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Abstract 

Purpose - The purpose of this research is to analyse how employees‟ perception of 

customer service is linked to the brand. The aim is to analyse the connections between 

brand and the employees‟ perceptions and develop managerial implications based on 

those findings. 

Problem – Davis et al. (2008) brought the attention of the influence employees have in 

increasing or decreasing the firms‟ brand. Connecting the employees work role in 

customer service to see how these influence the brand in reality at LSPs.  

 

Method – A deductive mixed method was applied throughout this research and used in 

the format of several case studies. The qualitative data was retrieved from interviews 

with employees at LSPs both in Thailand and Sweden and regarded as the primary 

source of data collection with the quantitative data as support. The survey, based on the 

frame-work of SERV*OR, was structured on a 7-point Likert Scale and distributed from 

the same sampling as for the interviews. Pattern matching was applied to analyse the 

qualitative and quantitative data to determine if reality matched theory.  

 

Conclusions – As seen from the findings, employees and customer service are inter-

twined and not separate entities. This is due to them reflecting on their personal 

perception of what customer service is and how they view their position. Through 

customer service, employees become an extension of the firms‟ brand and based on 

their individual perception they will project it to the customer thus being able to 

influence the customer‟s overall perception. This shows how brand and employee-

customer service are interdependent in the communication which is often based on 

individual perceptions and not from what the LSP wants their employees to perceive of 

their brand. 

 

The branding of the firms in this study is perceived by employees in a way that reflects 

their individual roles in customer service in terms of being fast, professional and having 

the ability to problem solve. It is also indicated that employees wish for more training 

and guidance from managers, consequently they have needed to rely on each other to 

handle the function of customer service at the LSPs. 
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1 Introduction 

This chapter presents the background for the topic of research, as well as the 

problem discussion and purpose of the research, before giving an outline of the 

research. 

1.1 Background 

Over 50 years ago McGregor (2006) said that “we must now learn how to utilise the 

social sciences to make our human organizations truly effective.” p 50. Still, decades 

after McGregor‟s publications on human behaviours in enterprise, the formation on 

perceptions on firms still fails to get to the deeper psychological attitude. Firms might 

design the best customer service possible, but fail to understand that it is about the 

customers perception (Dasu & Chase, 2013) as well as employees view (Ind, 2007). 

There are several publications on how customer perception of services influences 

different aspects of a firm, but few on employees‟ perception. Ind (2007) found that the 

employees have a great influence on the brand, in particular on how an employee‟s 

perception of the brand influences it. Not all firms see how customer service is a part of 

a firm‟s strategy and few have managed to develop a specific customer service strategy 

(Davis, Golicic & Marquardt, 2008). If customer service is a significant part of the 

brand and employees‟ perception of the brand has a great impact on it then overall how 

does an employee‟s perception of customer service influence the brand? 

Today more firms are moving to establish stronger, closer relationships with their 

customers to make them loyal customers that returns several times to buy products. The 

customer of a Logistics Service Provider (LSP) chooses a specific firm‟s product based 

on the price, service level, product line and accessories, location or access and previous 

customer experience and thus its brand (Langley, Coyle, Gibson, Novack & Bardi, 

2012). To build this strong relationship firms have realised the importance of providing 

good service where a customer can get in contact with the firm and feel special in that 

the firm is listening and doing everything to help. This service is what can be referred to 

as customers service which today is more or less seen as a mandatory part from the 

customers side (Lusch, Dunne & Carver, 2011). But the link of business to consumer 

(B2C) is usually a small part of the total global chain, the rest of the chain is made up 

by business to business (B2B) relations (Langley et al., 2012). Just as customers need to 

get in contact with firms when something goes wrong or they wish to place an order, 

firm need to be able to communicate with other firms in the chain, and should be treated 

with the similar care. Communication has different forms in customer service; phone, 

emails, online forms are all different types of customer service. Between the two firms 

there are two or more employees and through communication they form an image about 

how good their customer service is and in turn indirectly influence the brand of the firm. 

This is important, since customer service is a part of a brand of a firm (Wouters, 2004). 

This research sets out to investigate the role of employees‟ perception of customer 

service has on the brand in a logistical setting. In addition the authors set out to gain 

some managerial implication in this field based on the results and findings of this 

research. The following sections address the topic more deeply and the purpose is 

formed, followed by the research questions, limitations of the research and the overall 

outline of the research.  



 

 
2 

1.2 Problem Discussion 

During the initial literature review, Davis et al. (2008) highlights the differences in 

perception between LSP‟s and customers. They called for further research in the topic 

and in particular the need to consider other stakeholders‟ perceptions and in particular 

one; “Employees' perceptions would be particularly salient for B2B services, where 

every touch point with customers has the potential to increase or diminish a firm's 

brand […]” p 225. Consequently, the interesting aspect of the chosen research is due to 

the limited amount of research concerning the employees‟ perception on customer 

service and how they influence the LSP brand. From literature review the authors have 

concluded that there is a lack of research concerning this topic argues the importance of 

the perceived LSP‟s brand has on its customers and collaborating firms view have on it.  

Therefore, this research focuses on employees who are in contact with partners in their 

supply chain helping them with different issues or providing them with their services. 

These employees‟ work with tasks which are focused on helping the customer or client 

to move certain goods in their chain, hence they work with tasks related to customer 

service. Customer service may have different meanings and instruments of how the 

impact is in different contexts. However, it is interesting how employee knowledge or 

views of the firm impacts the brand; an aspect which has been neglected in previous 

research. In addition it is of interest to see the possible impact the findings can have on 

the management of employees who work with customer service. In total there are three 

main topics of the research; brand, customer service and employees. With this, the 

employees‟ perception of customer service and how it influences the brand is 

investigated in relation to how the employee views the brand. Based on the reasoning in 

problem discussion, the following purpose is formed.  

1.3 Purpose 

The purpose of this research is to analyse how employees‟ perception of customer 

service is linked to the brand. The aim is to analyse the connections between brand and 

the employees‟ perceptions of customer service and develop managerial implications 

based on those findings. 

1.4 Research Question 

- How do employees evaluate and view their customer service? 

- How do employees enforce the LSP brand through customer service? 

- How do employees perceive their own brand and what do branding mean to 

 them? 

- How do employees, customer service and brand connect in relation to employees 

to the brand in a LSP setting?  

The employees‟ perception of customer service and how this influences the brand in a 

LSP context is important because the actions of the employees working in customer 

service may have a positive or negative effect on the brand. Brand being a large part of 

attracting clients and portraying a certain security to customers, the role of employees 

can prove vital for the firm growth (Davis et al., 2008).  
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1.5 Delimitations  

This research focuses on B2B relations from the LSP point of view and therefore has 

not considered the customers‟ perception of customer service. Nor have it considered 

other types of firms than LSPs. Neither have all forms of LSPs been approached in this 

research due to time limitation. In addition the participating firm‟s additional 

departments have not been asked to participate and describe how they enforce their 

brand.  

Respondents to the survey were from different forms of LSPs and countries, and will 

not consider the evaluation of each individual firm‟s service quality since the research 

covers the general view on internal practices and service quality. 

The SERV*OR have previously never been used in a logistical setting. However, since 

it has been widely used in several different sectors it is deemed to be appropriate in a 

logistical setting. 

1.6 Disposition of Thesis 

The disposition of the thesis starts with Chapter 2 and the frame of references. Here the 

foundation of the analysis is set and gives the reader an in-depth knowledge of the 

research topic and important aspects as customer service, brand, employees‟ roles and 

managing service quality. 

In Chapter 3 the methodology of the research will be presented. The chosen research 

philosophy, Interpretivism, and approach will be explained and why it fits our purpose. 

The validity, reliability and improvements of the chosen research methodology will also 

be discussed.   

The empirical findings from our research are presented in Chapter 4. The findings are 

presented in connection to the model presented in the introduction and of the interviews 

to give more structure. Chapter 5 is the analysis of the empirical findings and theory in 

order to discuss any answers to the presented purpose and research questions.  

In the Conclusion, Chapter 6, the research questions will be answered while in the final 

Chapter 7 a Discussion of the findings is presented. The discussion talks about the 

managerial and theoretical implications this work have observed and shedding light on 

future studies.   
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2 Frame of Reference 

This chapter presents the chosen theoretical framework and academic support applied 

to the research. It will go through the main topics of the research; customer service, 

brand, employees, management of service quality and overall service orientation 

(OSO).  

2.1 Defining LSPs 

The extent of any service offering in logistics varies between firms and therefore 

different definitions of LSPs have been developed. According to Hertz and Alfredsson 

(2003) the variation of the service offering depends on a firm‟s degree of customisation 

and problem solving capabilities. A firm with a relatively low degree of both 

customisation and problem solving capabilities are denoted as a carrier or transportation 

firm - they will only focus on bringing a product from point A to B. If a LSP has a 

higher degree of customisation and low capability of problem solving the firm is called 

a “traditional broker/agent” or a “warehousing firm”. A Warehousing firm is, as the 

name implies, a business dealing with storage. A warehouse can be classified as a 

distribution, production or contract warehouse. But the extent of their services varies; 

they might only handle the inflow and outflow of the warehouse to also hire the carriers 

coming and leaving the facilities. A Distribution warehouse consolidates several supply 

chains to one unit and distributes full shipments from the facility. A Production 

warehouse is used to store materials used in a connected production facility. A Contract 

warehouse operates for one or several customers to perform some sort of warehousing 

(van den Berg & Zijm, 1999). A broker or agent connects the shipper and carrier and 

handles all their paperwork but does not take any responsibility for the physical 

shipment (David, 2013). Integrators are LSPs with high problem solving abilities but 

low customisation - a general example are the express parcel service firms such as DHL 

express, they can assist with all sort of problems but does not adapt to their client‟s way 

of doing business. An LSP who has a higher degree of the customisation and problem 

solving capabilities are called 3PLs. A 3PL can customise parts of their process 

handling and will solve issues as they occur. With the highly competitive market today, 

firms are adopting more services and customising their processes more as well, hence 

the classification of LSPs is getting more complicated. Further there are some 3PLs who 

have taken the problem solving and customisation to even higher levels and becomes a 

4PL, - 4PLs does not only have higher problem solving capabilities and customisation 

but work more proactively to make sure that problems do not occur. A 4PL can also 

take over the entire logistics part of a firm, compared to a 3PL who only partly take over 

it. Hence an LSP service offerings and the customer service varies greatly depending on 

the type of Logistics firm it is. A 4PL would, in its customer service, attempt to build a 

relationship by working closer to the customer while a carrier would be more distance 

and do whatever is feasible for them. 4PLs are non-assets based and therefore do not 

own their own trucks, can hire a 3PL to handle their physical operations, within a 

network of different types of LSPs collaborating to fulfil its obligations (Hertz & 

Alfredsson, 2003). Within this research a specific type of LSP is not assumed since 

networks more than often are built up by several types of LSP. 
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2.2 Customer Service  

There are several definitions available that determine what customer service is and 

according to Turban (2002) it is “a series of activities designed to enhance the level of 

customer satisfaction – that is, the feeling that a product or service has met the 

customer expectation”. Whereas others define it as the service provided before, during 

and after the actual purchase, but it varies across industries (Langley et al., 2012). 

According to Christopher (2005), all involved factors affecting the process of making 

services and products available for the buyer is considered customer service. Johnson, 

Wood, Wardlow, and Murphy (1998) states, customer service consists of a collection of 

activities with the purpose of keeping customers happy, and creating a perception of a 

firm which is easy to do business with. Donaldson (1995) stated that customer service 

has a different meaning depending on who is carrying out and their role in a business 

transaction and regarded it as a pervasive, boundary spanning activity that takes place 

from both within and outside a firm. As such, customer service is described as a wide 

concept where it varies from firm to firm, where each individual firm follows their own 

policies, viewing “customer service” differently from one another.  

More in depth service is inherently relational and developed based on the interactions of 

the firms involved. Relations and services are built from the first meeting and continue 

to be built with future interactions. A vital part to any interaction where a customer gets 

in contact with the firm, the quality of any service come downs to how customers 

perceive it in the terms “what”, “how” and “where”. What is the actual service that one 

receives and is seen as the technical aspect while how is the process and functionality of 

the service. Where is the physical location of the service and the environment and is 

often excluded when the service does not include any physical location. The what 

function and its technical aspect have been discussed many times as a non-competitive 

advantage. This since technical features of a firm can be easily copied by other firms by 

procuring the same system. The competitive advantage comes from how one manages 

the technical features and is ultimately in the hand of the employees and managers. The 

what and how are viewed through the image that the firm and its employees project and 

makes up the experienced quality. However, the quality of the service is also influenced 

by the expected quality that the customer gathered before interacting with the firm. This 

expected quality is made up by several factors, marketing communication such as sales 

and websites, prior experience and what has been heard from others, and finally the 

needs and values of the customer impacts what the customer expects to be excellent 

service. With this in mind the total perceived quality is made up of both the expected 

and experienced quality and together is a part of the firm‟s image (Grönroos, 2007).  

2.2.1 Customer Service in Logistics 

Lalonde, Cooper and Noordewier (1988) have managed to form a definition for 

customer service in a logistical setting;  

“Customer service is a process which takes place between the buyer, seller and third 

party…..In a process view: Customer service is a process for providing significant 

value-added benefits to the supply chain in a cost-effective way”- p 5 

This describes customer service as a value adding process in the supply chain between 

different actors from the producer down to the customer - by value adding, it is 

concerned with the creation of an experience which surpasses the customers‟ 
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requirements and expectations. The value adding can take place throughout the chain or 

at only a single or few locations. Firms may gain competitive advantage by providing 

more extending forms and levels of logistical customer service to the buyer (Langley et 

al., 2008). Langley & Rutner (2000) suggests that there are three key themes of logistics 

value, which are customer service, cost/profit and quality. Just as customer service 

varies across sectors it can also vary within a sector, it is up to the individual firms to 

determine the level of customer service it offers. The variation between firms depends 

on the type of LSP and what the market demands of them (Langley et al., 2008). 

2.3 B2B Brand 

Daily customer and businesses are in contact with brands and few never reflect that they 

just made an association with them. A brand builds up in our mind depending on how 

and when one sees it. If a brand has been managed well it can add substantial value to 

the firm. Rowntrees, the creators of KitKat, After Eight, Quality Street, bought in 1998 

by Nestlé and they paid what many considered a great overprice. More than half of price 

was just to pay for the brand image. The value of the brand has both financial gains and 

management issues. One has to manage the brand in such a way that the customer 

perspective on the brand increases its value (Blombäck, 2005). 

When considering brand as a concept, it is mostly found to be a concept which involves 

a symbol, design, term or name (Kotler, 2000) and is often referred to as brand elements 

(Blombäck, 2005). They all affect the total brand, perceptions and values customers 

build up about these elements, and are called; brand image. The image is determined by 

the brand contacts of the customer, that means how many times and how the customer 

sees any of the brand elements (Blombäck, 2005). The brand can also be seen as 

something that customer identifies themselves with. That firm's products or services 

might be something reflecting the customers‟ needs, benefits, and/or personality in the 

best possible way and create associations with it (Blombäck, 2005). Kapferer (1992) 

states that brand represent the tangible and intangible dimensions of the concept. Hence, 

a brand may be perceived by the nature of an individual, firm, good or a service which 

creates a meaning and explanation of the brands‟ direction and origin for the one 

making an individual judgement. Finally Ind (2007) states that a brand is built up 

through the continuous communication between it and its employees and that it builds 

both the employees work environment and also how the employees build the brand by 

projecting how they sees it to the customers they come in contact with, as illustrated in 

Figure 1. It is important that the employees share the same brand perceptions as the firm 

and project it correctly customers. Training of employees provides with higher 

employee satisfaction, morale and improvement of employee skills. Increase of 

knowledge, brand perception and skills of employees have been argued to influence the 

customers‟ perception of the brand. Many firms are not utilizing the aspect of brand 

Brand

Employees

Figure 1 
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because it is not determined that brand it contributes the financial growth 

(Christodoulides & Leek, 2011). Hence, by building and living the brand, employees 

are able to enhance and form the brand.  

2.3.1 Brand in a LSP Setting 

Branding among logistic firms is becoming more and more important since firms are 

looking at closer relationships with fewer suppliers, to gain cost efficiencies such as 

economics of scale and being able to send full loads. In turn it puts more pressure on 

logistics providers to stand out, usually with the help of its brand – examples includes a 

brand which one has positive associations with, such as consistent and timely deliveries, 

but also that the expectations of the customer are fulfilled (Davis et al., 2008). The 

logistics market is becoming more and more competitive as the market grows, more 

actors enters the market, to stand out firms have to differentiate themselves 

appropriately through their brand (Blombäck, 2005). 

2.3.2 Branding 

Branding is when a firm actively works with communication and its brand elements to 

try and portray a certain message. Once a firm is established and the different brand 

elements are strategically put out in the open then branding occurs. These elements also 

create some “unconscious actions”, which are communication which is taken without 

the considered effect it has on the brand (Blombäck, 2005). Branding is different 

depending if the firm is selling a product or a service. Take the example of General 

Electric, who sell a variety of products such as medical scanners and light bulbs, but 

have also moved into the banking sector to offer a variety of services. Research 

concluded by Knisely in 1979 showed that marketers who moved from marketing 

products to services discovered major differences and new concepts and marketing 

approaches had to be developed for the service sector. As a result in marketing services, 

marketers must consider more variables as well as a different form of customer 

interface, since one has to consider people-to-people marketing more than product-to-

people - he also found that managers saw service branding as “competing for mental 

shelf space” (Zethaml et al. 2009).  

2.4 Employees  

According to Ind (2007) employees want and need meaning in their work life and have 

started to demand more of their employer. While employers have realised that intellect 

accessibility and creativity of the employees are main ingredients to maintain 

competitive. Employees must also believe in what they do and that the employer is 

demanding new knowledge from them (Lytle et al., 1998). Therefore any brand 

management programme has to be more than a set of words, if they become more than 

just words and reflect the firm they can be referred to as a set of values. But the values 

needs to have meaning, obtain some substance and later affect the firm‟s performance, 

then later any programme must affect the culture of the firm, but at the same time the 

programme has to be developed from the already existing culture in order to achieve the 

desired one. The culture is an important factor since it is such a large part of daily 

activity and one has to live the brand in order to properly project it. A firm should have 

a set of values and decisions should be able to be explained when they are referenced 

back to the values, - even promotional material etc. must be able to be explained by the 

values (Ind, 2007).  
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2.4.1 Employees & Branding 

How employees‟ influence affects a firm has been a topic neglected by firms for a long 

time. Even today, employees‟ desire to learn and develop more is still being neglected 

and Davis et al. (2008) and Ind (2007) find that the potential of employees has not been 

fully exploited. Ind (2007) and McGregor (1960) used Maslow's hierarchy of needs to 

see how employees worked. Management of people is not concerned with the sole belief 

that if one satisfies an employees‟ need, it will become a motivator of behaviour. An 

employee has to be educated in what the firm stands for, otherwise their assumptions 

about the firm will be based solely on experiences (Ind, 2007; McGregor, 1957). It is 

important to educate employees to make sure that the way they portray the brand is 

equal to the desired brand (Ind, 2007). Davis et al (2008) studied how this differentiates 

between LSPs and the different factors affecting it. They found several factors which 

touched upon the links between employees, customer service and brand as described a 

possible connection. As mentioned in the problem discussion, they concluded that as an 

interesting future research would be to see how employees‟ view of customer service 

influences the brand as illustrated in Figure 2. This was also discussed by Ind (2007) in 

his book “Living the brand”, where he talks about how an employee in their working 

role has to live the brand to make it successful. Therefore the employees‟ view of 

certain work tasks will overall influence it.  

As mentioned before the brand is something that occurs in the customer‟s mind and 

therefore also in the employee‟s. With commercials and messages to the customers the 

brand owner not only tries to sell its products but also tries to change the image of the 

firm which they create. Communications with the firm also forms the brand, - this could 

be indirect through word-by-mouth or direct communication in the form of emails or 

talking to an employee of the firm. Therefore it is of the utmost importance that a firm 

educates its employees about the values and make sure that they truly understand them 

and live after them in their work life (Ind, 2007). But for employees to truly understand 

the brand and soul of a firm they have to have clear, direct and deeply motivated sense 

of purpose so that they understand why it is of important to know the brand. Hence any 

firm has to be aware that managing people and their knowledge is a key aspect of being 

successful. Grönroos (2007) writes about knowledge and how within any firm there is 

something referred to as “intellectual capital”. This intellectual capital has to be 

managed to perform economical profit for the firm and if not managed well, the firm 

goes into ruin. Intellectual capital can be divided into two sub sections: individual and 

structural, - the individual is tied to the people within the firm and its network and their 

Figure 2 

Brand

Employees
Customer 

Service
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individual knowledge behaviour and relationship. The structural, on the other hand, is 

the firm's culture and can be easily transferred to new employees. It is important for any 

firm to make sure that as much of the individual capital is transferred to the structural 

and not lost if he leaves the firm. The knowledge from the structural capital can be 

embedded in the brand, images and strong relationships. Firms have, for many years, 

been reluctant to invest money in their employees due to the fear of them leaving the 

firm and losing the investment, and thus treated as a possible future loss that has to be 

minimised. But firms need to view this differently since it is important for any firm to 

maintain a stable and good customer service and to make sure that as much as possible 

is structural and not individual, - this reduces risks of hurting the firm and its brand as 

employee leaves. Consequently firms should try to extract all knowledge relevant to the 

firm from the employee, making important individual knowledge structural. This is 

possible since knowledge often is transferable and it is just a question of finding a way 

to store the information (Grönroos, 2007). 

2.5 Managing Service Quality  

Grönroos (2007) studied a range of different firms and developed that managing service 

and its quality varies between firms and industries and found seven parts that any 

service management programme should have, which should be used as a guidance to 

implement a service strategy. The first part is service concept development which guides 

the use of available resources in the service process and how they should be used to 

become customer-oriented. The customer expectations management part is the external 

marketing which should be planned in collaboration with customer service employees 

who can inform the marketing department about the possibilities and limitations in their 

ability to provide customer service. Hence, it is important that the marketing department 

advertises the correct expected customer service experience. Then one has the internal 

marketing part which concerns employees within in the firm who are in contact with 

customers daily. The quality of any service is determined by the courtesy, flexibility and 

overall service-mindedness of the employees when in contact with the customers. 

Employees need to be exposed to the marketing and the desired brand image to 

correctly project it to the customers that they are in contact with. The service outcome 

management part - is the technical aspect of service processes and the “what” aspect 

discussed previously. The physical environment and physical resources management 

part is the management of all the physical resources and computer systems and should 

be in place to make sure that there is a back-up management system if the system fails. 

The firms also has to make sure that the information available through different 

channels are up-to-date, since in today's global and connected world customers actively 

searching for information there should be an information technology management part. 

Lastly there should be a customer participation management part which informs the 

customer on how to act to get the best of their experience when in contact with the firm. 

Also the customer in this part should have an impact on the processes within customer 

service if something goes wrong, which ensures customer participation (Grönroos, 

2007). 

Earlier articles discuss the management of service quality as organisational service 

orientation (OSO). The framework of OSO, is defined as a firms‟ organisation-wide 

adoption of a basic set of organisational policies and practices. The authors who formed 

the expression were Lytle, Hom and Mokwa (1998) and the scale, SERV*OR, they 

developed to measure and specify service quality is still until today. As such, the 



 

 
10 

importance of firms being able to measure, identify and understand what service 

practices, is required in producing and delivering  high quality and long term service to 

their customers. Service orientation is a profound dimension of firms‟ organisation, -  

the building blocks of service orientation consists of procedures, practices and service 

events taking place in a work setting where the expectation is service excellence. It is 

comprised from a number of attributes to satisfy a customer's needs, such as, 

cooperative, considerate, thoughtful and being helpful, with each individual employee 

expresses by the level of their behaviour. It is the employees‟ perception on service 

orientation which defines it and it is through that OSO is best assessed; hence the 

psychology aspect of the employee must be taken into consideration. Firstly, service 

means to attend to the customers‟ needs. Secondly, service ultimately comes back to the 

aspect of how the customer interacts with the firm through either direct, indirect contact 

or a combination of the two. Thirdly, service may only be formulated and created if 

members of the firm, employees, are willing and able to assist a customer and also, 

positioned at the appropriate points in the delivery and service creation chain of the 

firm, in order to attend and meet the needs of the customer (Lytle et al., 1998). 

2.5.1 Measuring OSO; SERV*OR 

The framework and scale SERV*OR by Lytle et al. (1998) was developed to measure 

OSO and contains several aspects of which the employees are deemed to provide 

answers on, and to be able to make an assessment over the level of the firms OSO. 

Research indicates that outcomes such as profit, customer satisfaction, loyalty and 

growth to the firm are a result of a well-developed OSO (Lytle et al., 1998). Originally 

it was developed to evaluate a banking sector in a developed market, but have 

successfully been applied in other settings. Lynn, Lytle and Bobek (2006) successfully 

used SERV*OR on a banking sector in a developing market. While others have used it 

in other sectors or settings such as the tourism sector, financial services firms, hotels, 

hospitals (Lyte & Timmerman, 2003; Lee, Park & Yoo, 1999; Lynn & Lytle, 2000; 

Lytle & Timmerman 2002; Yoon, Choi & Park, 2007). The scale is designed to evaluate 

internal practices at a firm, from the view of the employee.  

There are ten aspects of which the scale measures in order to make an assessment of the 

service orientation of a firm. These ten can be grouped into the following four themes 

(1) Service Encounter Practices, (2) Service Systems Practises. (3) Service Leaderships 

Practices and (4) Human Resource Management Practices, which are discussed in 

greater detail;  

Service Encounter Practices 

Service encounters are the interactions between the employee and the customer and 

referred to as “moments of truth” opportunities. Here, a firm receives a brief 

opportunity to define and impact the mind of the customer. The customer applies the 

brief encounter, evaluates it from and which the customer forms a basis of the customer 

service quality. There are two aspects within this theme which measures; Customer 

Treatment Practices and Employee Empowerment. Customer Treatment, at its basic 

level is service quality as the treatment of customers directly reflects the perception 

concerning service performance and overall customer satisfaction. As a result, firms 

must actively and continuously apply numerous practices to ensure that the service 

encounters between employee and customer results in a positive perception for the 

customer in terms of the service performance. Since this can result in increased 
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customer satisfaction, profitability and loyalty for the firm. The second aspect 

Employee Empowerment occurs when managers gives tools and power to the employee 

to make their own decisions without seeking their approval. This enables them to be 

more effective and facilitate quicker decision-making in the daily work of the employee 

to meet the demand of the customer. In addition, by advocating empowerment, the 

employees will become more responsive as service providers, with a higher level of 

productivity, more motivation, provide higher level of service quality and be able to 

handle customer issues more rapidly (Lytle et al., 1998). 

Service Systems Practises 

This section addresses the reliability and function of a service quality system. Since 

poor service quality is often a design problem and not a problem related to any 

individual. A number of important service-driven procedures and practices must be 

included and mixed in order to have the capability to handle a sufficient level of 

delivery in terms of service quality to the customer. Any OSO system needs to include 

the following aspects which are also covered within the SERV*OR survey; (1) Service 

failure prevention – recovery, (2) Service technology, and (3) Service standards 

communication.  Service Failure Prevention - Recovery is the centre of a service 

system; the practices associated are there to prevent service failures, be able to respond 

rapidly to complaints being issued by customers all of which are important factors for 

the overall service quality. When a firm neglects to repair the first initial mistake and 

possibly unsuccessfully corrects the error, the firm may be subject to letting a customer 

down twice on factors of recovery and failure prevention. Having planned 

responsiveness may provide firms with the means to retain up to ninety-five percent of 

unsatisfied customers. Customer expectation may be met from the appliance of 

sophisticated and integrated Service Technologies at firms. With new available cutting-

edge technology one can offer 24-hour access, personal recognition and more rapid 

service. Lower prices can be generated from more advanced purchasing and inventory 

control systems. Utilizing technology and technology-based systems is considered to be 

one of the critical aspects in order to achieve superior value for the customer. In 

addition a good service technology can facilitate failure prevention and add addition 

value. High Service Standards Communication is when all members in the firm grasp 

and understand the service standards within the firm.  By having service standards and 

being able to project these to all members in the firm one will be able to maximise the 

internal service level and can be another method to minimise any service failures and 

recover from any failures more rapidly (Lytle et al., 1998). 

 Service Leaderships Practices 

The following aspects might be the most critical and most necessary in creating and 

sustaining an effective service orientation; Servant Leadership and Service Vision. It 

is the managers‟ conscious and sub-conscious actions and attitude which shape the 

working environment though their leadership and by setting examples. When employees 

receive support and inspiration from their managers, they are more likely to provide 

excellent service. However, this cannot take place unless another aspect, service vision, 

is communicated from the top down by various managers. This is to inspire employees 

to provide high quality service as well as motivate other members of the firm on several 

levels to provide more service to its customers and each other. One can communicate 

the service vision by stating clear objectives and goals to enforce and produce the 

desired service level to customers (Lytle et al., 1998). 
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Human Resource Management Practices 

Human resources management covers the aspect of Service Rewards and Service 

Training and has during the last decade received more attention, but as Ind (2008) 

states, remains a practice highly neglected. It is important to understand the attitudes, 

personalities, beliefs and behaviours of the employees to form appropriate training, 

hiring and rewards to increase the service level. Both Ind (2008) and Lytle et al. (1998) 

found that having rewards and compensation for great customer service gives 

employees more incentives to perform better at their jobs. There is also emphasis from 

professionals as well as scholars on the importance on human relations skills in 

employees who come in direct contact with customers. As mentioned before, factors 

influencing the level of customer satisfaction are basic skills which employees should 

possess such as thanking the customer and being courteous. It is important to hire 

employees that from the start have a great service orientation since they are more open 

and learn more from additional training they receive from the firm (Lytle et al, 1998).  

2.6 Conclusions of the Theoretical Framework 

In literature Davis et al. (2008) mention it would be interesting to see how employees 

perceptions could affect the brand. On a daily basis it is the customer service employees 

and how they view their roles or tasks which influence the brand (Ind, 2007). In 

addition Ind (2007) states that it is by living the brand that one creates it and those 

employees have to believe in what they are working with. That not only does the brand 

influence the employee and the way he lives, but through the employees work they will 

portray it (Grönroos, 2008). Hence theory overlaps and a model was able to be formed 

as illustrated in Figure 3.  

 

 

 

 

 

 

 

 

There are three connections between brand, customer service and employees. The first 

connects customer service and employees and denotes how employees view customer 

service as both a service and as their role. The second connects customer service to 

brand and shows how their actions within customer service affect it. Here the customers 

perception of it may change based on the service received by the employee. Lastly, the 

connection between employees and brand is denoted as a two way communication; the 

employees‟ project and creates the brand by living it, as well as the total brand will 

affect the employee.  

Brand

Employees
Customer 

Service

Figure 3 
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There are variations of definitions of customer service, where they describe and define 

customer service with the basic assumption of meeting the requirement of the customer 

needs. However, the concept of customer service is an intangible asset which is difficult 

to describe since it may vary between firms (Lytle et al. 1998). It is determined that the 

concept of Lalonde et al, (1988) is the most appropriate definition. Due to the close 

relevance it holds to logistics it is applied as a frame for this research. However, the 

authors have not disregarded the additional existing definitions from the research since 

the various definitions share certain elements with each other on the topic of customer 

service. Since, it is difficult to provide with a definite definition to customer service due 

to its dynamic nature. 
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3 Methodology & Method 

This chapter outlines the mix method applied to perform the deductive research and 

answer the given purpose. It first presents the methodology followed by the method and 

the arguments behind the choices and ends with a discussion of the validity and 

reliability of the research.  

3.1 Research Approach 

Based on the nature of this research, the authors believe that the most appropriate 

approach is to apply a case study interpretative strategy. As stated by Yin (2009), a case 

study is applied to explore a phenomenon or research topic within a number of real life 

contexts or within its own context. A case study strategy is deem to the most suitable to 

answer the given research questions stated in chapter one. As Eisenhardt and Graebner 

(2007), conducting case study based research is relevant when the goal is to gain a rich 

understanding of the context of the research and the processes being enacted (Saunders, 

Lewis & Thornhill, 2012).   

3.2 Interpretivism 

When considering the aspect of interpretivism from a philosophical point of view, it is 

advocated that it may be appropriate for researchers in understanding differences 

between humans in their role as social actors. As such, the emphasis is laid upon 

studying a phenomenon around and among people in a certain context, by mentioning 

the words of “social actors”. Literature provides an explanation that the concept of 

social actors and is the idea that humans play their respective parts in a firm. Thus, 

depending on their respective role in a certain context, the perceived view of the social 

actors may differ since their role in the context may provide them with a different 

interpretation of a phenomenon. This research focuses on the reality of the employee,  

his view customer service and how it influences the LSPs brand, the authors believe that 

the stance of conducting a research under the philosophical point of view of 

interpretivism is the most suitable one (Saunders et al, 2012). 

3.3 Data Collection  

There are two types of ways to collect data, known as primary and secondary data 

collection. Primary data is newly gathered data through observations, focus groups, 

surveys and experiments directly from the sample and referred to as “raw data”. This 

type of data has not altered with and can be used for several studies. Secondary data is 

previously gathered data such as books, journal articles, online data and catalogues. 

This type of data may only be relevant to a given problem since the original data have 

been interpreted to fit previous research (Saunders et al, 2012). 

This research has gathered both secondary and primary data. The secondary data has 

been gathered through academic journals, books and educational material to give the 

authors valuable insight into the field of research. It will also provide a theoretical 

foundation from which analysis will be based on in relation to the primary data 

collected. The primary data has been collected through semi-structured interviews and a 

survey.   
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3.4 Time Horizon 

Literature suggests that when considering the time frame of a research one can consider 

a cross sectional or a longitudinal study. The purpose of a longitudinal study is to 

research change and development over a period of time, either back or forth in time, 

covering a spectrum of years. Whereas a cross sectional study is concerned with 

studying a specifically shorter spectrum of time or a given point in time (Saunders et al, 

2012). This research is based on the phenomena of employee perception at a given point 

in time. The interviews were conducted and the survey completed during a month time 

and each interviewee was only interviewed once. The purpose of this research was not 

to determine the changes of employees‟ perception over time therefore it is a cross-

sectional.  

3.5 Sampling 

There are two types of sampling to consider when distinguishing the manner of how the 

research may conduct sampling. These are known as probability and non-probability 

sampling, where each type is a reflection of the initial research with different processes 

to conduct the sampling. Choosing the type of sampling is dictated by the nature of the 

research questions and choice of research strategy. Probability sampling is concerned 

with the equal probability of each person or case within the total population being 

selected for a research. Probability sampling is most often concerned with experiment 

research strategies and survey based research (Saunders et al, 2012). Non-probability 

sampling provides with a selection of alternatives to apply in sampling where the 

majority of techniques involve an element of subjective judgment.  

Since the authors of this research are undertaking a mixed method with a qualitative and 

quantitative method. However, the sample for the quantitative part of the research does 

not exceed fifty cases and the focus will lie on a small number of chosen respondents 

and interviews. Where the amount of respondents for the quantitative part, do not reach 

up to thirty-two, which is suggested to be the lowest amount of observations needed in 

order to conduct and produce a reliable statistical assessment (Anderson, Sweeney, 

Freeman, Williams & Shoesmith, 2010). In addition, it is suggested that when an ample 

population is lacking and when the research concerns only a few observations it is best 

to undertake a non-probability sampling (Henry, 1990). Limiting the sampling to a few 

cases provides an in-depth research and can provide the researcher with data rich in 

information, in order to answer the research questions and gain further insights.  

The authors have been approaching LSPs in both Sweden and Thailand through 

traditional access, this to gain access for face-to-face interviews and to distribute the 

SERV*OR survey. This was possible with the authors gradually and progressively 

approaching LSPs. However, the authors utilised existing contacts as a starting point for 

the research, in order to gain access to conduct the research and receive new contacts as 

Easterby-Smith, Thorpe and Jackson (2008) suggests. 

3.5.1 Sampling Selection  

The sample in this research is employees working daily with customers, and to 

distinguish between managers and employees, an employee in this research is someone 

who does not have any responsibilities of managing other employees. Hence they do not 
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have anyone at their firm reporting to them on a regular work basis concerning their 

tasks.  

Throughout this research an employee who has participated in this research is referred 

to as a participant. An interviewee is an employee who has been interviewed. 

Respondents refer to employees who answered the survey. 

3.5.2 Cross Cultural Differences  

This research has taken place in two diverse cultures. To further understand the context 

of the culture in the sample, this section introduces the reader to the variation in culture 

between Sweden and Thailand, which may influence the results of the research. 

According to Hofstede (1984) and Moore and Woodrow (2010), the aspect of culture 

has been defined in a variety of ways. Culture concerns with the mental programming 

of the mind which separates members of one society of group from one another. Where 

the mind-set and pattern of thinking are transferred from the parents to their children, 

leaders to their followers and teachers to students. The manner of different influences to 

individuals concerning culture impacts individuals of how they view different aspects of 

life. The view of how they perceive the world to be, their values, notion of what is good 

and evil, true and false, beautiful and ugly and experiences are influences of which may 

separate cultures from one another. The aspects which are deemed to be fitting to this 

context are the four dimensions presented below, influences individual behaviour and 

how an organisation is built (Hofstede, 1984; Hofstede & Hofstede, 1997). How 

Sweden and Thailand rank in relation to other countries and index numbers of the four 

categories are presented in Appendix 1.   

Individualism versus Collectivism is concerned with the concept of people‟s self-

concept being “I” or “We”. Individualism concerns with the expectation of individuals 

being able to take care of themselves and their families only with a loose social 

framework in society. Individuals with a collectivistic view expect relatives or other in-

groups to look after the individual in exchange for unquestioning loyalty, represents a 

tight social framework in society (Hofstede, 1984; Hofstede & Hofstede, 1997). 

Large Versus Small Power distance, concerns the extent of how individuals in a society 

accepts the power of organisations. Individuals in societies with Large Power Distance 

accept a hierarchy where everyone holds a distinct position. Individuals in Small Power 

Distance based societies seek power equalization and opposition to power inequalities. 

In essence, power distance handles inequalities among members of society when they 

occur, where these have consequences for how institutions and organisations are built 

and formed (Hofstede 1984; Hofstede & Hofstede, 1997). 

Strong versus Weak Uncertainty Avoidance is the level of how individuals in a given 

society feel uncomfortable with ambiguity as well as uncertainty. Strong uncertainty 

avoidance societies maintains behaviour and existing codes of belief and does not 

tolerance towards individuals whom deviate from society as well as differing ideas. 

Weak uncertainty avoidance societies concerns with a more relaxed environment, where 

practice counts for more than principles and differing ideas and individuals from society 

are more easily tolerated (Hofstede, 1984; Hofstede & Hofstede, 1997). 

Masculinity versus Femininity are two aspects of which masculinity view stands for 

reaching achievement, assertiveness and material success. The opposing view, 
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femininity, holds the view of emphasising the importance of relationships, caring for the 

weak, modesty and the quality of life (Hofstede, 1984; Hofstede & Hofstede, 1997; 

Moore & Woodrow, 2010).   

3.6 Qualitative 

By using a qualitative approach the authors seek to gain a higher level of understanding 

through interviews, observations, case studies and various data collection. As a 

qualitative approach may lack the objectivity that a quantitative research possesses, it is 

therefore important that the authors put effort in the interpretation of the results (Wright, 

2004). Through the qualitative research process it is possible to adapt and change the 

questions due to the reality that interviewees are subject to, during the interview. 

Gathered data is presented in words, interpretations and explanations of what is being 

studied (Jacobsen, 2002). 

3.6.1 Interview Design 

Interview as a technique is defined by being a method to collect data by the interviewer 

asking the interviewee questions, by conducting telephone or face-to-face interviews 

(Polit & Beck, 2006). Applying interviews are considered to be one of the most 

common methods of collecting data collection (DiCicco-Bloom & Crabtree, 2006). 

Researchers differentiate between ways of conducting an interview; unstructured 

interviews, semi-structured and structured interviews (Fontana & Frey, 2000; Polit & 

Beck, 2006). Structured interviews are displayed and implemented through interview 

questions having closed questions and may be beneficial when the researcher wishes to 

generate raw quantitative data (Whiting, 2008). 

When considering semi-structured interviews, it is of an in-depth nature, personal and 

intimate in nature – the questions applied are used as a tool for the researcher to gain 

detailed narratives (DiCicco-Bloom & Crabtree, 2006). According to Sorrell and 

Redmond (1995) and Melia (2000), the interviewer when asking the questions to the 

interviewee, usually maintains control over the interview and does not contribute 

anything else. However, an attempt for the interviewer to obtain control over the 

interview process may diminish the respect towards the interviewee, risking treating 

him as a mean to produce data instantly (Oakley, 1981). Having semi-structured 

interviews allows consistency throughout the interviews as the interviewees receive the 

same base of questions which might not be the case when using unstructured interviews 

as there is loss of consistency in the data collection process (Saunders et al, 2012). 

Hence, a semi structure interview is chosen.  

3.6.2 Question Design 

According to Gall, Gall and Borg (2003), there are three types of format when 

designing interviews, standardized open-ended interview, general overview guide 

approach and the informal conversational interview. As such, the authors provide an 

overview of the chosen interview design and how the chosen question design is 

applicable to the research. Standardized open-ended interviews are, in nature, highly 

structured in terms of the wording of the questions - all participating interviewees are 

asked identical questions, however with a structure designed to be open-ended (Gall, 

Gall & Borg, 2003). From having such a design, the semi-structured open-ended 

questions provide the researcher with the ability to gain as much detailed information 
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possible. Also, the design provides the researcher to ask probing questions. Probing 

questions allows the researcher to further validate the sincerity of the interviewees‟ 

answers by asking follow-up questions or when one does not fully understand. An 

example would be “Can you please give on example of that situation… Or Can you 

elaborate on your statement” (Saunders et al, 2012).  It is shown that standardized 

open-ended interviews are the most popular applied form of interviewing when 

conducting research studies. This design allows the interviewees be able to express their 

viewpoints and experiences. However, a weakness of conducting open-ended 

interviewing is that it difficult for the researcher to code the collected data. Therefore, it 

is in the authors‟ interest to apply a semi-structured interview due to initial analysis of 

the qualitative data.       

3.6.3 Context of Interviews 

There is an important aspect of which to consider when conducting the initial 

interviews, which is concerned with in what context and setting of the interview. 

According to Saunders et al. (2012), the manner of how the interview is carried out and 

under what circumstances it is being performed, it is important to carefully consider and 

plan the setting of where and when it is taking place. Factors such as time and the 

location it takes place may impact the interview (Saunders et al, 2012). As such, the 

authors have been able to organise interviews to combat any weaknesses which may 

negatively reflect back on the quality of the interview. The interviewees chose the 

location and time, where they felt free to express their own thoughts. This was carried 

out during lunch and working hours based on their preference.   

3.6.4 Analysis Qualitative Data 

When concerned with the actual analysis of the qualitative data, there are two general 

approaches. Firstly there is converting the qualitative data into quantifiable form by 

coding the data first and then analysing it. The second, when aiming to generate new 

concepts or new ideas, one follows a similar process but does not quantify the data. This 

risks exposing the authors to a more difficult process of coding the data. Therefore, it is 

suggested that the initial analysis be conducted by merely inspecting the data for new 

connections between the chosen theoretical categories and writing memos based on the 

properties (Becker & Geer, 1960: Becker, 1958). 

For the initial analysis of the collected qualitative data, the authors use the analytical 

tool of content analysis to code the data into groups. Content analysis looks at 

statements or facts which have been said by several interviewees and group them 

together as one joint statement in the empirical analysis. By doing a content analysis 

repetition of data is avoided and findings can be presented as “several interviewees said 

the same in relation to […]”. For the analysis section pattern analysis is used and is a 

method applied in communication research. Practical appliance of conducting a pattern 

matching is described as to analyse data with a deductive approach based on matching 

main themes from the frame of reference with the empirical findings (Saunders et al, 

2012). 

3.7 Quantitative 

Quantitative research may be suitable when attempting to display segmentations of 

markets, structures and sizes of markets. However, one apparent advantage with a 
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quantitative research is that you deny the holistic nature of a specific firm or an 

individual.  

A quantitative research assumes that any of the respondents are able to describe a 

situation or the reality through pre-set answers which puts strong limitations on 

collected data (Jacobsen, 2002). In this part of the mixed-approach of quantitative and 

qualitative research, the same questions were given to all the respondents. Thus, 

providing the authors with a fundamental basis over their data in order to make a proper 

assessment over the collected data, in relation to the topic and sample. Pursuing a 

quantitative approach is argued to be most attractive, since it may allow the authors to 

minimise the bias and subjectivity and it provides the means to present the results in an 

objective statistical form. 

The authors are aware that the conclusion of a quantitative approach may not have much 

depth. However, the authors are able to assess a more substantial amount of data and 

analyse it more effectively and efficiently compared to only having a qualitative 

approach. However, the authors are not conducting this research to generalize since it is 

not sufficient to make a generalization with the results. As Jacobsen (2002) states, the 

sample has to be representative for the whole population in order to assess a 

generalization based on the results.  

3.7.1 Likert Scale 

A quantitative survey is used to gain supporting data to the primary qualitative method 

and the structure of the survey is based on the concept of the rating scale “Likert 

Scale”. Likert Scales are most commonly applied as tools in marketing research, where 

the rating scales are applied to capture information on a range of a phenomenon. In this 

case, it may be used to ask respondents to provide answers on verbal statements about 

their perceptions, attitudes, evaluation of brands/ products, thus deriving the collected 

information in order to make an assessment of the general information concerning a 

phenomenon. The respondents are asked to provide their assessment on a differential 

scale ranging between strongly agree to strongly disagree (Dawes, 2008). One cannot 

assume that the intensity of feelings between strongly disagree and disagree is equal to 

the intensity of feelings between other categories on the Likert Scale (Cohen, Manion & 

Morrison, 2000).  

There are several alternatives for Likert Scale constructs. Some researchers tend to 

assume that the values in the interval of a Likert Scale are equal and applicable for all 

the categories in the survey, which is not true (Blaikie, 2003). Research implies that five 

or seven-point scales are the most commonly used (Malhotra & Peterson, 2006), 

however, ten or eleven-point scales are also frequently applied in research (Loken, Pirie, 

Virnig, Hinkle & Salmon, 1987). Any of these scales are applicable and hold statistical 

relevance when issuing statistical tests and that the statistical significance when 

evaluating any of the previously mentioned scales, are indifferent from a statistical point 

of view (Dawes, 2008). For the survey (Appendix 2) used in this research, the authors 

believe that applying a 7-point Likert Scale, for full range see Appendix 2. Due to the 

simplification of analysing and determining the data derived from the results and to the 

statistical difference between 5, 7 and 10-point Likert Scale being very marginally 

different.  
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3.7.2 Analysis of Quantitative data 

The quantitative analysis is most often conducted by comparing two or more groups 

with minimum of 30 observations with each other in order to conduct an appropriate 

analysis (Callingham, 2004).  The most applied method of collecting the data is through 

a survey which include given answer alternatives (Dawes, 2008). From the issued 

survey, the answers are quantified and coded. This may facilitate the collection, 

classification and analysis of the data and one can apply a variety of statistical 

techniques, such as Excel spreadsheets and more advanced data management 

programmes as IBM SPSS Statistics  (Wright, 2004: Saunders et al, 2012). 

The survey is used to determine and assess the general attitude towards service 

orientation from the employee perspective at the selected firms. In order to analyse the 

data, mean, standard deviation (SD), coefficient of variation (CoV) and the percentage 

of the sample that falls within a certain value is reported. The mean is calculated on all 

the given answers within a specific question, and shows the average answer of the 

sample. The SD of the sample shows the variation of the answers and will show the 

spread of answers - the lower the SD the closer the spread of answers in that question. If 

all respondents choose the same answer the SD become 0, but, the larger the spread of 

the answers the higher the SD. The CoV measures the relative variation for distributions 

with different means and is expressed as a percentage and is calculated by dividing the 

SD with the mean of the sample. The lower the CoV, the lower the spread of answers 

and the more of the respondents have given the same answer. Finally the percentage of 

the sample that falls within a certain value is reported to show how large of the sample 

choose that answer. In order to calculate that number the number of replies within a 

specific value was calculated as a percentage of the total population to get a better view 

of the results (Groebner, Shannon & Fry, 2014). In this case, one should study all the 

reported numbers and not only look at the CoV and mean. If half of the respondents 

answer with a six on the scale and the rest a three then it will report a mean of slightly 

above four and a high CoV. But the mean and CoV will not show that there are two 

groups of respondents that clearly either disagrees or agrees, therefore it is important to 

also look at the percentage of the sample that falls within a certain value. This type of 

analysis described is suggested by Groebner et al. (2014). 

3.8 Quality of Method 

Applying case study strategy by utilizing multiple sources of evidence is rated high in 

term of general quality, comparing to cases relying on one single source of information 

(Yin, 2003). The strengths of applying a case study approach lies in the retrieval of 

information being collected from primary sources, which in this research consists of 25 

respondents for the quantitative part of the research and eleven interviewees for the 

semi-structured interviews. All the respondents and interviewees hold a position within 

customer service and have relevant experience in the field of which the research is 

covering. In order for reliability to be achieved, all respondents were informed of the 

outlined research and asked for their consent to participate regarding both for the 

qualitative and quantitative parts. 

The interviews were planned to take approximately fifteen to thirty minutes each and 

the survey would not take longer than ten minutes to finalize. Concerning the survey, 

the authors chose to not alter the statements which had been constructed by Lytle et al. 

(1998) in order to conduct an assessment based on the theory of OSO - altering the 
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statements  may jeopardize the general assessment when analysing the data, since an 

alteration may deviate from the stated theory. However, the expression of lip-service 

was provided with a definition, explaining to the respondent what meaning it holds. To 

ensure full transcripts, notes were taken to document feelings and full answers of the 

interviewees answer. The interviews were recorded and if someone desired to not be 

recorded, an email-interview was conducted, where one interviewee answered in 

writing. The survey was written in English while the interviews were conducted in 

Swedish and English.  

By conducting both qualitative and quantitative studies in this research, it may 

strengthen the validity and ultimately provide reliable and valid results and a conclusion 

based on the data collected. Conducting an in-depth, personal interview provides the 

research with rich and truthful information concerning the topic being studied, meaning 

that other aspects and perspectives may emerge from the data and interviews. This 

provides information which may deviate from theories and provide further insights to 

new areas of discovery concerning customer service and firms brand, thus, increasing 

the quality of the research. 

3.8.1 Reliability  

For this research, the authors have been carefully considerate of the ethical nature of the 

research. It is important to assess of how information was gathered, whether it was 

conducted through secondary and/or primary data through internet-mediated, face-to-

face interactions or survey based methods. There are three types of access to 

information to consider while conducting research: intranet-mediated access, traditional 

access and hybrid access (Saunders et al., 2012). Firstly, the intra-mediated access looks 

to provide the researcher with access to a firm‟s intranet. However, in order to achieve 

intra-mediated access, it is suggested that a researcher may need some level of 

traditional access to assess and gain access to this type of information. Secondly, 

traditional access is concerned with “phone” conversations and face-to-face interactions, 

where methods such as experiments, interviews, focus groups, administer surveys and 

observations are applicable to interviewees through this type of access. Lastly, the 

hybrid access combines the two types of traditional and intra-mediated access. 

The authors want to emphasise that all respondents and interviewees where informed of 

the conditions of the process concerning the gathering of data and how the information 

will be used and that it will be published to a public domain to gain informed consent. 

Making the participating employees aware of the nature of the research and conditions 

of how the data will be handled before engaging in interviews or surveys. To limit any 

possible drawback to any of the participants; all participants were given the possibility 

to be anonymous throughout the interviews and survey, for this research, all participants 

chose to be anonymous. Not only to protect the participants integrity and their position 

at the firm, but also to gain as much knowledge and information as possible during the 

interviews since anonymity provided them with complete freedom to answer any 

question without risking any repercussions from the firm and its managers. 

Additionally, after finalizing the transcribed interviews the authors deemed it fit to 

achieve transparency towards the interviewees. This was achieved by issuing and 

submitting each transcribed interview by email, relevant to each respective interviewee. 

In order for the authors to receive full agreement to what was said during the interviews 

and the transcribed information drawn from the interviews are correct. Furthermore, to 
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get full consent from the interviewees that the transcribed information may be applied to 

this conducted research.    

3.8.2 Validity  

In this section, the elements of validity are discussed in relation to the research. As the 

research has been conducted by applying a mixed method, the aspect of validity needs 

to be assessed. Since there are two different means of gathering data, the authors 

emphasise that the qualitative method is the primary means of gathering data and the 

quantitative data is to be considered as a supporting data which is applied in analysing 

and supporting the qualitative data. According to Saunders et al (2012), when analysing 

the qualitative and quantitative data, either one of qualitative or quantitative procedures 

and techniques will be predominant.   

When assessing the internal validity of this research, the respondents and interviewees 

for both the quantitative and qualitative parts, were chosen based on their position and 

firm. All eleven interviewees‟ works with or close to customer service functions of each 

LSP and identical form of selection process was applied in the selection of respondents 

to the survey. By performing interviews in person, it strengthens the internal validity 

since it may assist with the retrieval of truthful information and an increase of reaching 

a mutual understanding of the questions face-to-face. However, interviews in Thailand 

were performed in English and not in Thai, which may have implications to how the 

interviewee may interpret the question and impact the answer being provided. As for 

interviews with Swedish LSPs, the interviews conducted solely in Swedish due to the 

interviewees‟ preference. 

It is important to point out weaknesses of the research. Considering the research 

philosophy, the reality of the participants operating at customer service may be different 

between LSPs. As described in the frame of reference, the meaning of customer service 

is highly dynamic and varies over different settings and industries.  
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4 Empirical Findings  

In this chapter the findings from the interviews and survey are presented. It starts with 

the interview and the data is presented in relation to the structure of the interviews, in 

Appendix 3. In order to structure the data and theme it, a content analysis has been 

performed on the qualitative data. The last sub-section presents the results of the 

survey. 

4.1 Interviewees 

For this research, eleven employees from six different firms were interviewed and they 

were from various forms of LSPs in both Sweden and Thailand. In the sample there are 

employees from firms operating as distribution warehouses, brokers or agents, TPLs 

and a hybrid firm operating both as a TPL and a 4PL. The white boxes represents firms 

in Thailand while, the dark boxes to the right represent Swedish in Figure 4. As 

mentioned in the theoretical framework, logistical networks are highly complicated and 

involves countless of different forms of LSPs.  

 

Figure 4 

The interviewees experience within logistics varied between 34 years to a few months 

but on average they have an experience of 8 years. During the interview all of the 

interviewees were asked to specify what they work with on a daily basis; among the 

tasks was booking of shipments, document handling concerning export and import, 

answer incoming emails, calls and online requests from clients and suppliers and handle 

flows of goods. All had some contact with different suppliers or customers on a daily 

basis and forms of customer service. 

4.2 Customer Service  

This section aims to describe what customer service is in the eyes of the employees, but 

also what it is in relation to the firm and their work at the LSP. One of the initial 

questions to the interviewees was what customer service is to them. To gain a more in-

depth answer, the interviewees were asked to give examples of both good and bad 

customer service.  

 “... I think customer service is just responding to what the customer needs in a timely 

manner and a comprehensive manner.  Do something that is very quick and attending 

to their problems in a way that is, like, relevant to them and just addressing their 

problems in the most completely possible so that they are happy with the company.” - 

B1 

LSP

A1 
A2

B1 C1 D1
E1, E2, E3,

E4, E5
F1



 

 
24 

Two interviewees, (A1 and E1) said that customer service is something that takes care 

of everything for the customer to help them in the best possible way, including 

answering any questions, solving any problems. At this stage of the interview, the 

interviewees gave their interpretation of customer service. A majority of interviewees 

were in agreement that customer service concerns with taking care of, being available to 

the customer and fulfil the needs and demands of the customer are the essence in 

customer service according to several interviewees (A1, A2, D1, E1 and F1). Here are 

two statements that show what customer service is, but also how it is to work in 

customer service; 

“Customer Service is to satisfy the customers‟ need and requirement. Satisfy them.” - 

F1 

“It is to answer questions that a customer needs help with to the best of your abilities.”   

- D1 

This reasoning was naturally integrated to the following question on what good and bad 

customer service is. The given answers were all consistent and reflected back on to the 

previous question - that good customer service is taking care of the customers‟ needs 

and ensure their satisfaction and retention. 

“good customer service, you really take it to take care of the customers‟ need and 

really address the concerns that they make and have, in a way that is quick […] to 

ensure customer satisfaction and customer retention” - B1 

However, there were two interviewees who emphasised the importance of giving and 

providing the customer with the enough time and making sure that the answer provided 

to the satisfaction of the customer and to their expectation. On the other hand, one 

interviewee stated that providing a high level of responsiveness in terms of keeping the 

customer continuously and regularly informed until the problem has been solved is most 

important for their customer service operation. 

“We respond very fast and try to solve the problem […]" - A1 

Even if there was emphasise that good customer service solves the problem fast, it was 

also stated that honesty is important and that;  

“Customer service should never be afraid to give an answer whether it is a good or bad 

answer.” – D1  

Concerning bad customer service, the general consensus from the interviewees was that 

bad customer service is when customer service does not achieve to provide the customer 

with answers and tend to the needs. Additionally, an interviewee provides with an 

aspect to customer service which is when customer service fails to recognize the need of 

the customer and how further understanding of the process is beneficial. 

 “The more one know about the processes, the better service one can give.” - A1 

Continuing on the topic of customer service and as the interview progressed, the 

underlying tension of nervousness began to diminish, and the interviewees began to 

gain a deeper understanding of the nature of the questions, therefore they were asked 

why there is any need for a customer service. As stated by B1, the reasoning behind 

having a customer service is that the interaction between firms and customers does not 

end when the money has been handed over. Customer service is about attaining 
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customer value and maintain and ensuring the relationship even after sales. Where 

interviewee E4 holds the same point of view, that customer service is important in order 

to maintain long term customers. A1 emphasises the importance of communication, due 

to the risk of not providing information at a timely manner to all parties involved. Due 

to communication, D1 believes that customer service should also be regarded as the 

eyes outwards and the starting point of communication between customer and firm. 

Also, the importance of ensuring that the customer talks to a competent person with the 

correct knowledge to aid the customer, this to make both the customer and firm feel 

better concerning the communication in between.  

D1 also said that their customer service department was founded due to a demand from 

their customers. Previously their customers had to call the warehouse or supply planner 

directly to get answers to their questions. This interrupted the workers normal tasks and 

a need for separate customer service department was identified – a new department of 

customer service was created in 2012.   

 During the interviews the interviewees were asked to describe their customers. As A1 

and A2 states, everyone is a potential customer as long as the customer wants to send 

cargo out or in or use any of the many additional logistical services that their firm 

provides. This is a view shared from the majority of interviewees. 

“Our customer is, everyone can be a customer” - A1 

While others were more specific and said their customers are different electronics firms, 

or a customer who just needs something shipped from A to B. D1 said that their clients 

are a mix of both private persons and firms, but that their main task was to help firms 

but would help private persons if they call in. In addition they were asked how often and 

how they are in contact with their customers - they all replied daily, but through 

different types of communication channels. Most common is email and online forums to 

handle more simple tasks, but if there was a more complicated problem then they would 

call the customer instead of emailing. As stated by A1, face-to-face interaction between 

customer service and customer only occurs when they get a problem which may be 

severe or needs to be solved in person.  

At this stage of the interview, the authors transitioned to moving from the general 

questions of customer service concerning the employees‟ perception and reality of the 

customer service concept - moving to ask about customer service in relation to 

themselves. Putting more focus on customer service in the firm that they are currently 

working with, the interviewees were asked if their firm had any goals for their customer 

service. Only one interviewee was able to indicate and pinpoint any type of goal, saying 

that it is to have long term customers and ensure that they are satisfied with the services 

provided (B1).   

When nearing the end of questions concerning the concept of customer service, the 

interviews begun to reach the level of dialogue between individuals instead of the clear 

defined roles of interviewer and interviewee. When assessing goals of customer service, 

a clear majority of the interviewees stated that they did not have any direct set goals 

with their customer service. In addition they were asked if their firm provides them with 

any sort of guidelines on how they should work in customer service. Responses were 

provided by a simple yes or no to the question and none of the interviewees further 

developed if they had any guidelines for customer service. Some said it is just common 
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sense and being courteous (E2), one of the interviewees explained that once they start at 

the office they are taught how to treat the customers (A1). Others explained that they 

have some guidelines but they do not follow them (E2 and B1).  

“Not written down but indirectly they exist. Some guidelines.” - E2 

In clearer words of interviewee B1, the format of how they operate customer service is 

“free form jazz” and doing what deemed as fit at that time. Situations vary in customer 

service, so they handle customers on a case-to-case basis. A further argument from B1 

is that by doing what feels right as they move along from a case-to-case treatment on 

customer service, guidelines and developing practices may occur as they continue 

operating. E1 shares the opinion of B1, that not every call or case is the same. However, 

D1 states that their firm has practice of handling customers based on call times. Not 

limiting the time they get with the customer, if the case is that the customer needs ten 

minutes to push their case instead of the 2-5 minutes which was set as a general notion 

among customer service. Instead, being patient and providing the customer with the 

time s/he needs to fulfil its need, which is coherent with the definition presented by 

Turban (2002). When receiving the answers concerning guidelines E4 said: 

“They can provide us with clear goals to work towards”- E4 

This statement is in line with several of interviewees who stated that they would 

appreciate seeing more guidelines on how to operate in customer service (D1 and F1).   

4.3 Brand  

Results from the interviews concerning brand gave insight to the interviewees‟ thoughts 

and ideas concerning the brand and the implications it has on them when working with 

customer service. During the initial questioning the interviewees were asked to explain 

what a brand means to them. Several interviewees answered closely to the definition 

provided in the theoretical background;  

“A Brand is something that a customer is able to see, a logo or a word or something 

and then they will think about that firm”- D1 

This supports the description of a brand by Blombäck (2005) and Kotler (2000).  A1 

talked more how the brand is something which makes you more confident about your 

purchase, which is also in line with Blombäck (2005). As customers relate different 

qualities to a brand, E1 point out that brand is often something you associate a certain 

level of quality and price with. In addition, Ind (2007) mentions how the brand is 

something which “occurs in the customers mind” and thus is the customer perception of 

a brand. Putting this in relation with what B1 said: 

“… it‟s a public perception of your company, you‟re building your brand. […] I think 

brand is an intangible customer perception of the goods that they, the company is 

offering to you.” - B1 

After defining a general definition of a brand, the interviewees were asked to describe 

their own firm‟s brand. Most of the interviewee had difficulties in explaining it, while 

some could not explain it at all (E3 and E5). The question proved tricky but some 

managed to provide an answer, some could describe the brand as if it was a person, 

while some only could describe what services it provides. The first firm in the chain (A) 

was described as a professional, honest and powerful brand which can do everything for 
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their clients and creates a loyalty so they become pleased and continue ask for their 

services, and with their strong position on the market they can good shipping rates and 

low lead times compare to their competitors. B1 for example had difficulties explaining 

their brand since it is still a young firm that has not found its true identity, but would 

today described it as a low cost, efficient and cheerful brand that does everything to 

guarantee the arrival of their clients‟ goods. Several interviewees described their firms 

according to the services they provided. But D1 pushed that by using their services 

often you would receive better service. Another interviewee, E1, describes their brand 

according to the workplace environment and said that they were all helpful towards 

each other, the clients and suppliers by being efficient and collaborative.  

To connect to the previous theme about customer service the interviewees were asked to 

answer how they project the firm brand and believe when working with customer 

service. This was one of the first questions asked to get the interviewees to reflect on 

not only their work but on previous answers. F1 gave the following answer 

“By being an extension of the firm. I‟m an extension of the firm and I can give my 

positive picture because I want to solve the problem hence my firm wants to solve the 

problem.” – F1   

Another interviewee E1 explained that interaction with customers as being a 

representative of the firm. Hence it is important to be courteous and present oneself as 

you are forming a mental picture of the firm and the client. Both A1 and B1 do it by 

working fast and being responsive to the clients‟ requests, since it never ends.  Others 

could not be precise in how they project the firm brand, but they talked more general on 

how one should act when talking to a supplier or customer. E1 and E5 said that having a 

nice tone, introducing oneself and really listening were important aspects.  

The theme on brand and customer service continued by asking the interviewees on how 

they believe that the firm brand influences them in their work within customer service. 

They indicated that the firm brand increases their awareness of how to present 

themselves in their day-to-day operations and customers know what to expect when 

being in contact with their LSP. A1 described it as professional, maintaining a high 

professional standard by delivering repeated high quality. Firm brand awareness alone 

does not describe the brand for the employees - it falls to the employees to create a work 

environment that influence the manner of how they conduct customer service according 

to D1. As Ind (2007) explained brand is not all about the logo, it is also built up by the 

employees. E3 said that they are direct in their way of doing business at firm E, hence 

they are direct when contacted. But they additionally said that having a strong and 

established brand gave others the belief that they know what to expect when contacting 

them.  
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4.4 Value Creation in Brand & Customer Service 

During the final theme of the interview the dialogue between the interviewees and the 

interviewee progressed. Now several of the interviewees begun to take some extra time 

to reflect on their own roles as the interview continued. 

When asking the interviewees about comparing their service to competitors, none of the 

interviewees wanted or could answer concerning customer service at their respective 

competitors, and due to interviewees not being entirely aware of their own service 

standards. Since the interviewees are not able to assess the level of service of their 

competitors, this provides with an indication that employees focus on the internal aspect 

of customer service and neglect their competitors. 

“I do my best to do the answer or solve the problem to the customer. I do not 

want to compare with, to the other competitor….”- A1 

   As they operate in customer service, another notion to the neglect of competitors may 

be the interviewees‟ direct contact with customers on a daily basis. Any feedback 

received refers only to the LSP and no other party. The process of feedback is described 

during the interviews as the employees being notified directly from the customer solely 

through email or phone. However, when any aspect lacks in its functionality and an 

issue occurs, the customer issues direct communication either through email or phone. 

Another point to add to the reasoning around issues is that several interviewees stated 

that face-to-face meetings in a customer service context only occurred when there was a 

problem or continuous problem which has not been able to be solved through other 

means of communication. Thus, face-to-face meetings may be regarded as a more 

serious means of communication due to the indicating negative level of customer 

service needing mainly to deal with issues and problems for the customer on a daily 

basis.   

They were further asked how they perceive their customers level of service to be. As E1 

pointed out, it depends on the call you get and how they respond to their internal 

processes, since some processes cannot be changed at the warehouse. A colleague E2 

said that if there have been any problems or questions they have received an answer 

fast, which is in line with A1 said. F1 said the same but added that you have to be 

honest and say that they cannot solve it if they cannot meet a request for a shipment.  

The interviewee at the newly started firm B said that the firm is getting complaints, due 

to the lack of experience, but they make it up by being fast learners and follow up on 

complaints. The only interviewee comfortable comparing was D1; 

“It is a little bit above average towards the better. We try to improve and 

develop continuously”- D1  

The last questions addressed how the firm provides for their employees to get better at 

handling customer service. A clear majority of interviewees did not receive extensive 

training or means to get better at customer service. There were several various aspects 

to the opinion concerning this point. B1 stated that their employees receive minimal 

training with just one day of training and they handle case-to-case and then used 

Amazon as an example of sufficient training for customer service. Whilst D1, claimed 

that they have meetings with superiors once in a while and that the main responsible 

person for customer service walks among the customer service employees to listen to 
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the conversations taking place. Upon ended conversation, he would provide the 

concerned employee with personal feedback and input of what to think about when 

interacting with the customer. However, D1 was clear about the aspect of the employees 

amongst themselves support each other. The same reasoning came from interviewee A1, 

where they all support each other and that any answer to an issue or question can be 

provided from everyone and clarified at the firm across departments. Final question 

related to the interviewees work and how their firm can help them become even better at 

what they do where a majority said that more education would be helpful. D1 said that 

getting education and better insight on how the operations work on a day-to-day basis 

would help. The insight on operations was also pushed by E1, he explained that the 

more one understands the processes, the more one can build a better foundation and also 

better routines for the employees. That everyone is comfortable with, but, also that one 

has to adapt the routines and the way to work when the processes change. As A1 

pointed out, it is dynamic work, you learn more every day and from every situation. 

Finally, both A1 and D1 pointed out that it is important that the managers understands 

your job and tries to learn more about it. If there are any issues, it is good to be able to 

turn to manager for answers.  

4.5 Survey 

The survey was distributed before the interviews and in total there were twenty-five 

respondents. The survey consists of 36 statements, 35 of which have been gathered from 

the SERV*OR survey and the final one is added by the authors. With that data it has 

been possible to calculate the mean, standard deviation, coefficient of variation and the 

percentage of the sample that falls within a certain value. The table in Appendix 4 

shows the results of the survey and the reported sample size (n) for each statement and 

the calculated values. The statements have been grouped into their corresponding theme 

discussed in the frame of reference. The average of the CoV and mean of each theme 

has been presented in the table.  

As mentioned in the Analysis of quantitative data section, CoV measures the variation 

relative to the mean the lower the CoV, the more of the respondents have given the 

same answer. By looking at the table in Appendix 4 one can see that there is a 

substantial difference between the different CoVs. In the grey areas of the table one can 

see the average mean and CoV for each theme and are presented in Table 1. The theme 

with the lowest CoV is service failure prevention while the highest is service training.    
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Table 1 

The CoV presented in combination with the mean in the different combination shows 

not only the spread of the answers but also where the weight of the answers falls. For 

the first theme “customer treatment” has a CoV of 20 % and a mean of 5.38. This 

indicates that most of the respondents falls within the agree region and that the 

respondents agree on the statement. If one looks at the percentage of the sample that 

falls within a certain value one finds that 81 of the 100 respondents (n) within the theme 

of customer treatment falls in the range of 5-7.  

If there is a high CoV as Service training which has mean of 3.82 and CoV of 48 % one 

cannot say that the respondents overall agree or disagree with the statement, but they in 

general disagree with the statement.   

To see if there is a difference between the Swedish and Thai firms, mean and median 

are reported in the table in Appendix 5. Substantial difference between the two groups 

occurs when the median or mean differs more than or equal to two, or if the mean of 

one group falls in another range compared to the other. These ranges being 1-3 

(disagree), 4 (inconclusive), or 5-7 (agree). This means that Thai and Swedes differs in 

statements six, twelve, seventeen and twenty.   
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5 Analysis 

This chapter concerns the analysis of the qualitative and quantitative findings whereby 

pattern analysis is used to connect the theories and empirical findings. The first section 

analyses the findings from the SERV*OR survey while the second section analyses the 

findings from the interviews using the findings from the SERV*OR survey as support.  

5.1 Analysis of SERV*OR Results  

Looking at the SERV*OR results in Table 1, it is possible to see that generally the 

respondents agree on all categories except for service failure recovery, service standard 

communication, servant leadership and service training. To provide an overall 

interpretation of the results of the SERV*OR, each theme is discussed with its 

associated aspects.  

Service Encounter Practices  

Here the employees agree on both customer service practices and employee 

empowerment. This indicates that they have a positive perception of customer service 

and therefore a good view on customer service and what customer satisfaction is. Also, 

they believe that their employers give them the tools to act on their own to best help the 

customers signifying they are productive and can provide a higher level of customer 

service.  

Service System Practices  

In this theme the SERV*OR finds that the employees do not agree on all of the aspects, 

especially for service technology where they only get an average of 4.7. This could be 

an indication that the employees feel that they do not have the latest technology but 

believe that it is sufficient for the time being. If the LSP is to improve their market 

position, better technology or education might be needed to optimize the composition 

and use of the current system.  

The interesting aspect of this theme is the results of the service failure prevention and 

recovery, which is at the centre of any service system. Service failure prevention scores 

a high mean and low CoV indicating that the respondents agree on the same level. 

While the service failure recovery scores a lower mean with higher CoV by looking 

more closely at the table in Appendix 4, it is possible to see the statement concerning 

follow-up calls in service failure recovery has a higher spread on answers compared to 

the others in the same aspect. Re-connecting with customers about what went wrong in 

their last encounter is vital for firms to correct and reconcile their mistakes. If one does 

not have a good service failure prevention and recovery there is a risk of jeopardizing 

the service quality in view of the fact that they cannot repair the first failure nor learn to 

prevent future ones. Service standard communication is low and indicates that not all 

employees understand the service standards of the firm. With such a low figure, the firm 

cannot maximise the internal service level nor minimise any service failures or recover 

more rapidly.  
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Service Leaderships Practices 

Service vision discusses how well the service vision has been communicated from the 

top, down. The respondents agree that it has and so there has been clear communication 

from the managers on the objectives and goals of the service. However, the employees 

on average do not feel that their managers act as an example, but, as the CoV for this 

theme is higher and when combined with the data in Appendix 4 it is possible to see that 

there is a large spread of answers. Managers have to become even better at being an 

example for their employees by using an appropriate attitude and acting so as to 

communicate the service vision.  

Human Resources Management Practices 

Service rewards and service training was the aspect of this theme and here employees 

agree on rewards and disagree on the training. Both themes have a high CoV which 

indicates that there is mixed feeling about it which could indicate that the human 

resource practices at the firms are not the best, or that some are better than others. 

Nevertheless, in general the employees feel that training provided is not sufficient, even 

though there are enough incentives and rewards for good service quality.  

Additional statement  

The following final statement was added by the authors; “The firm have provided us 

with a well-developed strategy or guidelines on how to provide the best customer 

service”. The mean is 4.6 with a CoV of 31 % but looking closer at the data in 

Appendix 4 one can see that almost 40 % do not agree with the statement, while the 

other respondents agree. This implies that almost half of the respondents feel that more 

guidance is needed.  

5.2 Analysis of Interviews Findings 

Through the literature review a model was formed to explain the relationship between 

the three themes; brand, customer service and employees as presented in Figure 5. After 

going through the empirical findings the model needs to be altered to reflect reality as 

presented in Figure 6.  
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Due to employees becoming a part of customer service, one cannot see them as two 

separate entities, but as two that are joined together. Davis et al. (2008) detailed how 

customers‟ perception on customer service influences the brand and made the 

connection that employees‟ view of that task might also influence the brand. But during 

the interviews conducted in this study, it was noted that they would only talk about 

them working with it as they already had an interpretation of customer service before 

going into that role. Some of the interviewees could not even see the customer service 

role within their work which might be because their title is not “customer service” or 

they just see it as an obvious part of their work tasks.  

 

 

It was discovered that they could not define customer service in relation to their firm 

even though they worked with it daily and acted according to the demands of the client 

to help them in the best possible way, hence, they are a part of customer service, or they 

are customer service. Subsequently, how they perceive customer service comes out in 

the way they act when in contact with clients.   

When the employees were asked on how they project the brand through customer 

service, they talked mainly about how they work with it. By clarifying the 

characteristics of what customer service meant to interviewees, they implied the firms‟ 

brand to be part of the perception of their roles which they stated meant being fast, 

professional and having the ability to problem solve, characteristics which may be 

expected of the employees to follow whilst working. In addition, customer service came 

to reflect the manner of how they characterized their view on it in a general setting. 

After they described what they expected of customer service when buying a product or 

service in their private life, there was similar traces of that description in relation to 

customer service in their work life. An example is how one greets the customer who has 

the problem whereby they stated that they would want to receive customer service 

which is personal, friendly and honest – these were also words used to describe their 

work role. This reasoning is further strengthened by the results from the survey - the 

first theme of the SERV*OR, customer treatment, covers this aspect and a vast majority 

have a good view of what customer service should be. Accordingly, how customers 

perceive the firms‟ brand is based on how the customer service employees act. Most 

desirable is that all employees see themselves as an extension of the firm; 

Figure 6 
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“By being an extension of the firm. I‟m an extension of the firm and I can give my 

positive picture because I want to solve the problem hence my firm wants to solve the 

problem.” – F1   

The idea of representing the firm during the direct contact with the customers should be 

backed by clear guidance from management and as far as the employees‟ perception of 

brand goes, all had a fundamental understanding of the concept of it. In this case, a 

brand which is based on the perceptions of not only the customer (Kapferer, 1992), but 

also the employees themselves (Ind, 2007). Combined with this; company logos, 

confidence and quality were also characteristics of what signifies and relates to brand in 

general for the interviewees as these elements are used to increase the presence of a 

firms‟ brand, to attract and show the customer what the firm can offer. As Blombäck 

(2005) claims, the brand has to be managed via effective communication so that its 

value is increased. Non-physical communication occurs through email, phone, having 

an imprinted business card at the bottom of the email and answering calls kind and 

welcoming tone - In some cases there are online forms available for the customers to 

use to receive help. Physical business cards and other associated tools in customer 

service are used to communicate the brand and firm, however, these methods of 

interaction are not of vital importance. On the one hand, multiple interaction points 

between customer and employee kept to provide the customer with enough time to 

make their case depending on their circumstances. On the other hand, there is emphasis 

on high responsiveness since it is a way to compete with other firms. As a result, the 

reasoning to retain case-by-case handling is due to the varying needs of the customer 

and ensures the customer service employee has a degree of flexibility with the variety of 

customers they handle.  

Results state that employees tend to interact closely with each other in customer service 

roles and this influences what colleagues believe to be expectations from the firm. The 

continuous communication of a brand, as shown previously in figure 6, is dynamic and 

due to employees having a varied amount of work experience. Employees with a higher 

level of experience engage in dialogue those who are less experienced in order to 

provide knowledge about their tasks and the firm‟s processes indicating that they know 

more about expectations of their customers. The perceived and projected brand may be 

a derived version from other employees‟ experience at the firm and their perception to 

what is expected towards the customer is passed to less experienced employees. This 

risks making customer service a process entirely shaped from employees, when it is 

responsibility of managers to form it. Eventually the meaning of a firm‟s brand becomes 

linked to how the employees perceive their customer service; fast, professional and the 

ability to problem solve. This can lead to the employees forgetting about other words or 

phrases used to describe the firm which includes the likes of „innovative‟, „family- 

oriented‟ etc which may not be communicated to the customer. Worst case scenario the 

wrong feeling or words might be communicated and instead of being fast the firm might 

wish to brand themselves as patient or efficient. Hence, it is crucial for any LSP to 

continuously keep their employees updated and informed of the feeling or impression 

they wish to communicate to their customers.  

Given how customers are handled on a case-by-case basis, it is understandable to the 

degree of flexibility needed in the customer service role. This is also verified by the 

survey and how the respondents agree concerning the freedom to act independently in 

providing service (Lytle et al, 1998). However, this contradicts the hierarchal culture 

and power distance in a workplace in Thailand (Hofstede, 1984) and is highlighted in 
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the results in Appendix 5 where Thai employees cannot agree or disagree with the 

statement concerning the level of independent authority they have to make decisions. In 

contrast, Swedish employees agree to be given more independence to make decisions 

and in the context of cross cultural research, Thai employees view independence 

differently, which may be explained by a higher ranking of agreement. According to 

literature which states that the difference in independency may affect the quality of the 

service, cross culturally the indication that Thai firms rely more on hierarchal setting 

than independency in decision-making is consistent with previous findings from 

Hofstede (1984).   

It is not only the culture that affects employee behaviours but as results of the study 

show, it is also the addition of new customers to a firm as new routines and processes 

needs to be formed based on their needs or requirements. It is vital to follow up with 

lost customers as there might be a lot to learn from the decision to leave a LSPs‟ 

services. Conversely gaining contact with a lost customer might be hard, given that time 

is money and firms do not want to waste money on a “lost cause” which also might 

depend on the terms as to why they ended the collaboration. Hence, it is important to 

follow up failures in customer service to prevent mistakes from being repeated and learn 

how to provide better customer service, just as Grönroos (2008) finds. In SERV*OR, 

the results of failure recovery shows a wide spread of answers concerning if firms 

follow up customer complaints, which could provide new knowledge. Knowledge 

gained from assessing complaints may be used to improve their process when either 

losing or gaining a customer. Gaining knowledge is not only about what you are doing 

right, but should also include what can be learned from failed customer service and 

experience from the employees. However, there should be limits in place for learning 

from failure in service and the inclusion of benchmarks as to what is an approved failure 

experience and limit the amount of damage in the event of a failure in service. If this 

lacks, the processes for other customers may be affected and have implications to the 

LSPs‟ flow of communication. Additionally, a failure could lead to the customer 

perceiving and expecting that type of service level next time they choose to interact with 

the firm. Customer service is a value adding activity and the implications of not 

nurturing the intellectual capital may cause in lower value adding from the firm to its 

customer if such knowledge is lost and not maintained (Lalonde et al, 1988; Langley & 

Rutner, 2000). 

Employees‟ experience and knowledge can also be lost, just as a customer ends its 

collaboration with the firm. A similar reasoning of maintaining knowledge also applies 

to an employee as by nurturing knowledge, or in the words of Grönroos (2008) - 

intellectual capital, the firm can keep knowledge derived from experiences of 

employees. Through keeping it as stored data and available for future interaction with 

customers, the firm does not become entirely dependent on a single employee. 

Reflecting back on employee-employee dependency on supporting each other, as the 

findings show, there is a high employee-employee dependency to solve issues. 

Employees in both countries seem to be of a collective mind in problem solving which 

contradicts literature (Hofstede, 1984) which is a risky mentality in an LSP‟s working 

environment. As an example, in the event of an employee calling in sick, service level 

may diminish due to lack of access to their knowledge – therefore it is of importance to 

transfer as much individual knowledge into the structural setting of the firm so it can be 

developed as both training tools and possible sources of knowledge.  
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Despite the supportive function of co-workers, results from SERV*OR illustrate that 

employees show a desire for training. The need for training stems from a lack in clarity 

and guidance for customer service and employees also express a wish for their 

managers to work closer with them to understand their employees‟ roles. This does not 

mean that employees do not appreciate support from experienced co-workers but 

instead they need the firm to provide directives from their managers - the reasoning is 

supported with the findings from SERV*OR theme; service leadership practices. 

However, it is a question of investing resources and time in training for the firm, as it is 

likely that there is a high turnover of employees which does not make the firm willing 

to accommodate the desire for training. This can be linked to the responsibilities of 

more experienced employees who, instead of manager, are given an informal mandate 

to teach how customer service functions, and, it should be noted that there is also a risk 

that the more experienced employees may not see the bigger picture. As seen in the 

descriptive data, there exists a variance of answers due to variance which may be 

influenced by the variety of experience the respondents have. However, overall the 

results shows that the firms do not have a good service recovery nor service vision, 

hence as mentioned before if a firm does not have a good service prevention and 

recovery, along with a good service visions the quality of their offered service is at risk.  

There is a clear variation in the recognition of providing incentives to employees 

working on providing service quality and not only motivating employees to be 

productive. It can be difficult for management to provide incentives when there is no 

clear line separating productivity and service quality. Even in cases where firms had 

guidelines posted at the office, there was no possibility for the interviewees to state 

what these were insinuating. This is interesting compared to what literature states for 

assessing service quality, where the focus comes down to the individual employee. As 

Lytle et al (1998) and Grönroos (2007) states, the assessment is applied to see if the 

policies and methods set at the firm matches the perception of employees. In the study, 

it proved not to have a significant match even when some firms had policies and a 

majority were aware of its existence. With this in mind, it proved to be a difficult task 

for interviewees to describe the policies and despite a firm having them in place, they 

still did not fully serve its purpose if these as they were often not projected properly to 

the employees. Low levels of communication between the firm and employees may be 

the cause in the lack of understanding which is interesting when they should be 

influenced by these policies. 

Incentives to endorse service quality may pose a dilemma for managers. It becomes 

more difficult for manager to assess and separate employees being productive or adding 

service quality, when employees rely on each other. Providing incentives for a selected 

employee may cause discontent among the other employees when there is such a 

structure in place. Also, managers do not regularly spend time on the floor nor provide 

with individual input to employees, this could reduce the managers‟ ability to estimate 

the employees‟ need of service training. Employees who do not fully recognizing what 

they are working with, may need to be managed and for employees to provide service 

quality may prove difficult when they are not fully aware of their purpose. This poses a 

challenge for managers to properly enforce and provide clarification of the employees‟ 

role. If they do not know their role, consideration needs to be given to the design of the 

training and how employees may respond. It can be assumed that they will not 

understand and see the significance of the training but with a clarified role together with 
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training, all employees can obtain the same level of service understanding and start off 

from the same basis as one another.  

Being the responsibility of the firm to recognize and provide training for employees,  

one interviewee brought forth that their LSP had issued more training for customer 

service based on demands and needs of their customers, to make customer service more 

coherent with the demand. This was a solution as to how that particular LSP answered 

their customers whereas Other LSPs may differ due to the different solutions and 

services they offer (Langley et al., 2008). There was another interesting aspect 

discovered during the interviews which was mentioned in the empirical findings; D1 

department was just recently created to solely work with customer service due to the 

discovered demand of their customers. This development can be an indication that 

customers are demanding more service from their LSPs, consequently, customer service 

is becoming a vital part of a LSP strategy to maintain competitive. Now D1s‟ LSP 

directed all customer service questions to one department and to specific contact people. 

In this case, a contact person carries out all the necessary information gathering and 

calls in order to answer any questions, freeing up time for the warehouse staff and the 

supply planner to focus on their own responsibilities. In addition by having a customer 

service department all complaints, questions, misunderstanding between the firm and 

their customers are focused on a more central location which in turn can more clearly 

see what needs to be developed. It is possible to presuppose that this could be an 

indication that the customers of LSPs are now demanding more or their LSP in terms of 

services and could indicate that this LSP knows more about market changes than others. 

If this is a permanent change of the market then other LSPs must consider looking at 

their service offering, but, as this research has been conducted on a variety of LSP – 

warehouses, agents and 3PLs, there might not be a need for all to do changes to their 

operations. Nevertheless, they should continuously asses the market at all times and 

react accordingly to remain competitive. 

Through this section of the analysis, not all aspects of the SERV*OR are brought up. 

The SERV*OR is designed to evaluate the overall service quality and as the interviews 

were structured to get the interviewee to reflect on their own work and thus highlight 

problem areas on their own, there are therefore several aspect covered in the SERV*OR 

which have not been mentioned during interview. For example, during the interviews 

they did not elaborate on their service technology - a reason for this is that it could be 

that the mentioned e-mails and online-form fulfils this purpose. If this had not been the 

case then it would become an irritating aspect in the employees‟ work and it would have 

been mentioned during the interviews.  However, even if some themes were not actively 

talked about during the interviews, they could be elaborated on in the analysis, such as 

the empowerment of employees. Hence, themes not brought up could indicate that the 

employees are in agreement or the theme is not of interest in regards to the qualitative 

data.  
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6 Conclusions 

In this chapter, conclusions of the presented research questions in relation to the 

purpose are presented.  

When assessing the collected data and how the interviewees have been displaying their 

ideas of brand, the individual definition of customer service has shown that they base it 

on their roles as employees being; fast, professional and having the ability to problem 

solve. This reasoning intertwines the two aspects of customer service and employees in 

Figure 6 where employees evaluate their customer service with the same or similar 

words used to describe their brand. In addition they had a general positive opinion about 

customer service and in acting in a friendly and accommodating manner towards their 

customers. However, customer service can always be improved through training. 

The manner of how the LSPs‟ enforce the firm brand through customer service is done 

from the support of co-workers, physical tools (business cards, email, phone) and 

utilising their perceptions of being responsive and professional. In spite of this, not all 

firms provide training for their employees nor provide clarification to what the firms‟ 

brand or service standard is. As employees are communicating with customers, they are 

projecting their individual version of the brand on other firms without recognition of 

what their actual brand implies. 

Employees possess the ability to recognize what brand means to them personally, but 

defining and determining their firm‟s brand proved to be more difficult for the. The 

interviewees had begun to lean on their own roles as a base when reflecting on what the 

firm brand stands for, using descriptions similar to those they provided in their private 

lives. As such, it can be said that brand has an influence on the employees as well as 

employee‟s own influences on the brand based on their individual perception.  

Reflecting back to the model in Figure 6 and arguments brought up during the analysis, 

the findings imply that the entities of customer service and employees are intertwined 

and should be treated as one unit, as an employee cannot separate themselves from their 

role in customer service. Employees and theory both state that the brand is there to 

provide confidence and quality for the products or services provide by the firm. The 

connection between brand and employees-customer service is an interdependent 

connection in the form of communication. The communication between the two is built 

up by the feeling the brand projects to the employee and thus affects how they work and 

their own perception of it. In customer service the employee becomes an extension of 

the firms‟ brand and is based on their individual perception that will project it to the 

customer and can influence the customer‟s overall perception of it.  
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7 Discussion & Future Research  

This chapter discusses the findings of the research and the impacts it has on different 

stakeholders, its theoretical and managerial implications and also provides suggestions 

for future research.   

During the analysis there has been a lot of discussion on what managers have and have 

not been doing until now and how it affects the current work employees carry out. The 

final statement in the survey, which was added by the authors, shows that there are 

employees who wish to have more guidelines in their work. The results from the 

SERV*OR and the interviews also highlight that employees want more training to be 

better in customer service. This suggests that managers can develop a management 

programme, using the one briefly described by Grönroos (2007) in section 2.5, to 

enhance the service quality. Such a programme can be developed with results from a 

SERV*OR study at the individual firm and together with its different departments. By 

involving both the firms‟ customer service employees and the management of different 

departments, a strong management programme can be developed to enhance the firm‟s 

service quality. This programme could be used to structure and asses how firm should 

utilise all their resources and how a programme could be developed. The programme 

can help by improving and bringing out the assets of the firm in terms of management, 

IT and collaboration between departments and also the potential of their employees and 

the ability to utilise their current and added competencies from training to creating value 

for the customers which are also all aspects can be further developed by using the 

framework suggested by Grönroos (2008). Consequently, the authors believe LSPs have 

a lot to gain from developing a service programme but this has to be done at the 

individual LSP level.    

When assessing methods to conduct the research, it is suggested to consider what 

factors may have influenced the results. By collecting data from a cross cultural aspect, 

the meaning of the questions for the qualitative data risked being interpreted differently. 

In spite of this, one of the authors grew up in Thailand and has lived, studied and 

worked there for a total seven years. The authors are well aware of the context and what 

the interviewees means when they answer in Thai-English. Another aspect to consider is 

the translation of the interviews conducted in Swedish as both authors have completed 

almost five years of studies in English and lived several years abroad in English 

speaking environments. Therefore, the authors feel that they translate quotes from the 

interviews from Swedish to English without losing any underlying meaning. A similar 

argument applies for the quantitative part in the mixed method, where the authors 

provided the respondents with same conditions by issuing the survey in English.  

Throughout academic studies within logistics, the topic of customer service has been 

brought up and has been heavily weighted on value-adding activities. Deriving what the 

authors have learned from a logistics point of view, value-adding activities means, 

warehousing, postponement and customised packaging, to name a few. This research 

may be perceived as a deviating topic from logistics when focusing on value adding in 

terms of customer service. However, what this research does, is combines the 

employees working with customer service at LSPs to the value adding process. Stating, 

a clear customer service function at a LSP may add value to a firm and customers 

besides e.g. customised packaging.  
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7.1 Theoretical Implications 

Any LSP who possesses a brand wants it to show that they are the best available option 

for their customers. As a firm designs advertisement to show their brand or logo in the 

way they wish to be perceived, it is up to the employees to validate this picture as the 

customers comes to them with questions or problems. This research finds that 

employees in a logistics setting cannot with certainty describe their brand.  

In this research, a model was created to show the connections between brand, customer 

service and employees. The model considers both perspectives of previous research and 

findings from the method employed. Academically, the results of the research have 

provided insights to the relation of employee link to customer service and how it 

influences the brand as described in Figure 6.   

7.2 Managerial Implications 

Due to the customer service being the frontline to the customer in terms of problem-

solving and communication in the context of LSPs; managers are recommended to 

recognize the value and role customer service holds for the firm when serving 

customers by email and telephone. It is important for management to understand the 

personalities, beliefs and behaviours of their employees and to provide their continuous 

training and to emphasise their understanding of the firm‟s brand. Therefore continuous 

communication and training about what the firm stands for is important, this so the 

employees can project the desired image of the LSP.  

Another important area to highlight is that managers are not present on a regular basis to 

help to assess skills and approaches applied by employees, in a majority of cases, which 

indicates that development and progress to customer service on an individual level is 

not implemented regularly into the process of customer service. Managers should also 

work on retraining the individual knowledge of their employees and embed it to the 

firm. This can be done through the development of guidelines of client handling so that 

the the employees can fall back on a foundation if they do not know what to do. In the 

end, it is about creating a safe environment for the employee so that if a problem falls 

outside of their comfort zone, there are the necessary mechanisms in place to prevent it 

escalating.  

7.3 Future Research 

Employees are major part of any supply chain and should not be neglected in the 

research of value adding in the supply chain. Future studies should not only focus on the 

physical processes in a supply chain, but also on the people behind them. It would also 

be interesting to develop strategies on how to deal with employees and customer service 

and how to manage them to project the desired brand of the firm. 

In addition, employees come from different backgrounds and cultures and it would be 

motivating to suggest a deeper understanding into the cultural aspect of collaboration in 

networks. Not only how people in direct contact with each other through their LSPs, but 

from different cultures, affects the value adding process and communication.  

Another subject is to investigate the changes of customers demand has on customer 

service in a logistical setting in relation to the form of LSP. Looking into what is seen as 
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expected customer service and how an individual LSP could stand out from its 

competition.    

A final suggested research area is to further assess and see how the mentioned model 

and connection between the three elements in the same area as this research. The model 

needs to be tested in future research to prove its validity and could be statistically tested 

to see if there are any statistical correlations between the different elements. As this 

research has only been conducted in a logistical setting and the model is derived from 

that setting and it would be interesting to see if the model holds in other sectors.   
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Appendices 

Appendix 1; Ranking & Index of Sweden & Thailand 

 

4 Cultural Dimensions 
 

Sweden(SWE) Thailand (THA) 

Individualism 

Index 71 20 

Rank 40-41 13-14 

Power Distance 

Index 31 64 

Rank 6-7 31-32 

Uncertainty Avoidance 

Index 29 64 

Rank 4-5 22 

Masculinity 

Index  5 34 

Rank 1 10 
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Appendix 2; Survey Quantitative 

Organisational Service Orientation: SERV∗OR Scale  

7-point Likert Scale: (1) Strongly disagree, (2) Disagree, (3) Somewhat disagree, (4) 

Neither Agree nor Disagree, (5) Somewhat Agree, (6) Agree, (7) Strongly Agree 

Customer Treatment 

 Employees care for customers as they would like to be cared for. 

 Employees go the “extra mile” for customers. 

 We are noticeably more friendly and courteous than our competitors. 

 Employees go out of their way to reduce inconveniences for customers. 

Employee Empowerment 

 Decisions are made “close to the customer.” In other words, employees often make 

important customer decisions without seeking management approval. 

 Employees have freedom and authority to act independently in order to provide 

excellent service. 

Service Technology 

 We enhance our service capabilities through the use of “state of the art” technology. 

 Technology is used to build and develop higher levels of service quality. 

 We use high levels of technology to support the efforts of men and women on the front 

line. 

Service Failure Prevention 

 We go out of our way to prevent customer problems. 

 We go out of our way to “head off” or prevent customer problems rather than reacting 

to problems once they occur. 

 We actively listen to our customers. 

Service Failure Recovery 

 We have an excellent customer complaint handling system for service follow-up. 

 We have established problem-solving groups to enhance our ability to resolve service 

breakdowns. 

 We provide follow-up service calls to confirm that our services are being provided 

properly. 

 We provide every customer with an explicit service guarantee. 

Service Standards Communication 

 We do not wait for customers to complain, we use internal standards to pinpoint failures 

before we receive customer complaints. 

 Every effort is made to explain the results of customer research to every employee in 

understandable terms. 

 Every employee understands all of the service standards that have been instituted by all 

departments. 

 We have a developed chain of objectives linking together every branch in support of the 

corporate vision. 

 Service performance measures are communicated openly with all employees regardless 

of position or function. 

Service Vision 

 There is a true commitment to service, not just lip service. 

 Customers are viewed as opportunities to serve rather than as sources of revenue. 

 It is believed that fundamentally, the organisation exists to serve the needs of its 

customers. 

Servant Leadership 

 Management constantly communicates the importance of service. 

 Management regularly spends time “in the field” or “on the floor” with customers and 

front-line employees. 
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 Management is constantly measuring service quality. 

 Management shows that they care about service by constantly giving of themselves. 

 Management provides resources, not just “lip service” to enhance employee ability to 

provide excellent service. 

 Managers give personal input and leadership into creating quality service. 

Service Rewards 

 Management provides excellent incentives and rewards at all levels for service quality, 

not just productivity. 

 This organisation noticeably celebrates excellent service. 

Service Training 

 Every employee receives personal skills training that enhances his/her ability to deliver 

high-quality service. 

 We spend much time and effort in simulated training activities that help us provide 

higher levels of service when actually encountering the customer. 

 During training sessions, we work through exercises to identify and improve attitudes 

toward customers. 

Extra (added by the authors) 

 The firm have provided us with a well-developed strategy or guidelines on how to 

provide the best customer service  
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Appendix 3; Semi-structured Interview Questions 

1. What‟s your position at the firm? 

2. How many years of experience do you have? 

3. Can you describe your job?‟‟ 

Customer service 

4. Can you describe what Customer Service means to you? 

5. What is good customer service? What is bad customer service? 

6. Why do you think that good customer service is needed? 

7. How often are you in contact with customers or suppliers? 

8. Who are your customers or suppliers? 

9. What are the goals of customer service at your firm? 

10. Which type of tools do you use in customer service? 

11. Does your firm have any guidelines saying how you should work in customer 

service? 

Brand of the LSP  

12. What does “brand” mean to you? 

13. If you would describe your firm‟s brand, how would you describe it? 

14. Which characteristics best describes your firm? 

15. How do you project the firm brand when you work with customer service? 

16. How does the firm brand influence you when working? 

17. Does the firm provide you with tools to project the brand when you conduct 

work? 

Creating Additional value in Customer Service and the Brand 

18. Do you believe that you provide enough service and value to your customer 

compared to your competitors? 

19. How would your customer evaluate the level of service they get from you? 

20. How much training do you receive from the firm to get better at handling 

customers? 

21. How would you describe, in general, the level of customer service at your firm? 

22. How do you think the firm can help you to offer better service? 

23. How does your firm look, when engaging with customers? 
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Appendix 4; Results survey 

  

Statement 

n Mean 
Standard 
deviation 

Coefficient 
of Varia-

tion 

% of total & the number of respondents within each scale  

  
1 2 3 4 5 6 7 

  Customer Treatment   5,4   20%                             

1 Employees care for customers as they would like to be cared for. 25 6,0 0,8 13% 0% 0 0% 0 0% 0 0% 0 28% 7 44% 11 28% 7 

2 Employees go the “extra mile” for customers. 25 5,4 1,2 22% 0% 0 0% 0 8% 2 12% 3 36% 9 24% 6 20% 5 

3 
We are noticeably more friendly and courteous than our competi-

tors. 
25 4,9 1,4 29% 0% 0 8% 2 4% 1 28% 7 16% 4 32% 8 12% 3 

4 
Employees go out of their way to reduce inconveniences for cus-

tomers. 
25 5,3 0,8 15% 0% 0 0% 0 0% 0 16% 4 44% 11 36% 9 4% 1 

  Employee Empowerment   4,7   31%                             

5 

Decisions are made “close to the customer.” In other words, em-

ployees often make important customer decisions without seeking 

management approval. 

25 4,6 1,4 30% 0% 0 8% 2 16% 4 16% 4 36% 9 16% 4 8% 2 

6 
Employees have freedom and authority to act independently in or-

der to provide excellent service. 
25 4,8 1,5 31% 0% 0 8% 2 12% 3 20% 5 16% 4 32% 8 12% 3 

  Service Technology   4,7   23%                             

7 
We enhance our service capabilities through the use of “state of the 

art” technology. 
25 4,7 1,3 28% 4% 1 4% 1 4% 1 24% 6 40% 10 20% 5 4% 1 

8 
Technology is used to build and develop higher levels of service 

quality. 
25 4,9 1,0 21% 0% 0 4% 1 4% 1 20% 5 40% 10 32% 8 0% 0 

9 
We use high levels of technology to support the efforts of men and 

women on the front line. 
25 4,7 1,0 20% 0% 0 0% 0 12% 3 32% 8 36% 9 20% 5 0% 0 

  Service Failure Prevention   5,8   17%                             

10 We go out of our way to prevent customer problems. 24 5,8 0,9 16% 0% 0 0% 0 4% 1 4% 1 17% 4 58% 14 17% 4 

11 
We go out of our way to “head off” or prevent customer problems 

rather than reacting to problems once they occur. 
25 5,3 1,2 22% 0% 0 4% 1 4% 1 12% 3 24% 6 48% 12 8% 2 

12 We actively listen to our customers. 25 6,3 0,8 13% 0% 0 0% 0 0% 0 0% 0 20% 5 28% 7 52% 13 
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Statement 
n Mean 

Standard 
deviation 

Coefficient 
of Varia-

tion 

% of total & the number of respondents within each scale  

  
1 2 3 4 5 6 7 

  Service Failure Recovery   4,9   28%                             

13 
We have an excellent customer complaint handling system for ser-

vice follow-up. 
25 5,1 1,1 22% 0% 0 0% 0 8% 2 28% 7 24% 6 32% 8 8% 2 

14 
We have established problem-solving groups to enhance our ability 

to resolve service breakdowns. 
25 4,8 1,5 31% 4% 1 4% 1 8% 2 20% 5 28% 7 28% 7 8% 2 

15 
We provide follow-up service calls to confirm that our services are 

being provided properly. 
25 4,3 1,5 35% 0% 0 12% 3 16% 4 40% 10 8% 2 12% 3 12% 3 

16 We provide every customer with an explicit service guarantee. 25 5,4 1,3 25% 0% 0 4% 1 4% 1 16% 4 24% 6 32% 8 20% 5 

  Service Standards Communication   4,7   31%                             

17 
We do not wait for customers to complain, we use internal standards 

to pinpoint failures before we receive customer complaints. 
25 4,3 1,6 37% 0% 0 20% 5 12% 3 16% 4 20% 5 28% 7 4% 1 

18 
Every effort is made to explain the results of customer research to 

every employee in understandable terms. 
25 4,1 1,7 41% 8% 2 8% 2 16% 4 36% 9 4% 1 20% 5 8% 2 

19 
Every employee understands all of the service standards that have 

been instituted by all departments. 
25 4,9 1,5 31% 4% 1 4% 1 12% 3 12% 3 28% 7 32% 8 8% 2 

20 
We have a developed chain of objectives linking together every 

branch in support of the corporate vision. 
25 4,9 1,2 25% 0% 0 4% 1 12% 3 20% 5 24% 6 40% 10 0% 0 

21 
Service performance measures are communicated openly with all 

employees regardless of position or function. 
23 5,2 1,2 23% 0% 0 0% 0 9% 2 17% 4 30% 7 26% 6 17% 4 

  Service Vision   5,4   21%                             

22 There is a true commitment to service, not just lip service. 25 5,7 1,0 18% 0% 0 0% 0 0% 0 16% 4 28% 7 36% 9 20% 5 

23 
Customers are viewed as opportunities to serve rather than as sources 

of revenue. 
25 5,0 1,1 21% 0% 0 0% 0 4% 1 32% 8 28% 7 28% 7 8% 2 

24 
It is believed that fundamentally, the organization exists to serve the 

needs of its customers. 
25 5,4 1,4 25% 0% 0 4% 1 8% 2 12% 3 12% 3 48% 12 16% 4 
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Statement 
n Mean 

Standard 
deviation 

Coefficient 
of Varia-

tion 

% of total & the number of respondents within each scale  

  
1 2 3 4 5 6 7 

  Servant Leadership   4,8   30%                             

25 Management constantly communicates the importance of service. 25 5,2 1,2 24% 0% 0 0% 0 16% 4 8% 2 20% 5 48% 12 8% 2 

26 
Management regularly spends time “in the field” or “on the floor” 

with customers and front-line employees. 
25 4,4 1,9 42% 0% 0 24% 6 12% 3 12% 3 8% 2 32% 8 12% 3 

27 Management is constantly measuring service quality. 25 5,5 1,1 20% 0% 0 0% 0 4% 1 12% 3 40% 10 24% 6 20% 5 

28 
Management shows that they care about service by constantly giv-

ing of themselves. 
25 4,7 1,4 30% 0% 0 8% 2 12% 3 24% 6 28% 7 16% 4 12% 3 

29 
Management provides resources, not just “lip service” to enhance 

employee ability to provide excellent service. 
24 4,7 1,6 33% 4% 1 4% 1 13% 3 25% 6 25% 6 17% 4 13% 3 

30 
Managers give personal input and leadership into creating quality 

service. 
25 5,0 1,4 29% 0% 0 0% 0 20% 5 16% 4 20% 5 24% 6 20% 5 

  Service Rewards   4,3   38%                             

31 
Management provides excellent incentives and rewards at all levels 

for service quality, not just productivity. 
25 4,0 1,9 47% 8% 2 24% 6 8% 2 8% 2 28% 7 16% 4 8% 2 

32 This organization noticeably celebrates excellent service. 25 4,5 1,3 28% 0% 0 8% 2 16% 4 16% 4 36% 9 24% 6 0% 0 

  Service Training   3,8   48%                             

33 
Every employee receives personal skills training that enhances 

his/her ability to deliver high-quality service. 
25 4,3 1,8 41% 0% 0 20% 5 20% 5 16% 4 8% 2 24% 6 12% 3 

34 

We spend much time and effort in simulated training activities that 

help us provide higher levels of service when actually encountering 

the customer. 

25 3,5 1,9 54% 20% 5 20% 5 4% 1 24% 6 16% 4 12% 3 4% 1 

35 
During training sessions, we work through exercises to identify and 

improve attitudes toward customers. 
25 3,7 1,8 49% 12% 3 20% 5 16% 4 20% 5 4% 1 28% 7 0% 0 

  Extra   4,6   31%                             

36 
The company have provided us with a well-developed strategy or 

guidelines on how to provide the best customer service  
25 4,6 1,4 31% 0% 0 0% 0 36% 9 4% 1 24% 6 28% 7 8% 2 
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Appendix 5; Survey; Mean & median by country 

Statement Sweden Thailand Total 
  Mean Median Mean Median Mean Median 

Years 10.3 6.0 4.2 3.5 6.9 4.0 

  Customer Treatment 
1 5.8 6.0 6.1 6.0 6.0 6.0 
2 5.4 5.0 5.3 5.0 5.4 5.0 
3 5.1 5.0 4.6 4.5 4.9 5.0 
4 5.0 5.0 5.4 5.0 5.3 5.0 

  Employee Empowerment 
5 4.9 5.0 4.3 4.5 4.6 5.0 
6 5.9 6.0 4.1 4.0 4.8 5.0 

  Service Technology 
7 4.1 5.0 4.9 5.0 4.7 5.0 
8 5.1 5.0 4.6 5.0 4.9 5.0 
9 4.7 5.0 4.6 5.0 4.7 5.0 

  Service Failure Prevention 
10 5.9 6.0 5.6 6.0 5.8 6.0 
11 5.7 6.0 5.0 5.5 5.3 6.0 
12 5.6 5.0 6.8 7.0 6.3 7.0 

  Service Failure Recovery 
13 5.0 5.0 5.1 5.0 5.1 5.0 
14 5.0 5.0 4.5 4.5 4.8 5.0 
15 4.2 4.0 4.2 4.0 4.3 4.0 
16 4.7 5.0 5.8 6.0 5.4 6.0 

  Service Standards Communication 
17 5.1 5.0 3.7 3.0 4.3 4.5 
18 4.3 4.0 3.8 3.0 4.1 4.0 
19 4.4 6.0 5.1 5.0 4.9 5.0 
20 4.2 4.0 5.2 6.0 4.9 5.0 
21 5.1 4.5 5.2 5.0 5.2 5.0 

  Service Vision 
22 5.0 5.0 6.0 6.0 5.7 6.0 
23 5.2 5.0 4.9 4.5 5.0 5.0 
24 5.7 6.0 5.1 6.0 5.4 6.0 

  Servant Leadership 
25 5.3 6.0 5.1 5.5 5.2 6.0 
26 4.1 4.0 4.5 4.5 4.4 4.5 
27 5.7 5.0 5.4 5.0 5.5 5.0 
28 4.7 5.0 4.6 5.0 4.7 5.0 
29 4.9 4.5 4.4 5.0 4.7 5.0 
30 5.0 5.0 4.9 5.0 5.0 5.0 

  Service Rewards 
31 4.0 5.0 4.1 4.5 4.0 4.5 
32 4.6 5.0 4.4 4.5 4.5 5.0 

  Service Training 
33 4.3 4.0 4.2 4.0 4.3 4.0 
34 3.3 3.0 3.4 4.0 3.5 4.0 
35 3.2 4.0 3.8 3.0 3.7 3.5 

  Extra 
36 4.4 5.0 4.6 5.0 4.6 5.0 

 

 


