the real experience of the hotel customers.  

Advantages Disadvantages 

Helps to develop solutions and then tests them 
in similar study 

Hard to make generalization from the result of the 
study 

Helps to confirm and extract a theory 
It is difficult to infer from the result of the study in 
a longer context 

Helps to conduct the study and a context of 
environment in which it occurs 

 Helps to get into greater depth 
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3.3.2 Interview  

Interview in such cases data collection is done based on respondent – researcher direct 

conversion. The semi structured interview, the study conducted on the basis of list of ideas and 

questions to be considered under study (Saunders et al, 2009, p.320). An interview guide is 

important check list for researcher to ensure that important issues are incorporated in the 

conversation. In this regard, interview manual developed, was used as a guide line while 

conducting the interview with the informants. This helps to answer the second research question 

incorporating issues of emotional labor by asking real incident questions.  

From this hotel, a plan was made to conduct three interviews with customer service employees. 

However due to language barriers and high traffic of customers, we managed to conduct two 

interviews only. Primarily, most of our questions are about how customer service employees are 

handling and molding the behavior of frustrated/dissatisfied customers, in some cases aggressive 

customers.  

3.3.3 Selection Criteria 

As stated above in the beginning, the authors of this research have tried to make multiple case 

studies of different hotels in Umeå. A total of four different hotels were contacted for the 

purpose of the study. However, due to lack of interest from three hotels, the authors approached 

the concerned manager of Björken hotel and got permission to undertake the research.  

 

As we said above the questionnaire distributed among the customers was on the basis of non-

probability sampling and convenience. While the selection criteria for our interview study was 

customer service employees who have been working in the hotel as front line officers. It is also 

important to be reminding that front line officers are primary source of continuous interaction 

with customers especially in hotels. As a result, we found necessary to select the CSEs as a good 

source of information through the interviews conducted. Due to language barrier, we managed to 

conduct two interviews with customer service employees (CSEs).  

3.4 Types of Data 
In research, there are two types of data, Bryman & Bell (2011, p. 312) states on by saying 

primary data is information gathered by researcher own that could be through using interview, 

questionnaire and test. On the other hand secondary data collection basically based on documents 

and articles that are collected by other researcher and institutions (Bryman & Bell, 2011, p. 315). 

The primary data includes the data that is quite important to the existing study and research 

problem. It is collected by a researcher so as to answer the research questions, using different 

techniques, which are based on a structured questionnaire and interview. The primary data is 

collected in two ways by quantitative survey for sample of customers and follow up interview 

with customer service employees in the hotel industry. Initially the authors assumed to collect 

the data from the customer survey by post however, on the basis of the advice we got from the 

customer service employees to minimize the non-response rate the survey questionnaire and the 

interview are administered in person by the authors. 
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3.5 Quantitative and Qualitative Research 
Implementing both methods of qualitative and quantitative is normally difficult part of the 

process; the method is recent issue that suffers from unfavorable and doubtful explanation of its 

feasibility (Bryman and Bell 2007, p 643-57). However, widely recognized researches have been 

seen since 1980s, considering all the strength of the method against its limitations (Bryman and 

Bell 2007, p 643-57). Data collected through the questionnaire as well using descriptive analysis 

of the data indicates our quantitative study of the research. On the other hand, the interview held 

and analysis made based on the result obtained suggests our qualitative approach of the study. 

3.6 Sampling Population 
Researchers, whether they are planning to collect data through the help of interviews, 

questionnaires, observations, or other ways of data collection mechanism, it would be 

impractical to collect data from the whole population, instead they need to make sampling 

(Sauders et al., 2009, p. 212). At this point it is also important to define population of the study. 

We noticed that Björken hotel is one of the high traffic customer hotels with 140 to 200 guests 

per day. We define our population of study on the basis of the total number of customers served 

in the hotel in the period of data collection from 13
th

 May, 2011 to 19
th

 May, 2011.Wihin the 

days given, by taking the average number of customers per day (170), we can assume that a total 

of 1190 have been served in the hotel.  As a result, we think and consider taking a sample of 120 

out of the population can help to get representative sample. Response rates in most case are 

supposed to be adequate to make use of the information collected from a survey. Thus in this 

research reasonable response rate (80%) has been found. The hotel was conducting a similar 

customer survey just immediately after our data collection was completed. We were also advised 

by the hotel manager to manage the data collection within the stated days above, thus data 

collection seized by collecting from 96 customers. 

Moreover, non-probability sampling assume the probability of member of the sample selected 

from the population is not well known and samples drawn are not based on statistical ground 

(Saunders et al, 2009, p.213).Similarly, Population sampling in this research takes place in a 

non-probability sampling based on convenience, it refers to sampling is done on the basis of 

convince to the researcher and some units of the population could be sampled than the others. In 

such sampling, one can easily see limited representation of the whole population (Bryman & 

Bell, 2011, p.190). In other words, we contacted the Björken hotel guests‟ total of one hundred 

twenty respondents merely by their accessibility. However, the hotel is one of the busiest hotels 

in Västerbotten municipal with 248 rooms including 185 rooms with the possibility of double 

accommodation. This might help the researcher to improve the probability of getting 

representation of the whole population.  

 
 

 

 



  21 

3.7 Structure of the questionnaire and interview manual 
The questions are structured on the ground of the existing literature on the issue of causes and 

consequences of aggression, and emotional labor concepts. The questionnaire is designed into 

three different stages. The first part of the questionnaire aims at capturing customer experience 

of the hotel under study. The second part of the questionnaire is designed to get feedbacks on the 

overall hotel experience of the guests. The socio economic and demographic information of the 

guest are asked in the last part of the questionnaire. The questionnaires assist to discover causes 

of aggression in hotel services.  The interview manual was designed on the bases of the concepts 

identified in emotional labor literature (see Appendix II), primarily to explore the second 

research question (how service employees mold the behavior of aggressive customers through 

emotional labor while delivering services). The interview questions starts by asking overall 

experience of CSEs followed by other specific questions linked to the study. The interview helps 

to outline methods to be deployed so as to mold behaviors of aggressive customers while 

delivering services. It also comprises three different layers; General background questions, 

general questions related to the real incidents/experiences and specific incident questions. All 

these questions are adopted from Bacel (2004) on techniques to handle different customers and 

intended to provide answer to the second research question and partly to the first research 

question.  

3.8 Data analysis 
Data both from the questionnaire and interview is analyzed to answer the research questions. 

Predominately driver of the aggressive/ anger behavior will be fully answered through the 

questionnaire that is distributed among the hotel guests while how and what coping mechanisms 

used by the service employees is analyzed through interviews with service employees. Beside, in 

our research analyses of the data is done by the aid of SPSS (Statistical Package for the Social 

Sciences) computer system. While using descriptive statistics, the data from the questionnaire is 

analyzed using different statistical indexes such as percentage, frequency, average and standard 

deviation through diagrams, graphs and tables. Descriptive statistics utilized from the 

questionnaire helps to show summary of the results from the sample survey considered. The data 

collected through interview from the customer service employees is analyzed to provide 

adequate explanation for the research questions in light of the theories reviewed in the theoretical 

background.  

3.9 Criteria for evaluating quality of the research 
There are important concepts that researcher should pay attentions as they present criteria 

assessing quality of business and management research (Bryman & Bell, 2011, p. 40). The 

quality of a research can be evaluated on the basis of set logical tests so as to clearly show 

logical set of statements in the design (Yin 2009, p.40). Accordingly the following criteria to 

evaluate and establish the quality of our research are considered. 
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3.9.1 Reliability and validity 

3.9.1.1 Reliability 

Reliability refers to whether the outcomes of the research are repeatable or not (Bryman & Bell, 

2011, p. 41). This concept is particularly associated with quantitative research. Nevertheless, 

sometimes researchers can choose to replicate findings done by others. Consequently in our 

research appropriate description of the research procedures, types and methods of data 

collections are clarified which might help others to replicate this study. Beside, to increase 

reliability of the study in this research after the interview we will send manuscript to the 

employees to get approval it in order to minimize possible misunderstandings. 

3.9.1.2 Validity 

Validity is also another important aspect in research that is associated with integrity of the 

research that is generated from a piece of research (Bryman & Bell, 2011, p. 42). To increase 

validity of the data interview results will be recorded and data collected through questionnaire 

will be kept in safety. 

 

According to (Remenyi, et al, 2005, p.180), basically there are two types of validity in research. 

External Validity: Implies the generalizability of the researcher finding outside the research 

environment At this point in our research, the research is undertaken and restricted to hotel 

services and geographical areas. Hence, for this reason external validity may not be in use. 

 

Internal Validity: In connection to questionnaire, internal validity refers to “the capacity of the 

questionnaire to measure to what extent the researcher is intended to measure” (Saunders et al, 

2009, p.372). At this point effort has been put to incorporate relevant concepts of the issues from 

the theories in the questionnaire and interview guide. 

3.10 Limitation of the research and Ethical Consideration 
Aggression in services is a complex issue that requires deep analysis and study from different 

point of view. Accordingly we have found different limitations of the study related to the utilized 

theories, data collection methods, data and tools of analysis. 

In general a research is not an easy undertaking, it requires patience, determination and open 

mind. Some others kinds of research can also be of more difficult and challenging for researchers 

due to a number of reasons. Likewise, studying the sensitive topic “customer aggressive 

behavior” was a challenge mainly for two major reasons. Firstly, Customers in any situation are 

not willing to be labeled as “aggressive customers” and become hard for them to disclose the 

required information. Secondly, CSEs working in the hotel services are not ready to admit their 

poor provision of the service for the causes of showing such behavior by customers. As a result, 

it is important to bear in mind that, the conclusion drawn on the basis of the empirical findings 

could suffer from such biases. 

Aggression is a broad concept, issues discussed in the theoretical background may not be exactly 

the same instead they describe most the issues of aggression. 

In this research the sample size considered is relatively very small. In other words, it is very 

difficult to make conclusion with only two interviews and survey of 96 guests regarding the issue 
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under study. Gender variation on the sample may also lead to make bias conclusion.   Moreover, 

the data analysis mechanisms used by the help of SPSS and the percentage may be misleading as 

it does not show the exact situation of the phenomena. All in all, it is hard to undertake and make 

good conclusion with both limited interviews and survey. Combined methods of qualitative and 

quantitative method may not be the best method to carry out such research, applying a single 

method may bring better finding and helps to make good conclusion. 

Moreover, the authors are also fully aware that the study suffers from critical empirical analysis 

limitation due to small sample size considered under study both in the survey and interview. The 

study is conducted within the context of a single hotel Bjorken, as a result it is hard to assume the 

results obtained as a typical representative to the entire hotel industry.  

According to Saunders et al., (2009, p. 187), ethical issues an important aspect that researcher 

cannot ignore. Ethical consideration in research has a direct linkage with the integrity of pieces 

of a research. Thus it should be considered during research. For ethical consideration, we put our 

best efforts to avoid any type of plagiarism throughout the thesis. In addition, all academic 

resources used in this thesis are also included in the reference list. Moreover we have also 

communicated our interviewees at the beginning of each interview to keep their names 

anonymous; hence we call them as CSE 1 and CSE 2 in the data presentation and analysis 

section of the paper.  
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4 DATA PRESENTATION AND ANALYSIS 
In this section, brief introduction of Björken hotel will be provided, data from questionnaires and 

interviews will be analyzed at two stages. In addition, results from the statistical analysis of the 

data are presented, described and discussed thoroughly in this section of the paper. Moreover, 

results from questionnaires and interviews will be compared at further stage of the study.  

4.1 Björken Hotel 
Björken hotel is located near to the Norrland university hospital and the Umeå University in 

which most of the customers are patients from the hospital. Björken hotel has 248 rooms of 

which 185 rooms with a possibility of double accommodation. The rooms are well furnished 

with all facilities of hair dryer, refrigerator, direct dial telephone, security alarm and safety. 

Björken hotel offers special accommodations like it has 36 rooms for disable guests and 49 

rooms convenient for allergic people. 

4.2 Data presentation  

4.2.1. Result from Customer Survey 

Before considering statistical tests, descriptive analysis are made.  The results from the analysis 

are presented in graphs and tables below. 

4.2.1.1 Demographic characteristics of respondents 

A) Age 

As presented in chart 4.1, most of the respondents (36%) are between 51 – 60 years old. Slightly 

lower number (22) % of the customers have ages above 60 who visited the hotel. Thus most of 

our respondents fall in the age category between 51-60 years old.  
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Graph 4.1: Percentage of respondents on the basis of age 

B) Gender 

Below shown in graph 4.2, the gender composition of the respondents, clearly shows that 

approximately 66 % are males, while female constitutes 34 % of the survey in hotel. 

 

Graph 4.2 Percentage of customer´s age 

C) Frequency of Customer visits 

Below graph indicates for how long customers have been using Björken hotel services. It seems 

that most of the customers (approximately 43%) have been using this hotel for less than one 

year. This is because most of the customers are patients from the Norrland hospital. As a result 

customers come to the hotel for the first time and go back home after getting treatment from the 

hospital. On the other hand, approximately 21 % of the respondents have been visiting the hotel 

more than 2 years but less than 3 years. This is because some customers come just for regular 

checkup and treatments with their doctors, and others for first time visit from the university and 

other places.  
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Graph 4.3: Percentage of respondents pertaining to frequency of visits at Björken     
hotel 

D) Purpose of visit 

Lastly, consideration of customers‟ purpose of stay in Björken hotel is depicted in graph 4.4. It 

shows that considerable number of respondents (approximately 76 %) stay in Björken hotel for 

the purpose of different reasons other than business trips (7.3 %) or holiday trips (12.5 %).  We 

also learnt that most of the respondents are staying in this hotel for the sake of getting medical 

treatments from Norrland university hospital.   

 

Graph 4.4: Percentage of customers pertaining to frequency of visits at Björken hotel 
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4.3  Customer general experiences towards hotel services 
In this part of the questionnaire, general experiences of the customers towards hotel services 

have been presented. The statements below are taken from the behavioral questions part of the 

questionnaire (see Appendix I). The results in table 4.1 shows that, behavioral factors 

considered have mean value above 3 including those statements (which have mean value of 

more than 4), states that talks to customer politely, greet with friendly welcome and big smile 

from customer service employees. These illustrations of those customers are experiencing good 

behavior from customer service employees.  

 

Behavioral questions  Mean  Std. Deviation 

When I need help services employees listen carefully to me.  3,92 ,89 

Service employees take-care of my wants well and quickly 3,95 ,95 

Service employees resolve my problems with sincere behavior. 3,95 ,91 

Service employees respond me to my call in helpful tone of voice 3,99 ,92 

  Service employees have complete knowledge to answer my questions about services. 3,86 ,83 

 Service employees always show polite behaviors and talk to me politely.  4,18 ,91 

 Service employees greet me with a friendly welcome and big smile 4,08 ,89 

Service employees make me to feel special when I enter the hotel.  3,81 1,09 

 Service employees take minimal waiting time during check- in procedures. 3,94 1,01 

Service employees use positive body language during delivering services.  3,97 ,97 

Table 4.1 Behavioral factors in hotel services 

4.4 Reasons of Dissatisfying/Frustrating experience 
The following table 4.2 illustrates the percentage of dissatisfying or frustrating experiences of 

respondents while getting services in hotel, approximately 45 % of the respondents had actually 

experienced frustrating/dissatisfying situations, while a bit higher number of the respondents (52 

%) had not experienced dissatisfying or frustrating situations.  

       Have you ever had dissatisfying/frustrating experience while getting services in hotels? 

Column 1 Frequency  % 

Yes 45 44.79 

No 50 52.08 

No response  1 1.04 

Total  96 100 
         Table 4.2: Respondents dissatisfaction/aggression experience 

Following the previous questions, below is the table showing the reasons from respondents that 

lead to frustrating or dissatisfying situations. The table clearly shows that most of the reasons 

are lack of assistance from the service employees (Approximately 24 %) followed by noisy 

customers around (20 %) whereas lack of punctuality and billing errors constitutes 

approximately 17 % and 11% respectively. These facts and figures show, of the stated reasons, 

most of the respondents showed dissatisfaction due to the lack of assistance from the service 

employees. Moreover from the open ended C part of the questionnaire, there are also reflections 
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on others various reasons (approximately 26 %) behind the dissatisfying behaviors like 

cancellation of booking without informing the customers due to invalid credit card. 

  

      Reasons of Customer Aggression: 

Reasons Frequency % 

Lack of punctuality 8 17.78 

Noisy customer around 9 20 

Billing errors 5 11.11 

Lack of assistance from the service employees 11 24.44 

Other 12 26.67 

Total  45 100 
        Table 4.3: Respondents reasons of customer aggression 

Below table shows that most of the respondents received the solutions of their problems 

efficiently and effectively. The figures show that majority (67 %) of the respondents get 

problems solved always whereas approximately 29 % of the respondents get their problems 

solved sometimes. However, only 4 % of the respondents did not get their problems solved by 

the hotel while getting services. These facts and figures clearly show that hotel service providers 

give immediate solutions to the frustrated/dissatisfied customers so as to retain customer in long 

run.  

 
       After the frustrating or dissatisfying incident did get your problem solved effectively and    
       Efficiently? 

        Table4.4: Respondents problems solved efficiently and efficiently 

        Following the incidents what was your reaction? 

Column 1 Frequency  % 

Talk to the service employees 25 55.55 

Talk to the higher authorities 8 17.79 

Tell others about your bad experience 7 15.55 

Switch to another hotel 5 11.11 

Total  45 100 
         Table 4.5: Respondents reactions towards hotel services 

Above table shows reaction of the customers after getting frustrating or dissatisfying incidents. 

The figures refer to those respondents who experienced the incidents, most of them preferred to 

talk to service employees approximately (56 %). Besides, 18 % of respondents preferred to talk  

Column 1 Frequency % 

Yes, Always  30 66.67 

Yes, sometimes  13 28.89 

Not at all 2 4.44 

Total 45 100 
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to the higher level management of the hotel whereas Small number of (Approximately 16 % and  

11 %) the respondents communicated their bad experiences to other people and decided to switch 

to another hotel respectively. 

4.5 Bivariate Data Presentation 
The cross tabulation below (table 4.6) illustrates reasons of customer dissatisfaction / frustration 

against gender of the respondents. The table shows that in both genders the top three reasons for 

customers to experience dissatisfaction are lack of assistance from service employees, noisy 

customer around and lack of punctuality.  

 

Reasons of customer aggression against gender: 

Reasons  Males % Females % Total  
Lack of assistance from the 
service employees 7 15.56 4 8.90 24.44 

Noisy customer around 7 15.56 2 4.44 20 

Lack of punctuality 5 11.11 3 6.67 17.78 

Billing errors 3 6.67 2 4.44 11.11 

Other 9 20 3 6.67 26.67 

      

Total  31 68.89 14 31.11 100 
Table 4.6: Reasons of respondents´ aggression against gender 

In reference to the cross tabulation below (see Table 4.7), if we look at the age category 51-60 in 

which we have significant number of respondents shows that, unlike data table 4.6, the top 

reasons in this age category are noisy customer around followed by two reasons of lack of 

assistance from service employees and billing errors that have equal number of respondents.  

In both table 4.6 and 4.7, the data presentation shows that reasons are dominantly with the issue 

of lack of assistance from service employees and noisy customer around.  
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Table 4.7: Reasons of respondents´ aggression against age 

4.6  Results from Interviews 
A semi-structured interview guide assisted the authors to dig out the required information and be 

able to understand the situation of the selected (Björken) hotel. Before the real incident 

questions, the interviewees were also asked regarding their educational, background and 

experiences. Detailed explanation of the issue is made in this section of data presentation and 

analysis part of our study. 

Interviewee Gender Job Title Educational Background Experience 
Duration of 
Interview 

CSE 1 Female 
Head of front 
desk Nurse 5 years 23 minutes 

CSE 2 Female 
Front line 
officer Nurse 1 year 18 minutes 

 

Table 4.8: Respondents profiles 

Have you ever had any personal experiences of dissatisfied/frustrated customers during your 

job? 

Customer service employees have described their personal experiences about 

dissatisfied/frustrated customers and emphasized that most of their customers are showing kind 

and satisfied behavior while getting services. However, rarely customers may come with 

dissatisfaction or frustrating situations. One of the interviewee expresses this situation as follows, 

“Yes, it happens but most of our customers are pleasant and happy. They always show kind 

behaviors and willingness to cooperate with us” (CSE 1). 

In addition, service employees expressed that they have well organized hotel service provisions 

and believe that mostly customers get high quality services in their hotel. As a result there is little 

room for dissatisfaction.   

 

 

Reasons  21 - 30 31-40 41-50 51-60 More than 60  Total 

Lack of Assistance from the 
service employees 2.22% 4.44% 2.22% 6.67% 2.22% 17.77% 

Noisy customer around 2.22% 2.22% 4.44% 8.90% 2.22% 20.00% 

Lack of punctuality 2.22% 0% 2.22% 4.44% 2.22% 11.10% 

Billing errors 0.00% 6.67% 4.44% 6.67% 6.67% 24.45% 

Others 2.22% 0% 8.90% 15.56% 0% 26.68% 

Total  8.88% 13.33% 22.22% 42.24% 13.33% 100.00% 
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What kind of behavior you have faced from the customers side? 

 

For CSE1,  sometime customers shows dissatisfaction when they are in hurry to get services, for 

example taxi is waiting for them , and have request for services like picking newspapers and 

opening the luggage store . This has also been further explained by, 

CSE2: “As we are four in number working as customer service employees, and two at a time, in 

some situations customers might not tolerate the long waiting time .Sometimes they ask for 

getting services a head of others. However, most of the time customers are ready, kind and 

tolerant to wait more. They do not often show frustrated behavior”. 

What was the reason? 

For CSE 1, that they provide a good service, quality accommodation, good restaurant but 

sometimes customers might dissatisfied or frustrated not because of their services instead of 

personal reasons from the hospital (i.e. since most of the customers are from the 

hospital).Customers are afraid of their health and are not sure about the next day. Consequently 

they might exhibit such behaviors in front of the service employees. Moreover, they also noticed 

that usually customers are frustrated particularly in this hotel, not directly by their services but 

indirectly from their illness. 

This has been similarly strengthened by CSE 2,  

 

“We have customers mostly from the hospital. As a result they are usually frustrated not directly 

by our services but due to their health condition” (CSE 2). 

 

The interviewees see the reason for customer dissatisfaction from the earlier state of the hotel 

customers connected to their health circumstances. 

 

What were your reactions? How did you handle different customers? 

The customer service employees working in this hotel are professionals in nursing with rich 

experience in handling patients as customers. Both of the interviewees suggested that it is 

important to be fully aware of all the needs and want of such customers so as to help them in 

getting their problem solved quickly. 

CSE1 stated that “In this situation, mostly we try to find out the reasons of customer frustration 

and then after finding the reasons, we handle the situations accordingly. Mostly, we give time to 

customers to find solutions of their problems. As a result, we respond to their requests in gentle 

and soft manners for better services”. 

They also think that the educational background they acquired as a nurse complement to react 

according to the needs and wants of the customers. This also strengthen by CSE 2, 

“When customers especially patient guests show frustrated behavior, I handle them according to 

their behavior, in our hotel, we all service employees do have also nursing courses and we 

handle these customers (especially patients) from medical point of view”.  
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If a customer jump ahead in a line of waiting customers? How you deal the customers in this 

situation? 

In this case, they all explained their views; they use a very gentle way of letting the customer 

know about the situation.  

In this circumstance, CSE 1 explained that “Smoothly I say to customer, Perhaps you did not 

recognize, you jumped the line, can you get back to the end?” This softness in behavior inspires 

the customers to get back to the end of the line. In addition, CSE1 understood that most 

commonly other customer says this customer to keep rule of the queue. 

“often It happens in our hotel ,while treating one customer the  other customer break the  line, I 

prefer to use the verbal softeners with this statement can convey message that the customer  will 

be served turn by turn”(CSE 2).   

If a customer interrupts a discussion between you and other customer?  How to handle this 

situation?   

Both explained what they do when they have such situations, CSE 1 pointed out that in some 

cases, she faces a situation in which one customer rush up and interrupt conversations while 

helping another customer. In such circumstances, the latter customer might be annoyed by the 

first one. But mostly if the request from the first customer is just for key, magazines, any small 

inquiry that does not take more than five second, then she prefers to fulfill first customer request 

quickly after getting permission from those who line up for services. 

“Most of the time when customer interrupt the discussion between me and the other customer, I 

mostly prefer to say that I will help you later but I have to serve this customer first. But in case of 

if the customer needs few second discussions and requests for example, the timing of front desk, 

restaurant opening and closing times etc. In such cases, I apologize the first customer and try to 

fulfill the second customer inquiries.”(CSE 2). 

If a customer has negative emotions about the company due to past experiences, how you mold 

their behaviors? 

Both of our interviewees showed similar stand regarding negative word of mouth. They 

explained that if a customer comes across with a negative word of mouth regarding their 

services, then they handle this situation by letting the customer feel the real situation by him or 

herself instead of relying on the remarks of other people. Besides, they also try to explain the 

essentials of their quality and good services to their customers. 

“I explain to the customer about actual situations and assist him/her to get the real experience of 

our hotel services” (CSE 1). 

If the customer won’t stop talking and is getting abusive on the phone, how you handle this 

situation? 
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Concerning abusive situation on phone, both believes that this kind of behavior is not so 

common in their hotel. However, for CSE1, if she has such customers, she handles by trying to 

convince the customers to stop talking long on phone. So that she can give help as soon as 

possible, and resolve the problems quickly. This has also been acknowledged by CSE2 as 

follows. 

“Actually we don‟t have angry or disappointed customers so much. I think we have cheap hotel 

with quality services. It is not so often to find customers with such behavior. Most customers who 

make calls are in need of information or reservation etc. Hence, they are either in hurry or need 

timely information” (CSE 2). 

4.7 Analysis of findings 
At this stage empirical evidences presented are analyzed on the basis of appropriate mechanism 

to the case study. As outlined above purpose of the thesis is to identify causes of aggression and 

how it should be molded in hotel services. As result already identified causes of customer 

dissatisfaction along with the behavioral questions are used as stepping stone to pinpoint the 

causes of aggression. On the other hand, service employees‟ real experiences and emotions 

shown against the customer dissatisfaction in different situations are seen aimed at coping 

mechanisms of such behaviors. Last part of the analysis pay attention on comparing survey 

against the interview results of the data. 

4.8 Analysis of Survey results 

4.8.1 Identified major motives for dissatisfaction/aggression  

From the presentations of empirical findings it is noted that significant number of respondents 

experienced dissatisfaction/frustrating situations in hotel services. There are combinations of 

reasons in which aggression among customer is created. The customer survey presented above 

demonstrated that most of the respondents who exhibited such behaviors have reasons that range 

from lack of punctuality to failure to get assistance from service employees. 

 

Looking at the cross tabulation 4.6 of the data presentation, several interesting findings can be 

drawn. Significant number of male respondents acknowledged that, they have “other” reasons 

other than stated above for their dissatisfaction in hotel services. Considerable number, who have 

experienced dissatisfaction/frustration labeled lack of assistant from service employees and noisy 

customer around a service as motive for showing negative emotion in front of the service 

employees. Lack of punctuality and billing errors have also been marked by few numbers of 

male respondents for dissatisfaction of the hotel services. 
 

On the other hand, reviewing replies from the female respondents regarding the pushing factor of 

dissatisfaction/frustration, the figures reveal that higher number of respondents believes lack of 

assistance from the service employees is their reason for showing emotions. While similar 

number of respondents have been found in the remaining factors for female respondents to 

experience dissatisfaction/ frustration situations in hotel service. 

 

In our theoretical background, we have identified reasons for customer dissatisfaction/aggression 

from different perspectives. Specifically lack of assistance from customer service employees 
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acknowledged by Kennedy et al., (2010. p. 2); frustrating/dissatisfying behavior and even some 

times aggression could occur when customer don‟t feel valued, respected or treated without 

dignity during interaction with customer service employees. Similarly in our study, we have also 

come to know that lack of assistance from CSEs as dominant reason towards 

aggression/dissatisfaction in both sexes. The data clearly reveals that lack of assistance from 

CSEs constitutes high figure followed by other many different reasons of aggression. Moreover, 

we noted that in the literature review, failure to get assistance with due respect and treatment 

from CSEs is frequently stated reason for aggression in service. In addition, we witnessed that in 

hotel services like, lack of punctuality and noisy customer around services are also other reasons 

for customers to experience such negative emotions. 

 

On the other hand cross tabulation 4.7 helps to view the reasons customer dissatisfaction against 

the age category. Unlike the cross tabulation against gender, the findings in this cross tabulation 

reveal that billing errors followed by noisy customers around & lack of assistance are found top 

three reasons respectively.  

Even if our finding does not provide a good ground for arguing in favor of demographic 

information as reason for aggression in services. Different scholars provided explanation on 

linkage of demographic factors as a motive to aggression. For example, as indicated briefly in 

the theoretical background by Fullteron & Punj, (1993, p. 571-73), in most of the situations male 

are assumed to misbehave than females in services. While customer at the adolescent and adult 

aberrant behavior acts normally depends on the situation. On top of this, the authors argued, 

customer level of education also seen as a factor for such emotions i.e. well educated people do 

have the tendency to misbehave than less educated customers in services. Specific to the age 

category different argued on the basis of prevailing situation, scholars like Bearden, (1983, p. 

325) indicated i.e.: more aggression seen mostly in younger customers. Nevertheless scholars 

like Solnick & Hemenway, (1992, p. 96) explained that there is no link between age as 

demographic factors and customer frustration or aggression. These arguments quite evident that 

at any age category customers may behave aggressively. 

 

4.7.2 Overall experience of the respondents  

Despite the fact that customer pinpointed dissatisfaction experience due to the failure to get 

assistance from service employees. Beside identified major reasons for 

frustrations/dissatisfactions through practical experience of the respondents. They have also 

been assessed based on list of behavioral questions attached to the service employees. The 

analysis from the results confirmed that almost all respondents who participated in the survey 

confirmed that, they are satisfied with the overall service experiences of hotels with more than 

the average. This serves as important finding to increase retention rate of hotel customers. More 

over this finding show consistency with the argument on the effect of customer that friendly 

employees‟ behavior and personal warmth by CSEs leave positive impacts on customers 

(Lemmink and Mattson, 1998, p. 506). As a result customer can be motivated to make visits 

again and communicate other customers about the good services.  

 

Customers‟ general experiences show that CSEs including Björken hotel are providing good 

customer service. The facts and figures from the behavioral part of the questionnaire 
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demonstrated that mean value of all behavioral factors are above medium value (3) in service 

arena while providing services to customers.  

In table 4.1, we summarized that customer general experience of hotel services through list of 

behavioral questions. According to our findings, mean value above 3 confirmed Lemmink and 

Mattson (1998, p. 506) that friendly employees behavior and personal warmth by CSEs leave 

positive impacts on customers. Thus results from behavioral factors clearly shows that customer 

experience good services and have received fair treatment from the customer service employees 

and in this regard, implementation of emotional labor has been beneficial while delivering 

services to customers. 

4.7.3 Customers’ Reaction after incident 

Summarized in the data presentations, our data shows that respondents face problems 

throughout their experiences of hotel services, considerable number of respondents get their 

problems solved always. Similar to the argument above, this facts and figures are consistent 

with Chebat & Kollias, (2000, p. 67) who argued problems solved by hotel service provider 

motivate the customer for making visits again to the hotel. Moreover, this is a good indication to 

provide a service with high value to the customer and provide customer centered service. 

Otherwise customer may be forced to lose trust and loyalty of the service provider. 

 

As drawn above, respondents‟ reaction towards hotel services has been outlined in data 

presentations. We learnt that our respondents get their problems solved mostly. However, 

whenever they face problem, most of the respondents preferred to talk to service employees 

which is partly consistent with the Chen & Yu, (2009, p. 9) that service employees with 

appropriate knowledge and caring characteristics influence the perception and thinking of the 

customers. More over in our survey, of the private actions by the customers, considerable 

number of the respondents preferred to tell others regarding the bad service experience they had 

from the hotels. This put in the picture to acknowledge the argument by Solomon et al., (2006, p. 

370) that proposed, when customers are making purchase decisions of goods or services, they are 

more likely to pay attention on negative information than positive information. As a result 

service providers in hotels may require putting efforts to handle dissatisfied/angry in some cases 

aggressive situations more efficiently in order to avoid negative word of mouth from customers.  

4.9 Analysis of Interview results  

4.9.1 Observed kinds of behaviors 

We found out that CSEs do have personal experiences with frustrations /dissatisfactions during 

their job in service arena. However, customers rarely come with such emotions; the reason given 

by the CSEs is that the hotels provide well organized and high quality services. In addition reply 

from the CSEs show that Customers are kind and cooperate with CSEs whenever they face 

problems. When we consider specific kind of behaviors CSEs observed, of the times that CSEs 

face challenges from the customers is mostly characterized by dominantly simple issues of 

getting services a head of others, for example request for newspaper and access to the luggage 

room. This is an indication to pay attention to consider long waiting time in hotel services as 

drawback for customers to experience frustrating/ dissatisfying situations confirmed in many 

literatures and empirical findings.    
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4.9.2 CSE’s -Reasons of customer frustration / dissatisfaction 

To investigate from the CSEs point of view questions were raised regarding the specific reasons 

that trigger customers to experience frustrations in the service interaction. It is trivial that 

customers experience dissatisfaction/frustration situations is caused due to a range of reasons. To 

specific situations of the interviews, we came to understand that customer experience such 

emotional situations considerably due to the reasons outside the service provision. In other words 

customers come with “antecedent states” for service that are not assumed to have linkage with 

the prevailing service provision. This leads to affirm the arguments made in the theoretical 

backgrounds that are related to discussions made on consumers‟ frame of mind and 

psychological characteristics. In other words, earlier situations of customer sometimes have the 

tendency to increase anxiety level across time associated with stress/ aggressiveness among 

customers. In such situations customers‟ actions go beyond their control in the interaction. 

(Fullerton and Punj (1993, p. 572). The remark at this stage is, unlike causes of emotions (i.e. 

frustrations/dissatisfactions or aggression) that emanates from the service itself, this analysis 

helps to increase the possibility to comprise causes of aggression from the point of view the 

customer him/her self-associated to the earlier states (i.e. before the moment of truth, or 

interaction between the customer and CSEs).  

 4.9.3 Handling different customers  

 The fact is that CSEs must use different mechanism to handle situations of various customers. 

Being professional depends on the customer state helps a lot to handle emotions in services. Our 

data and finding reveals that CSEs are professional and experienced in handling customers with 

their current conditions. In other words, our analysis suggest that keeping customer satisfied and 

providing quality customer service for customers with different inquires is typically related to 

how professional the CSEs are on delivering services. This partly confirmation to the argument 

by Bacal (2004, p. 1), customers always want their problems to be solved quickly and efficiently 

in a professional way. This leads to pinpoint the issue that, customers always want to be listened 

carefully while they are talking to CSEs; they always expect their wants to be fulfilled quickly 

with sincere behavior. 

 

Many organization engaged in providing services know that consumer frustrations 

/dissatisfaction may happen any time in service. Thus consumer may express such 

dissatisfactions by negative word of mouth to other customers. As such to react against the 

problem stated by Solomon et al., (2006, p. 370) that says when customers are making purchase 

decisions of goods or services, they are more likely to pay attention on negative information than 

positive information by other customers. Therefore, CSEs get mandate to monitor such situations 

by allowing the customer experience the actual service of the organizations. 

4.9.4 Specific incidents analysis 

Through the reviewed literatures and data presentations we have observed that, it is important to 

bear in mind CSEs management of emotions in interaction with customers in different situations. 

To analysis in detail questions were posed to the CSEs on the specific communications with the 

customers. 
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Chu and Murrmann (2004, p.1183), argued that in the hotel services, emotional labor involves 

engaging in friendly way of conversation, showing interest in customers‟ enquiry and greeting 

customers. Even if emotional labor is important that CSEs need to accustom, features of 

emotional labor require facing hard time from customers and keep showing emotions regardless 

of the negative feedback from the customers (Chu and Murrmann, 2004, p.1183).      

 

Similarly, throughout the interview we witnessed that customers expect a soft tone with help 

voice from CSEs and want to get feedbacks to their requests from employees. Likewise, 

customers expect polite behavior fair treatment and want to feel special when they enter in to the 

hotel. Facts from above discussion illustrated that in service arena; emotional labor is the most 

basic ingredient for handling frustrated/dissatisfied customers and CSEs are required to show in 

front of customers depending on the situation (Chu, 2002, p. 1).  In this regards, surface acting is 

the most important part of showing emotions which CSEs do acting and showing emotions 

without feeling and realizing the emotions (Hochschild, 1983, p.8). These are used to change the 

negative emotions such as anger, frustration and aggression of customers into happier emotions. 
 

When it comes to a specific situation that, customers are mostly in hurry to get their things done 

and move on, customer service employees need to understand this situation well. This has also 

been explained by Bacal, (2004, p. 57), when we face hurry customers it is important to bear in 

mind the way we talk (i.e. speed, intensity, and lengths). In this context employees should show 

and act more quickly and intensely, so as to convey a message to the customers the importance 

of the situation. 

One of the frustrating situations for customers that we came to recognize through the interview 

is, when one person steps into the middle of the queue while others are waiting to be served by 

the customer service employees. In such circumstances, customer service employees have to 

intervene with the gentle approach and ask the other customer to respect rule of the queue.  

As we noticed from customer service employees (CSEs) interview, it is common to see when a 

customer interrupts a discussion between the employee and another customer which might result 

other may need to be  careful that first customer will not feel valued less important while talking 

to interrupting customers. Otherwise the customer service employees should ask permission from 

the first customer so as to act to the request of the interrupting customer.  

Customer service employees are also mandated to change negative attitudes about their hotel 

services brought by customers due to past experiences or have been told by others. This can be 

done by paying full attention to what has been done on customer before and providing solutions 

to the present and think what to do now for the customer.  

When it comes to dissatisfaction through phone calls we noted that, in some situations, 

customers make calls to hotel for various reasons with frustrations/aggressions, and might 

sounded upset and don‟t not allow the customer service employees to reply. In such 

circumstances as argued similarly in Bacal, (2004, p. 86), customer service employees should 

keep using calm tone of voice and reserved from showing impatience.  
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Above discussion show that CSEs must consider following factors while handling customers in 

service arena from the wider perspective of emotional labor which are partially consistent with 

the works of  (for example Chu and Murrmann 2004 , Bacal 2004).  

 

 Understanding customer wants.  

 Listen to the customer carefully. 

 Resolve customer problems well and quickly with sincere behavior.  

 Treat the customer politely, greet customer with a friendly a welcome and big smile.  

 Give importance to each customer while delivering services. 

 Take minimal waiting time from customers during check in procedures.  

 

4.9.5 Comparative analysis  

In the analysis above, reasons for emotions due to customer dissatisfaction/frustrations in the 

hotel service are identified differently in the survey and interview data, in this section 

comparison of the results from the two sources of data are described to outline major reasons 

from the point of view of hotel customers and CSEs. 

 
Fig 4.1: Drivers of customer aggression  
 
As it is described in the above diagram, when it comes to the survey data the reasons for 

customers to show negative emotions in front of CSEs are mainly due to Lack of punctuality, 

Noisy customer around, billing errors and Lack of assistance from the service employees. 

Whereas, the result from interview reveals that “antecedent state” of the customer which has no 

direct linkage with service provision of organizations are observed as major reasons for such 

emotions. 

 

Therefore, in our study we have observed two major categories for causes of aggression. From 

the customer point view, they experience dissatisfaction/ frustration due to the failure on some of 

the routine activities of the service provider, while CSEs feel the reasons arise from the earlier 

state of the customer before the actual experience of the service.  

It is quite essential to touch up on why customer/employee took different stands on the causes of 

aggression in the survey and interview results. 
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In our theoretical discussion we have stated list of causes of aggression from point of view of 

different studies. Most of these studies pay attention on the common causes of dissatisfaction 

that emanates from the service itself. Similarly in our collected data, customers stated similar 

these kinds of causes of aggression. This leads to see customers‟ negligence to their previous 

state (antecedent state) and instead concentrate on the common cause as their top reasons for 

their dissatisfaction in hotels. When it comes to the CSEs; CSEs stated the reasons for customer 

dissatisfaction from the previous state of the customer himself/herself outside the service. The 

CSEs took a stand that, their service provision is not reasons for customer dissatisfaction in hotel 

services. Therefore, Comparing the two categories on causes of aggression reveal that, depends 

on the situation reasons could be either from the service is self through customer / employee 

interaction or earlier state of the customer other than the service.   
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5 CONCLUSION 
After making broad discussions about results obtained so far and analysis of the data, now we are 

at the final stage to make conclusion regarding drivers of aggression and how customer service 

employees mold the behavior of aggressive customers through emotional labor in service arena 

by taking Björken hotel as a case study. This has been done through both questionnaires to the 

customers and interviews with customer service employees at Björken hotel. In other words, the 

very complex and competitive nature of the hotel industry require understanding the motive to 

dissatisfaction and handling such customers with emotions as one of the key aspects that service 

providers in hotel industry need to put effort. This in turn helps the industry easily establish good 

relationship for high retention & loyalty of customers and ultimately to be competitive in the 

industry. 

 

5.1 Research question 1 
One of the aims of the study is to find out causes of customer aggression in hotel services. From 

the analysis of the survey and interview results, we obtained mixture of findings from the point 

of view of hotel customers and customer service employees (see Fig 4.1). Our questionnaire 

helps to make conclusion on customer aggression based on customer dissatisfaction / frustration 

experiences. These causes are mostly linked to common routines activities of hotels that include 

lack of assistance from the service employees, noisy customer around, lack of punctuality and 

billing errors. On the other hand, our analysis of interview data helps to witness causes of 

aggression from another point of view. The analysis of the results show that customer earlier 

state (antecedent states) is causes for customer to behave aggressively in services. This leads to 

approach the cause of aggression from the stand point of outside service provision.  

Therefore, at this stage we found out that specific to hotel services, customer show aggression 

due to day to day interaction of customer/service employees and the customer previous state or 

before the actual service provision.    

5.2 Research Question 2 
To fully answer the second research question, we have also conducted interviews with the 

customer service employees at Björken hotel. As a result, findings of our research confirmed that 

emotional labor is the most important aspect for proper handling of frustrated/aggressive 

customers. CSEs are also required to show emotions in front of the customers‟ based on the 

situation. 

As shown by behavioral factors in the questionnaire, we clearly conclude that customer wants 

satisfying experiences during getting services in the hotel. In addition, this could be possible if 

service employees use these behavioral factors as emotional labor rules in front of customers and 

these behavioral factors are the most fundamental steps while delivering services to customers. It 

is also required from service employees to use emotional labor rules according to the situation.  
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5.3 Implication of the Study 
Managerial Implications 

In this study the researchers underlined important information of behavioral sciences and 

emotional labors on causes of aggression and copying mechanisms. Throughout the findings the 

authors draw the following managerial implications.  The findings and results of our study help 

to draw important implications to the hotel managers. It is obvious that getting information about 

customers‟ reactions towards a service is a benefit for organizations and mangers to be able to 

create favorable customer and employees‟ relationship and strategies.  

This research can be important for hotel managers / service providers to identify major reasons 

for customer to experience frustration that leads to behave aggressively in front of the customer 

service employees. By this study, customer service employees and managers in hotels can draw 

lesson on appropriate emotions to be implemented when things go wrong in service interaction. 

Moreover, it is fact that for the hotel industry employees‟ emotion to be applied in service is an 

important aspect in customer retention. This gives indication to hotel managers the need for staff 

training and development in the hotel industry. 

Academic Implications 

This research contributes to the current literatures on service marketing and specifically touches 

up on existing debates on behavioral science and emotional labor concepts. Various views of the 

researchers have been dealt with. Thus, this study will complement a general knowledge on 

aggression, experienced due to customer dissatisfaction / frustration and emotional labor features 

applicable to mold such behaviors. In this study, we identified causes of aggression in hotel 

services and appropriate emotions that customer service employees need to apply during 

delivering services. We have also extended the causes of aggression beside the routine reasons to 

the earlier state of the customer that can emanate from outside the service. 

Further Research 

In this study, we focused only on identifying causes and finding out possible coping mechanisms 

for aggression in hotels. Further research could be enhanced on the bases of multiple case studies 

among hotels and it could also be a good idea to conduct study in other service industries. It 

would also be interesting to carry out a pure qualitative study by interviewing different services 

providers about the cause of aggression and CBSs molding mechanisms by applying emotional 

labor. Similarly, research focusing on demographic variations could be considered. Related 

studies for example, can be conducted in after sales services in telecommunication, banking and 

insurance sectors. Beside a study consists of the cultural implication of the population in study 

can be conducted. This helps to examine the specific consumer behavior of the population under 

investigation.  
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Limitation of the study  

After answering the research questions and making conclusion the authors would like to aware 

the readers major limitations attached to study. 

The research has several positive sides assisting the authors to examine issues of aggression and 

emotional labor concepts. However, at the same time the study has several limitations that should 

be acknowledged and the readers should bear in mind. Firstly, in addition to the data single case 

study considered, the study may suffer a bias from the specific characteristics of the hotel 

attached to customer based provision of the services and CSEs. That is, the uniqueness of the 

hotel due to its large numbers of the customers are patients from the hospital and well trained 

CSEs who are nurses in profession may lead the readers to question on the generalizability of the 

study . Secondly a limitation of the study related to the small sample considered both in the 

questioner and interview (only 96 respondents and two interviews are considered). This in turn 

restricted to balance the gender variation and representation of respondents from diversified 

socioeconomic group. Thirdly, the convenient sampling on the basis of non-probability sampling 

implemented may lead to question the representation of the sample. 
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Please reply by ticking one of the boxes, corresponding to your answer. The questionnaire takes 

about five minutes. The results of the study are completely confidential. 

           Appendix I 

Survey Questionnaire 

Customer Experiences of Hotel Services 

Case Study of Björken hotel in Umeå, Sweden 

A Survey for Master Thesis 

Part I: We would like to ask few questions regarding your stay in this hotel 

1. How long have you been using hotel Björken services?  

 Less than a year  

 More than 1 year and less than 2 years 

 More than 2 years less than 3 years 

 More 3 years  

 

2. How often are you using services at this hotel?  

 Daily  

 Once in a week  

 Once in a month  

 Other _________________________________  

 

3. What is the purpose of current stay at this hotel? 

 Business trip 

 Holiday trip 

 Other____________________________________________ 

 

Part II .In this part, we would like to get your general experiences of hotel services. 

Statement Strongly 

disagree 

Disagree Undecided  Agree Strongly   

agree 

1. When I need help services 

employees listen carefully 

to me.  

 

     

2. Service employees take-

care of my wants well and 
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quickly. 

3. Service employees resolve 

my problems with sincere 

behavior. 

     

4. Service employees respond 

me to my call in helpful 

tone of voice. 

     

5. Service employees have 

complete knowledge to 

answer my questions about 

services. 

     

6. Service employees always 

show polite behaviors and 

talk to me politely.  

     

7. Service employees greet 

me with a friendly 

welcome and big smile.  

     

8. Service employees make 

me to feel special when I 

enter the hotel.  

     

9. Service employees take 

minimal waiting time 

during check- in 

procedures. 

     

10. Service employees use 

positive body language 

during delivering services.  

     

11. Have you ever had dissatisfying/frustrating experience while getting services in hotels? 

 

  Yes    No  

If your answer for this question is NO then go to Question number 20. 

 If “yes” what was the reason (you can tick more than one alternative). 

 Lack of punctuality  

 Noisy customer around 

 Billing errors 

 Lack of assistance from the service employees 

 Another_____________________________________________ 

 

12. How did you react to the situation?  

_____________________________________________________ 
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13. After the frustrating or dissatisfying incident did get your problem solved effectively and 

efficiently?  

 Yes, always           

 Yes, sometimes 

 Not at all  

 

14. Following the incidents what was your reaction? (You can tick more than one alternative) 

 Talk to the service employees           

 Talk to the higher authorities 

 Tell others about your bad experience 

 Switch to another hotel 

 

15. Please share your frustrating or dissatisfying experience in hotel services ever?  

         _______________________________________________________ 

         ________________________________________________________ 

         ________________________________________________________ 

Part III In this section we would like to ask few questions about you 

16. Gender:                   Male          Female 

17.  
18.  Social Status:        Single        Married      Other 

19.  
20. Age:    Below 20   21-30        31-40      41-50      51-60    61 or more  

 

21. Your educational level:            _________________________  

 

22. Your Profession/occupation:    _________________________  

 

Thank you very much for your Cooperation 
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Enkät 

Kundupplevelser från hotell 

Studie om Björken hotell i Umeå, Sverige 

En enkät för en Master uppsats  

Del I: Vi vill fråga dig några frågar om hur det var att bo på det har hotellet? 

1. Hur länge har du använt hotellet Björkens tjänster? 

 Mindre än ett år 

 Mer än1årmindre än 2år 

 Merän2årkortare än3år 

 Mer än 3 år 

 

2. Hur ofta använder du hotellets service? 

 Varje dag  

 En gång in veckan 

 En gång i månaden 

 Annat______________________________  

 

3. Vilka är ändamål har du med ditt besök på hotellet? 

 Affärs resa 

 Semester resa 

 Annat____________________________________________ 

 

Del II:  På den här delen vill vi ha din allmänna åsikt om hotellservice. 

Uttalande Håller 

Intealls 

med 

Hållerintemed Oavgjord 

 

Hållermed Håller 

med 

helt 

4. När jag behöver hjälp av        

     personalen lyssnar de    

tydligt på mig. 

 

     

5. Personalen tar hand om mina   

behov fort och bra. 

     

6. Personalen löser mina        
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problem med bra beteende. 

 7. Personalen besvarar mitt   

     samtal med en hjälpsam röst 

     

8. Personalen har rätt   

     kompetens för att besvara     

mina frågor. 

     

9.  Personalen visar alltid ett   

     bra beteende när jag pratar   

med dem. 

     

10. Personalen möter mig med   

      ett varmt välkommande och    

ett stort leende. 

     

11. Personalen får mig att   

      känna mig speciell när jag   

äntrar hotellet. 

     

12.  Personalen tar minimal tid   

på sig när jag checkar in. 

     

13.  Personalen använder sig av   

ett positivt kropp språk vid   

av lämnings tjänster. 

     

14. Har du någonsin haft dåliga upplevelser med kontakt med hotellet? 

  Ja     Nej  

Om att svar är nej, gå till fråga 20.  

       15. Om ja, vad var är orsaken? (Du kan kryssa i mer än ett alternativ). 

 Aldrig i tid 

 Störandeljud 

 Felpåräkningar 

 Dåligassistansfrånpersonalen 

 Annat_____________________________________________ 
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      16. Hur reagerade du på den situationen?  

_____________________________________________________ 

17. Efter incidenten, fick du ditt problem löst effektivt? 

 Ja, alltid           

 Ja, ibland 

 Inte alls  

18. Mot bakgrund av incidenten, hur var din reaktion? ((Du kan kryssa i mer än ett alternativ) 

 

 Prata med personal          

 Prata med chefer 

 Prata med andra om din upplevelse 

 Byta till ett annat hotell.  

 

19. Vänligen dela din frustration eller tillfredsställande upplevelse inom  

       hotelltjänster 

_______________________________________________________ 

             ________________________________________________________ 

             ________________________________________________________ 

Part III In den här dela vill vi fråga några frågor om dig.  

20. Kön  Man       Kvinna 

 

21.   Social Status      Singel    Gift     Annat 

22. Ålder   Under 20                 21-30      31-40   41-50        51-60       61 ellermer  

23. Din utbildningsnivå            _________________________  

24. Ditt yrke                       _________________________  

 

Tack så mycket för att samarbete 
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          APPENDIX II 
Interview questions 
Based on Barcal, 2004 Book, Perfect Phrases for Customer Service: Hundreds of Tools, 

Techniques, and Scripts for Handling Any Situation 

 

General questions  

o What is your position in the organization? 

o How many years of experience do you have? 

o What is your qualification? 

General Questions related to the real incidents /experiences 

o Have you ever had any personal experiences of dissatisfied/frustrated customers during 

your job? 

o What kind of behavior you have faced from the customers side? 

 

o What was the reason? 

 

o What was your reaction? How did you handle different customers? 

 

Specific incident questions  

 

o If a customer jump ahead in a line of waiting customers? How you deal the customers in 

this situation? 

 

o If a customer interrupts a discussion between you and other customer?  How to handle 

this situation? 

 

o If a customer has negative emotions about the company due to past experiences, how you 

handle their behaviors? 

 

o If the customer won‟t stop talking and is getting abusive on the phone, how you handle 

this situation? 
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APPENDIX III 
Cross Tabulation of Gender, age against reasons of aggression 

 
Gender * Age * If “yes” what was the reason  Crosstabulation 

% within Gender 

If “yes” what was the reason  Age 

Total 21 - 30 31 - 40 41 -  50 51 - 60 60 or more 

Lack of punctuality Gender Male  40,0%  40,0% 20,0% 100,0% 

Female 33,3%  33,3% 33,3%  100,0% 

Total 12,5% 25,0% 12,5% 37,5% 12,5% 100,0% 

Noisy customer around Gender Male 14,3% 14,3% 28,6% 42,9%  100,0% 

Female    50,0% 50,0% 100,0% 

Total 11,1% 11,1% 22,2% 44,4% 11,1% 100,0% 

Billing errors Gender Male 33,3%  33,3% 33,3%  100,0% 

Female    50,0% 50,0% 100,0% 

Total 20,0%  20,0% 40,0% 20,0% 100,0% 

Lack of assistance from the 
service employees 

Gender Male  42,9% 14,3% 14,3% 28,6% 100,0% 

Female   25,0% 50,0% 25,0% 100,0% 

Total  27,3% 18,2% 27,3% 27,3% 100,0% 

Other Gender Male 11,1%  33,3% 55,6%  100,0% 

Female   33,3% 66,7%  100,0% 

Total 8,3%  33,3% 58,3%  100,0% 
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