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Exploring the impact of customer feedback on the well-being of service entities: A TSR per spective

I ntroduction

Marketing in general and services in particularenbgen blamed for damaging, disregarding, and
maltreating consumer’s well-being in a multitudenays; either by having a patronizing style of smgv
delivery, or by underserving groups in needs (F26K)9). As a result, the Transformative ServicecRlesh
(TSR) movement began. Emerging at the intersectiaransformative consumer research and service
research (Andersoet al.,2013), TSR is defined as “service research thatiecg on creating uplifting
changes and improvements in the well-being of inldials (consumers and employees), families, social
networks, communities, cities, nations, collectjaasd ecosystems” (Ostrosb al, 2010, p. 6). Due to the
direct and dialogic interaction between the serecmmpany and the customer, this dynamic nature of
services presents substantial transformative patgAndersoret al, 2010). Andersoet al. (2013) present
a framework illustrating how interaction betweervgse entities and consumer entities influencesnbi-
being of both. Service entities include employ@escesses, offerings, organizations, and servic®ise
while consumer entities comprise individuals, adiles, and the ecosystem (Andersbal, 2013).
Therefore, when any consumer entity interacts ait service entity, during a value-creation process
potential well-being outcomes are generated fon Ipatties such as access, health, life satisfaction
harmony, power, respect, support, and happinesdgisoret al, 2013).

In light of the above, we propose that customedii@ek generated during a value creation process,
can have potential well-being outcomes on servitecnsumer entities. According to Lusch and Vargo
(2006), “conversation and dialogue” (p. 413) is ohéhe four building blocks of a company’s strateg
marketing direction. Customer feedback, a paictype of “conversation and dialogue”, allows
companies to listen to customers to understand ivtsathat they value in the company (Vargo anddhy
2008). Previous research has proposed various targayutcomes of customer feedback management, such
as: assistance in performance assessment, fagili@tt organizational learning (Babbar and Kouftgro
2008), improvement of overall service quality (et al, 2010), better decision making (Bitregral,
1994) and generation of competitive advantage (hesal, 2007). However, the impact of customer
feedback on the service entities’ well-being remman overlooked area.

Adopting a TSR approach, this study aims to addfesggap by exploring the impact of customer
feedback on the well-being of service entities. d&bwer, inspired by the objectives of TSR to “create
uplifting changes and improvements in the well-géifOstromet al, 2010, p. 6), the importance of
positive customer feedback is stressed. Positiseomer feedback is a highly under-researched tddiast
previous research has approached customer feeffoatla negative lens, focusing on the impact of



customer complaints, dysfunctional customer behaal service recovery, on front-line employees and
companies in general. Accordingly, this paper fesusn exploring the impact of positive customer
feedback on the well-being of front-line employaes its outcome for companies, since front-line
employees are the main recipients of customer sadflovelock and Wirtz, 2010). Moreover, working
within the TSR framework, employees’ and manageesteptions about the impact of positive feedback o
society are proposed. Finally, a comparison of eyg#s’ and managers’ perceptions about positive
feedback is presented.

The remainder of the paper is organized as follgnsen the current lack of knowledge concerning
positive customer feedback impact and associatdebemg outcomes, an extensive multidisciplinary
literature review was conducted, followed by tw@lexatory qualitative research studies with managed
front-line employees in service companies. Thisilted in the development of the “Positive Feedback
Model” (PFM) contributing to the growing TSR movemeSubsequently, a comparison of managerial and
employee views around positive customer feedbapkeisented. The paper concludes with a summary of

the main contributions and limitations of the stualyd presents directions for future research.

Literaturereview

Customer feedback

Customer feedback is defined as customer commumicabncerning a product or a service (Erickson and
Eckrich, 2001). Customer feedback can be eithécisad or unsolicited (Berry and Parasuraman, 1997)
Solicited feedback is encouraged by the comparputir the usage of tools such as surveys and focus
groups that invite customers to give feedback (Sampl996). In contrast, unsolicited customer faeklb
relies on the customer’s own desire and will to oamicate his/her experiences (Sampson, 1996). gakin
this categorization a step forward, Day and Land®77) distinguish between two types of unsolicited
customer feedback: private and public communicafldrey define private communication as interpersona
communication while public communication is thatlsebsed to the firm. Interpersonal communication of
unsolicited customer feedback is manifested throdfgind of Mouth (WOM). Moreover, other types of
interpersonal feedback have been introduced dtleetdse of internet usage. In a recent articlezBVicet

al. (2013) introduced the concept of customer-drivéluence (CDI) defined as “the impact of customers’
verbal and non-verbal communication on other custshattitudes and behaviors” (p. 295). With tree rof
social media, CDI is taken to a new level of coteecess where networking sites, video sharing,
recommendation blogs, and wikis have changed hatomers interact with each other, which has

accordingly led to changes in relationships betwaestomers and companies (Lileaial, 2010).



Computer-mediated communication led to the risiefelectronic word of mouth (eWOM) (Litvit al,
2008). Thus, social media presented a new chareédback, where once privately communicated
feedback is now public. Finally, customer influeme@o more restricted to verbal WOM communicatias,
a new conceptualization includes non-verbal compatian (Libaiet al, 201Q. This became more
apparent with the rise of social media usage, whesegossible to non-verbally express attitudesw
particular companies, for example by liking a pautér company on Facebook or following a particular
brand on Twitter (Blazeviet al, 2013).

Adopting the TSR approach, the focus of this stigdyn the unsolicited public feedback addressed

to front-line employees since they are the maiiprents of customer feedback (Lovelock and Wirz1@).

Feedback valence

Customer engagement is a growing research streimwustomer management research (Verkoef,
2010). Acknowledged as a form of customer engaggmastomer feedback can be of positive or negative
valence or it can also be valence-free taking ¢inen fof suggestions and comments (Doetral, 2010). We
contend that 5 types of customer feedback (5Cspeadentified: (i)positiveCompliments; (iinegative
Complaints; (iii)valence freeComments (e.g., a customer outlining how theyaupeoduct); (iv) Concerns
(when the customer outlines an issue that is moinaplaint, but has the potential to become a probtenot
addressed) and (v) Counsel (suggestions and cotigé&raritical reviews). In the area of serviceaarch,
there have been various calls to study the negatit@omes of service such as service failures astbmer
dissatisfaction (Schneider and Bowen, 1999). Thkue to the prevalence of failures during service
encounters (Maxham and Netemeyer, 2002). Theratdras been proposed that organizations should
engage in “dissatisfaction management” and sergicevery in order to improve service quality (Kasge
al., 1999). Consequently, in the customer feedback arestomer complaining behavior has been
thoroughly researched. It was pioneered by Bestfantteasen (1977) and thereafter has been the @dcus
many scholars, leaving complimenting behavior mraaiized. Moreover, complaint management has been
pioneered in theory and practice as it is proveehisure high levels of customer satisfaction agdltg
(Smithet al, 1999) and increased market share (Fornell anch®&Ykelt, 1987). Additionally, neuroimaging
evidence shows that negative emotions enhance nyeamouracy, therefore the focus on complaints @n b
explained by evidence that people tend to memdnieeegative more vividly than the positive (Keggn
2007). By adopting a TSR approach, this study fesus the largely under-researched field of pasitiv
valence of feedback. We adhere to Kraft and Mat{A001) categorization where positive feedback is

defined as a compliment taking the form of an agkedgment or an expression of gratitude.



In the business literature, there is no concreteuanified definition for the word “compliment” as
for other common business terms such as qualitjoimeance, contribution and development. The reason
for this lack of definition is explained by Krafthid Martin (2001) as due to the subjective naturidnefterm
“compliment”. Compliments are primarily researchedinguistics and sociolinguistics studies. Hatch
(1992) defines compliments as ‘expressives’; inilicgthe degree to which someone or somethindgéslli
Herbert and Straight (1989) refer to compliments‘@spressions of personal praise” (p. 37) whildrhies
(1986) defines a compliment as: “A speech act whigblicitly or implicitly attributes credits to saone
other than the speaker, usually the person addressesome ‘good’ (possession, characteristicdl, gkc.)
which is positively valued by the speaker and tharér” (p. 485). In sum, the various definitioneganted
in the linguistic and sociolinguistics literatureite around the function of compliments to “oil thecial
wheels, to increase or consolidate solidarity betwgeople” (Holmes, 1986, p. 499).

Various classifications have been presented forptioments. Manes and Wolfson (1981) identified
three topics of classification for compliments: Thist topic is appearance and possessions; thelooent
in this case is about a particular aspect of playsippearance or physical belongings. The secqid i®
performance, skills and abilities, such as edunadiod promotion. Finally, the third topic is perabty
traits. Another classification was presented byfkaad Martin (2001) based on the object or thepient
of the compliment; a compliment can be directeda@s a company, a particular manager of a depattmen
a product or service brand, front-line personniétlepcustomers present during the service exchamge,
even the customer him/herself.

Gratitude related research has been substantediiected by the field of psychology as researchers
displayed a preference for studying human viceerattan virtue (Myers and Diener, 1995). However,
research on gratitude has developed recently diieetgrowing field of positive psychology (Youngdan
Hutchinson, 2012). Positive psychology rediscoveyeditude as a positive emotion (Fredrickson, 2004
that contributes to social and emotional well-bgidgwells and Cumming, 2012). The notion of excleng
between two parties, referred to as beneficiarylsrkfactor is essential for gratitude (White, )383ake
place.

According to Young and Hutchinson (2012), gratitiss both short and long term effects on
individuals. More specifically, gratitude has bdeand to enhance favorable life appraisal and aptim
(Emmons and McCullough, 2003), foster social supand protect against stress and depression (Wbod
al., 2008), predict social integration, pro-social ééhbr, and life satisfaction (Fradt al, 2010), and
increase relationship satisfaction while being eg%ter shot” for the relationship (Alge¢al, 2010, p.
217).



The literature reviewed reveals a lack of researcpositive customer feedback in the services area;
therefore, we aim to address this gap by expldnrdgpth the occurrence of unsolicited public pesit

customer feedback, in the form of compliments aqutession of gratitude, and its potential outcomes.

Importance of front-line employees

The majority of unsolicited feedback is addressegdarson to front-line employees (Lovelock and Wirt
2010); therefore the focus in the study is on theolicited public positive feedback addressed ¢s¢h
employees. Front-line (“boundary spanning”) empes/elay a crucial role in a service organizatin.
boundary spanning employee includes any organizatiemployee who “engages in job-related interastio
with a person who is considered part of the envirent, who is not a member of the organization”
(Robertson, 1995, p. 75). Thus, a front-line eme#is a customer-contact employee such as a custome
service representative, service technician, retaployee, delivery person, nurse, or professiongébwho
works under the limitations of both the internagamizational environment and the external enviramme
(Edmondson and Boyer, 2013).

Previous research shows that for customers, thé airest proof of service happens during the
service encounter or “moment of truth”; when thetgract with front-line employees (Bitner al, 1994).
Hartlineet al.(2000) state that front-line employees are in mzages “the first and only representation of
the service firm” (p. 35). Thus, the human inteél@ctomponent within a service is essential indbevice
evaluation as it is the behavior and attitude ohfdine service employees that primarily affecstaumers’
perception of service quality (Hartline and Ferr&896).

For the company, front-line employees are the maurce of information about the customers and
the process of resource integration in the semimm®unter (Bettencouet al, 2001). Information gathered
by front-line employees is beneficial in two walfisstly, this knowledge can be used by contact eygés
to improve the interactions with potential futurestomers; secondly, this knowledge can be usetidy t
company for better decision making (Bitregral, 1994). Consequently, van der Heijdsral. (2013) found
that multiple person-to-person interactions providat-line service staff with chances to captunstomer
responses, improve organizational processes, amtlicoservice recovery.

Rayport and Jaworski (2004) consider that frone-lEmployees’ “interactions with customers ... are,
for many businesses, the sole remaining fronti@oofipetitive advantage” (p. 48). Realizing the imgaoce

of the relationship between customer service evialuand front-line employees’ behavior and attgud
during a service encounter, many scholars stresseald for better human resource management facser

quality (Bateson, 1995; Bowaezt al, 2000).



Well-being research

Considered an area of interest within positive pslagy, well-being research is encouraged acroasge
of disciplines such as healthcare and educatioichndre large service industries with explicit
transformative mission and intent, and organizatidehavior. Luthans (2002) introduced Positive
Organizational Behavior (POB) theory as “the stadg application of positively oriented human reseur
strengths and psychological capacities that camdeesured, developed, and effectively managed for
performance improvement in today’s workplace” (). 3'he main assumption behind the creation of POB
is based on the idea that in today’s economy, gmeeby global competition, unlimited access to
information, technological advancement, and risiagiers of entry, success cannot be achievedrbplgi
trying to fix what is wrong (Luthans and Youssdéd0Z). Accordingly, a number of researchers in the
organizational behavior field, inspired by positpgychology, called for a more positive approach to
organizational behavior theory (Quick and Quick)20Moneyet al, 2009).

Previous research has examined the impact of megatstomer feedback on front-line employees
(Bell and Luddington, 2006). Inspired by the POBdty that fits the chosen TSR approach, we opted to
explore the impact of positive customer feedbackhenPsychological Capital (PsyCap) of front-lieevice
employees. PsyCap comprises the positive and dawelotal state of a person (Luthans and Youssef,
2004). It consists of state-like factors establigithe foundation of POB theory (Luthans, 2002 hiamts
and Youssef, 2004). The state-like components ¢CRg are: Hope, Self-Efficacy, Resiliency, and
Optimism; forming the acronym HERO (Figure 1).

HERO meets the inclusion criteria of PsyCap sih¢elbased on theory and valid measures, consists
of state-like rather than trait-like componentd tr@ open to development and training, in additton
having an impact on performance (Luthans and Ay@@®9). PsyCap has been found to be related to
various attitudinal, behavioral, and performanctomnes (Aveet al, 2010).

PsyCap is selected for this study based on thenfyscconfirming that PsyCap capabilities have a
positive impact on employees’ psychological weliAge(Aveyet al, 2010). Psychological well-being in the
workplace is the emotional and purposive psychclgtate that people go through at work (Roberéswh
Cooper, 2011). It has two important features: lf@)hedonic well-being or the emotional state (&ls@yn
as the feeling of happiness) experienced at wodk(heudaimonic well-being or the degree to which

people recognize that their work has a purpose éRstin and Cooper, 2011).



Robertson and Cooper (2011) found that improved@yep psychological well-being has positive
individual outcomes such as: increased productaity job satisfaction, enhanced morale and motimati
and reinforced employee engagement and commitr8eettor’'s (1997) review suggests that employee’s
well-being links with job performance and job statdion. He proposes that satisfied employees ame m
punctual, cooperative, helpful and time efficignarteret al. (2002) confirmed that the well-being of
employees and their job satisfaction levels affieeir sense of citizenship at work, turnover rates
performance ratings. This in turn will create pesitorganizational outcomes such as customer aatish
(Robertson and Cooper, 2011). Haeerl. (2002) found that improved employee well-being ooty
increases customer satisfaction but also reinfarodsstrengthens customer loyalty. By being pungctua
efficient and cooperative, employees are positiadlgcting the satisfaction and loyalty levels lodit
customers during service encounters. High levigsychological well-being amongst employees form a
win-win situation for employees and customers andd have a trickle-down effect on organizationd an
communities (Harteet al, 2002). The TSR framework is also constructed raldhese two key types of
well-being, where both eudaimonic and hedonic Wwelhg can be appropriately applied to individuals,
collectives, and ecosystem levels (Andersbal, 2013). Consequently, it is proposed that theousri
categories of positive customer feedback will hanempact on the PsyCap of front-line employee<iwhi
will affect their well-being. Accordingly, variowstitudinal, behavioral, and performance relatet@mes
will be generated.

Based on the literature reviewed, no prior stulege explored positive customer feedback in the
services area. Therefore, an exploratory studydeased necessary for the following reasons: First,
projection of the extensive knowledge around negdeedback categories and impacts is not suitalile
positive feedback context. Second, in order to bgva model of components and outcomes of positive
feedback (“Positive Feedback Model”), there is ach® explore what field experts in the serviceksiry
experience on a daily basis. Therefore, the exfmoyatudy will help answering questions such akatv
are the different topics of positive customer fesakreceived in the services industries? Whatlere t
different forms, channels and time of administratd positive customer feedback in the services
industries? What are the potential outcomes oftpestustomer feedback on service managers and
employees? The multidisciplinary literature reviémgconjunction with the exploratory study of the

participants’ insights, help uncover the componenthe positive feedback model.

Objective of theresearch study

We seek to investigate the impact of positive anstiofeedback on front-line employee well-being,

companies and society. To our best knowledge, o giudies have explored these important issues.



Therefore, two exploratory qualitative studies wepaducted to gain deeper insights into this under-

researched area: study 1 consisted of interviews mwanagers working in service sectors and study 2
consisted of focus groups with front-line serviogpdoyees. The extensive literature review and éselts
of these two studies aim to contribute to the dgwalent of a “Positive Feedback Model” which can be
further empirically tested in future studies. Maeisjand employees’ perceptions of positive custome

feedback will also be compared.

Study 1: managerial interviews

Data collection

An exploratory study using semi-structured intensevith 22 managers was conducted to gain riclyimsi
into managers’ perceptions of positive customedibaek as well as its uses and impacts in todaylscee
organizations. Respondents came from six UK congsafd2B and B2C) in the retail banking, retalil,
facilities management, food, and utilities sectdrgerviews lasted between 45 and 60 minutes aareé w
audio-recoded and transcribed verbatim accordinge@uidelines of Stewaet al.(2007). An extensive
interview guide including questions about managersis and attitudes towards positive customer
feedback was developed from a literature revieve ginde was used to provide structure to the irders,
but participants were given the freedom to shaneds and ideas not built into the interview guide.
Participants were selected from middle and top mament (e.g., bank branch manager, key
account manager, customer experience coach, nemamiger, section manager) to get deeper insigtas i
the companies’ customer feedback systems. Theopegstexplored during the interviews included:
Attitudes towards customer feedback in generaletiiifeedback management system in place, peroceptio
of positive customer feedback, perceived variatems impacts of positive customer feedback, the
dissemination of positive customer feedback withiorganization, the perceived accuracy and \rgladi

the received positive customer feedback.

Data analysis and findings

An iterative hermeneutical process consisting af stages was used to analyze the interview trascri
First, the transcripts were closely read to graspeaning of the whole interview (Giorgi, 1989). gy this
phase key concepts were coded which subsequemplgchelentify the key themes. Second, we searotied f
similarities, differences and/or relationships betw the key themes. The emerged key themes were

grounded empirically in the data and well suppoligevidence in the form of quotes described below.



8 key themes were identified: Customer feedbackgmtion and valence; positive feedback topic;
positive feedback channel; positive feedback fgrositive feedback time of administration; frontdin

employees’ outcomes; company’s outcomes and s¢ietycomes. Each theme will be discussed below.

Customer feedback perception and valence:

Customer feedback was described asamion” or “information passed on to othersHowever, some
managers disliked the usage of the téieedback”; they preferred terms similar toonversation”;
“experience sharing”; “constructive communicationThis is due to the negative connotation with thiente
“feedback”. Subsequently, feedback valence was discussedcipantis agreed that most of the feedback
received is negative and therefore, the first aatoa with the word “feedback” is negative:

“We sort of find, people always focus on the negasiide, but the compliment side is not manageg ver
well.”(Female, Interview 20)Although the majority of the customer feedback aaegative valence,
positive customer feedback is also received howemording to the managers, it is mismanaged.
According to the managers, positive customer feekldéfers in topic; channel; form and time of

administration.

Positive feedback topic:

Although other positive feedback topics such asgiserexcellence or servicescape were brought upglur
the interviews, the front-line employees’ behaverformance and appearance dominated the coneersat
One manager mentionetheir (front-line employees) mannerisms and hoeytepeak to the customer.

Their actual personal looKtheir) uniform” (Male, Interview 9).

Positive feedback channel:

The main channel for communicating positive custofeedback is the front-line employee who is, at th
same time, the main recipient and subject of tistipe feedback. Other feedback channels discussed
included: customers approaching the manager tofgaaback, social media, mail and emails, éihey
come into the branch, they’ll phone Head Officeyth do it by email to Head Office, we have sdemni
Twitter now (Male, Interview 2)"Managers explained that positive customer feedbhaging the front-line
employee as the main subject is always passed &ahg employee for whom he or she gets recognized
“So if we get a good recommendation in from a ¢lemout somebody doing something well then we’'ll
forward it on”(Female, Interview 12)nformal recognition takes the form of an infornsalnment or dpat
on the shoulder’"if we find something really good, or someone’s d@omething to help this customer,

and it's fantastic, we will go out and say, yesj@ well done” (Female, Interview 5)Vhile formal

10



recognition ranges from monetary awards to theipecef bonuses, certificates or plagu#secognition
could be a form of certificates, highlighting tives've delivered great satisfaction for customeasti
“people get awards for professionalism, integrigxpertise at their jobs, delivery to the client” &M,
Interview 17)Managers aim to communicate the positive feedbacthkd front-line employees because of

the perceived beneficial impacts it has on them.

Positive feedback form:

Positive customer feedback form was described iaxg leither verbal or writterfwe’ve obviously got
feedback that we get on a daily basis from ouramasts, verbally as they’re banking and interactmith
members of staff... we also had a box in the bartkatigvhere they could put their compliments and

thoughts down’(Female, Interview 12).

Positive feedback time of administration:

Time-wise, most of the positive customer feedbaadleceived during the service encounter between the
customer and the front-line employee or after #rgise encounter where the customer might commtaica
the compliment or the expression of gratitude tghouarious feedback channélg:might be still be 3 or 4

months down the line... so it is not always feedbgbk there” (Male, Interview 2).

Front-line employees’ outcomes:

The participants discussed the impact of positistamer feedback on front-line employees. Managers
talked about théhealthy competition”that might be boosted between front-line employdes receiving
positive feedback. Other benefits described byrhaagers included motivatiofit gives them a little bit
more of an extra drive ... just to have that goodlaek” and“So it just feels good(It is a) motivating
factor. So they continue doing it” (Female, intew 3). Moreover, managers believed that positive
customer feedbactkoosts the confidence level ugMale, interview 15).

Interestingly, managers were also critical aboitp@ customer feedback as they believed it can be
“double edged” For example, a customer might give a positivellieekto ask for favors, or get a
promotion. Therefore, positive customer feedbacklmimpersonal, not genuirfeje don’t always trust
where the positive feedback comes from” (Male rui¢sv 6)it can be“given by a family member or a
friend” (Female, interview 21)and might result in involuntarily favoring of cgiimenting customers over
others. Managers also mentioned that some emplalgenst appreciate being praised in public or rengi
certificates. The employee’s personality playsla o determining the impact of the feedback on/hen
Finally, some managers highlighted the demotivaitimgact that positive feedback can have on well-

performing employees when they realize that thesis Iperforming colleagues are being complimeritate

11



person’s getting the praise and somebody elseirggdfantastic job” (Female, interview 3Jhey also
suggested that for a continuously complimented eygd, positive feedback can be dangerous as he/she

might get too comfortable with the job and accogtiiose motivation.

Company’s outcomes:

Managers also discussed the impact of positiveooust feedback on the company. Some managers do not
expect to receive positive customer feedback asdah®any is delivering the job it is charging for

those managers, no feedback is positive feedlddglou don’'t hear anything from the client it i®st of like
a compliment anyway. Because things are runnindj (Male, interview 1).For the managers, the real
value of the customer feedback lies in that it ptes guidance for improvemerifeedback is useless
unless you’re doing something with it” (Male, integw 6).Therefore, for most of the managers,
constructive or actionable feedback is more impurtiaan positive feedbackyou don’t want the nice stuff,
you want the stuff you can improve on” (Male, intew 1).This finding comes in accordance with Wielz
al.’s (2010) study stating that one of the main purpogesistomer feedback management is improvement
of overall service quality. Accordingly, for the megers, positive feedback is related to reputafinancial
incentives and awards associated with it. The @pénts also explained that receiving positive beat is a
sign of good leadershiplt means that I'm leading by example, I'm showimg team what to do. Asking
them to deliver my standards, which | think areehigh and to carry them on consistently rathemth
doing it for a day or a week, but continually dattlday in day out, whether | was there or not, they
wouldn't let their standards slip”’(Male, intervie®). Therefore, the focus of the managers was moréen t
financial and managerial benefits as well as tpataion of the company/branch/section/team and the
manager himself. This is illustrated by the follogi

“If you want to progress and move into differenkesy you need to be recognized for doing some gteaét
So being recognized by area and regional level mélaat if there's...not just for me but if there'yame
within my team that wants to progress, this is kahd bit of ammunition to support that progression

(Female, interview 5).

Society’s outcomes:

The participants also discussed the impact of pestustomer feedback on society. In particulas th
occurs during the corporate social responsibiliiyvities that companies get involved in. Duringske
activities, the occurrence of positive feedbackeases and accordingly the employees’ and managers’
willingness to get involved in local initiativesdreases too. Finally, participants mentioned theeaich of
positive feedback on society by explaining thdias a “spill-over” effect!lf somebody comes and says, oh

what a fantastic branch this was this month becaigbis feedback, it breeds. It's a breeding undtisn’t

12



it?”(Female, interview 3)According to Palmer and Ponsonby (2002), socibabior is defined by socio-
cultural meaning systems and therefore marketifaytefand customer manifestations should be always
considered as affecting and getting affected btiqudar social context€Consequently, the impact of
positive customer feedback will surpass the indigldevel and accordingly will have an impact oa th
social system and the collectives at large sineeethployee’s work related interactions affect the

subsequent social interactions outside working siour

Summary

The interviews provided insights into managerstpgtion of positive customer feedback and confirmed
findings from previous studies in a new contextthe positive feedback context. First, positivetomer
feedback is underrated and less collated, and reasiagressed that the current approaches andgas.cti
disregard the significant potential that positigedback offers. Second, front-line employees aeartain
recipients and topics of positive customer feedbdbkis, the interviews confirmed the need to famus
exploring positive feedback addressed to front-&nmgloyees.

The interviews also helped identify the variousifps customer feedback topics, forms, channels
and timings of administration. These findings angci@al and novel as no previous research descthmed
various categories of positive customer feedbaekservice context. By having a holistic view o th
customer feedback management system, managerahlers® elaborate on the various components of
positive customer feedback.

The interviews also confirmed our assumption tlositpve customer feedback transcends the
individual front-line employee to encompass the pany and the society as a whole, thus supportiag th
TSR approach adopted. Rosenbaatral. (2011) suggest that consumers’ individual actiahs)g with
company’s policies, will have social and commumngpact. Consequently, we propose that the impact of
positive customer feedback transcends the indivigwal (micro level) and affects the company (meso
level) and social system at large (macro levehaly, managers were critical about the impactasifive

customer feedback regarding its actual effecthhemtell-being of front-line employees.

Development of the Positive Feedback Model (PFM)

Based on the multidisciplinary literature reviewdahe findings of the managerial interviews, thiéoleing
Positive Feedback Model (PFM) was developed (Figyre

13



In particular, the literature review helped disaoaeset of context-free components, while the
context-specific managerial interviews (positivataumer feedback) helped to confirm and link these

components which subsequently shaped the PFM.

Figure 2 consists of four columns. Column one regmés the various topics of positive customer
feedback. The second column represents the Psydpabitities. Between the first two columns, the
hypothesized moderators are positioned (thin arroansisting of the form, channel and time of pesit
customer feedback administration. These hypotheésrrmderators were identified in the literature esvi
and were subsequently confirmed by the managetiahiiews. Accordingly, the various positive feecka
topics (Appearance, Performance and Personalitys] raight have different impacts on the PsyCap if
moderated by different form, channel or time of adstration. For example, positive customer fee#bac
complimenting the performance of a front-line enyel® addressed verbally face-to-face during a servic
encounter, might have a bigger impact on the ogptimievel of the front-line employee when compared t
the same compliment addressed in writing to theaganafter the service encounter. The hypothesized
moderators can help in uncovering important manalgenplications: whether particular positive feadk
form, channel and time of administration have greapact on the PsyCap. Moreover, the combinaifon
the different positive feedback topics and theaasihypothesized moderators might reveal important
practical implications for companies. All of theaade affects column three which is the front-linepboyee
well-being.

The main focus in this paper is on the impact cfifpee feedback on the well-being of service
entities (company and employees); the analysieefrianagerial interviews confirmed that front-line
employees are the main recipients of positive ecnstdeedback and that they are also the main tfpic
positive feedback. Study 1 confirmed the imporéaatemployees but lacked important insights timdy o
employees could deliver. Hence, the need for sBudas identified. Moreover, working within the TSR
framework, the outcomes for the company and soeietyalso included in the framework (column fowr) a
managers discussed that positive customer feediziessed to front-line employees will have positiv
outcomes for the company and society without spgfactual outcomes. The front-line employee
outcomes are directly linked to front-line employea|-being (straight line connector in Figure Zhe

other outcomes form an indirect relationship wittnt-line employee well-being (dotted line connekto
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Based on these findings, study 2 involving focusugs with front-line employees was conducted tcaget

deeper understanding of the specific impact oftp@scustomer feedback on front-line employees.

Study 2: focus groupswith front-line employees

Study 2 is necessary to gain knowledge from adtoat-line employees working in various service
industries who receive positive customer feedback daily basis. These employees might be able to
potentially give support or discard some of theegaties and connections discovered in the litegateview
and throughout the managerial interviews data amaliFurthermore, they will be able to elaboratehan
actual impacts that positive feedback has on their well-being. Finally, stage 2 will help invesiig
whether managers’ perceptions of positive custdeedtback differ from the front-line employees

perceptions.

Data collection

Focus group interviews have been predominantly asezh exploratory marketing research technique
(Mullis and Lansing, 1986) when little is known aib@ particular phenomenon of interest (Stewadl,
2007) — in this study: the impact pdsitivecustomer feedback on front-line employees. Thedlitee
review and the managerial interviews proposedttiee is an impact on the front-line employee who i
receiving positive feedback, however in order toawer what specific types of impact, there is adnee
explore the front-line employees’ (actual subjestd recipients) perception of positive customedifeek.

An exploratory approach using focus groups was tedogince it gives access to the arguments and
interpretations that participants (front-line emy@es) get involved with during a group interactithis
synergetic effect resulted in the production oadatt might not have been uncovered in individual
interviews (Stewaret al, 2007). Moreover, taking the nature of the pgvaais into account, focus group
interviews were deemed more appropriate to generteesting and deeper discussion resulting in a
snowballing effecivhere one comment of an individual triggers a clodiresponses from the other
participants. Finally, the nature of the topic (foe customer feedback) predictedtamulation effecto
take place during the focus groups interviews wiparéicipants’ excitement over the topic increaaed
they were willing to share and express their idaase freely (Hess, 1968).

A focus group pre-test was conducted with a sambpleont-line employees (n=6) working in
different service industries. The purpose was tmlate the interview guide developed after an esiten
literature review and analysis of managerial in@mvdata. The pre-test was also used to test tastiqus

for clarity and appropriateness of the order ofunence and to check the potential of the questions
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generate a discussion between the participantsedbtus group. Finally, we used the pre-test vestigate
whether the interview guide questions help in nmggtine particular purposes of the focus group. gree
test objectives were met.

Seven focus groups with front-line employees (n=#&)e conducted in seven locations across the
UK. As recommended by Kruger (1994), the focus groonsisted of six to eight participants both feanal
and male. All participants worked as front-linevsee employees in various service companies reptiese
different industries including the retail bankimgtail, facilities management, food and utilities®rs,
dealing with both businesses and customers. Theéhieeges explored in the focus groups includediainit
understanding of customer feedback, most memofabttback, feedback type, topic, channel and time of
administration, impact of positive feedback, rolel@ manager, and feedback management systems. The
focus groups lasted between 70 and 90 minutes anel audio-recorded and transcribed verbatim fohgwi
the guidelines of Stewaet al. (2007). The transcripts were coded and analyzbsgesjuently through

content analysis.

Data analysis and findings

Content analysis is a systematic technique thas &nelassify qualitative information based on gedéined
categories (Krippendorff, 1980). It aims to readtetailed description of a particular phenomenahtae
result of the analysis is categories explainingghenomenon (Elo and Kyngas, 2008). The identified
categories help building a conceptual system onénaork (Elo and Kyngas, 2008). The process ofyamal
was inductive-deductive as this research was indédrbyy previous knowledge (Proposed Model) while
being context specific (positive customer feedhbagkact on front-line employees’ well-being). Deduet
content analysis was used as various categoriesidentified in the pre-developed model based on
previous knowledge and accordingly the purposetw#sst these categories while moving from the gne
to the specific (Burns and Grove, 2005). A categgiron matrix was developed for this purpose wihiege
aspects from the data that fits the categorizdt@mme were selected. Moreover, emergent categores
identified through the detection of inductively Wed themes where the aspects that did not fit the
categorization frame were used to create new cagsgd-or this purpose, an iterative process wead as
we moved back and forth between the data and tlieehumder development (Prattal, 2006). At first,
open coding was used which helped develop thedindr codes. After each focus group, the indubtive
derived categories were reviewed to see if the gaterated by the latest focus group fitted theipusly
set categories. If the revised data did not fitlwetb a category, this particular category wasefame
revised or abandoned. Secondly, we moved from opdimg to axial coding (Locke, 2001) and according|

created theoretical categories which were moreatmzged (combined data from all focus groups) and
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more abstract. Aggregate theoretical dimensiong vekmntified after grouping categories that fitetger
into a coherent picture. Finally, the internal dstency was enhanced as one of the authors wasithary
moderator and coder while regularly communicatinigy whe other three authors (Kidd and Parchall, (800
As analysis proceeded, content validity was secaseall the authors reviewed the coding schemetand
contents and definitions of coded categories bamthhfe interviews and the focus group data (Atwand
Hinds, 1986).

Based on the analysis of the rich qualitative dat@erated through the conducted focus groups, the

proposed model was adjusted (Figure 3).

The analysis of the data confirmed the previoustgldished aggregate theoretical dimensions
(themes): Positive feedback topic; form; channelet PsyCap; front-line employee’s well-being; frdine
employee’s outcome; company’s outcome and societyfsome. However, the data also revealed the

following new theoretical categories:

Job attitude:

More theoretical categories were generated fronfidties groups such as: “Job attitude” under Pasitiv
Feedback topic. One participant mentiori&ipbably staff attitude comes up quite a bit. inkthat's a
general feedback” (Male, Focus group Employee smiling and employee friendliness were alentified

as recurrent positive feedback topics coded urdethteoretical category “job attitude”.

Behavioral form of feedback:

“Behavioral” form of feedback is a subcategory witthe aggregate theoretical dimension called “Foin
refers to any customer’s action or behavior thatftbnt-line employee categorizes as positive faeklb
(without actually being written or verbal). Foraemple, the following statement was coded as behalvio
feedback:There’s a couple that only deal with me and | anit even remember one of them, it was like 18
months ago, | dealt with him, and he would onlyl dgth me, and it was just an ordinary billing qyethat

he had, there was no reason to come through tdootd,was quite touched that he had even remembered
my name, | didn't remember him at all’. (Femalesus group 3).

Positive feedback given “before” the service en¢eun
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The focus group participants mentioned the occegeai positive feedback before the service encounte
when customers start the conversation with the eyegl by giving a compliment. This feedback timigg i
problematic as many employees question the sigagfrihis feedback. Nevertheless, we decided tude
this particular timing of feedback into our modslthe purpose of this study is not to identify thetives

behind giving positive feedback giving but rathee tifferent types, forms, timings, etc.

Theoretical categories under “Channel”:

The biggest contribution was made to the chanrtegcay where a multitude of channels was identified
such as: “Other Customers”; “Other Employees”; tié8 and “Internal Systems”. By “other customers”
the participants meant getting compliments fromaugrs who had heard positive feedback from someone
else and then decided to pass it along to the cnedeemployee. “Other Employees” might pass akbng
positive feedback to a particular employee who prassed to them, by customers. “Media” coversygles

of broadcast and print media that customers migatta give positive feedback. Finally, “internastgms”
such as software or internal procedures (team nmgetdepartmental communication, etc.) might bel ase
channels to pass along positive feedback. Thedaas illustrate that companies should be awatbef
various channels that customers use to give fe&didaaut front-line employees.

PsyCap:

The usage of PsyCap was justified as various oecoes of positive feedback confirmed the impact on
HERO. “You feel that you've done something, you've cdnited to it to make that happen” (Male, focus
group 1)was coded under Self efficacit does sort of perk you up and make you feeldretbout

yourself” (Male, focus group)2vas coded under Optimism.

Front-line employee’s well-being:

Front-line employees mentioned experiencing Hamgsnmspiration; Positive Feelings and PositiveaFlo
when they receive positive feedback. These dimessiere identified by Forgeaed al. (2011) as some of
7 subjective facets of well-being that have recgithee most attention ithe various domains of well-being
research conducted by psychologists and sociattssti® Thus, our findings confirmed some of the
approaches used to conceptualize well-being. Thblastrates some examples of the coding procasthé

front-line employee well-being.

Insert Table 1 about here
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Front-line employee’s outcomes:

Of particular interest are the theoretical categpgenerated under the “Front-Line Employee OuttoAse
opposed to study 1, front-line employees were tbéxplain in details the outcomes of positive oostr
feedback: “Motivation”; “Job Satisfaction”; “Job #tude” are included in figure 3. Table 2 illuseatsome

examples of the coding process for the front-limpkyee outcomes.

Moreover, participants discussed how positive austofeedback can affect the well-being of the
company and society, thus confirming the TSR apgr@aopted which states that any customer interacti
with a service entity will have potential well-bgioutcomes both at the micro and macro levels (fsue
et al, 2013).

Company’s outcomes:

Even though these aggregate theoretical dimensrens mentioned in the original model by the mansger
more specific theoretical categories were genetaydidont-line employees such as: “Learning Captids”
and “Service Experience”. Some of these findingHiomed the benefits of customer feedback to the
company, previously identified in the literatureBas the study of Babbar and Koufteros (2008),

identifying the improved organizational learnindghewed through customer feedback.

Society’s outcomes:

On a social level, positive feedback affects emgésy interactions outside working hours, which et
happier family and friends as one participant neead:“Had a really good day at work and obviously | go
home and be happy there”....”You can't help but ta&ar work home with you” (Male, focus group 2).

Summary

The focus groups provided a deeper understandifrgpafline employees’ perceptions of positive cuséer
feedback. First, front-line employees confirmed thay are the major recipients and topic of theitpee

customer feedback received. The participants shamaedus examples of positive customer feedbacictop
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form, channel and timing while adding new sub-catess to the proposed model. For the front-line
employees, positive customer feedback has a migtitd impacts on their psychological well-beingshu
confirming our proposition. Front-line employeesr&vable to describe in details the various benefits
positive feedback has on their well-being. Finditgnt-line employees confirmed the appropriatercgshe
TSR approach adopted as they explained that pesitistomer feedback addressed to them, transdeids t

own individual well-being to affect the meso (comppand macro (society) levels.

Comparison of manager and front-line employee per ceptions

One of the objectives of this study was to complagemanagers’ and employees’ perceptions of pesitiv
customer feedback. Therefore, in this section, agirbby presenting the similarities and then torthe
differences in the managers’ and employees’ peimepbf positive customer feedback.

Both managers and front-line employees would likeeteive more positive feedback. The results
highlighted that positive customer feedback is urated and not acted upon sufficiently in today’s
organizations. Moreover, both agreed that the atifeedback systems used are designed with netyativi
mind. Thus, making it easier for customers to camptather than give compliments.

Both front-line employees and managers recognigéntiportance of receiving positive customer
feedback but the internal communication is not gbwaell established. Feedback is often held-uphey t
receiver, whether it is the employee, the manag#reotop management. This finding supports Baker a
Sinkula’s (1999) study stating that customer feetlldails to become explicit knowledge and remaaustt
because feedback received by front-line employeearely recorded or communicated to managers. This
seems to be particularly the case for positivearust feedback. Moreover, for the employees, haaing
manager who communicates back positive customedbéex is a sign of supervisory support, which
according to DeConinck (2010), makes them feelrgeand aware that the organization takes careeaf th
welfare. This is known as Perceived Supervisorypdup(PSS) which constitutes employees’ beliefsuabo
the extent to which the supervisor appreciates tiwgitribution and cares about their well-being itKe and
Sharafinski, 1988). Variations in the capacity @&magers to receive and pass on customer feedbaek we
noted across the organizations depending on pr@oesglexity and how close to the point of service
delivery managers sit. Previous research showsethptoyees’ perception of their supervisors’ suppor
affects organizational objectives such as perfooeaarganizational commitment, job satisfaction and
turnover intentions (Eisenbergetral, 2004).

Both parties agreed that positive customer feedbraciscends the individual receiving the feedback
to encompass the organization and the societynd®be. As every front-line employee is a membea of

company, the company is embedded within a socsésy. In addition, every front-line employee is a
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resource integrator and a member of a social syskeoordingly, there is a need to consider thell'spi
over” effect of customer feedback which starts by addressed to one person and ends in having a
radiating effect on the company and society atdarg

While for the managers the real impact of positustomer feedback lies in the financial rewards,
incentives and actionable and measurable plan&,dioi-line employees, positive feedback has variou
implications on their psychological well-being. Acdingly, positive feedback should not be ignorgd b
companies and management as it provides a boostemiployees’ well-being which will be reflectedthre
employees’ performance and overall welfare.

Finally, the understanding of what constituteseetfback channel” for a front-line employee might
differ from the company’s understanding. Therefoneye collaboration and dialogue between the two
entities is needed. Moreover, there is a needlfarganizations to work at breaking down barrieeswveen
(all levels of) staff and access to positive custofeedback.

Limitations

The main limitation of the study is that it is aahscale exploratory study and therefore the figdicannot
automatically be projected to the population ajdaiBecket al, 1986). Although the discussion within the
interviews and focus groups was relatively unstreezl, many groups discussed similar topics. The
similarity of the topics supports the number oéimtews and focus groups conducted since “saturatib
codes and categories was reached (Kruger, 1998%). ddtording to Rogeet al.(1998), supports the
generalizability of the findings.

Another limitation of focus groups is conformity @binions where members might feel the need to
agree with the other group members and not expinegstrue opinions (Garfinkel, 1967). This limitat
was offset by the dynamics of attitudes and opicnreated during the interaction of all the pgpacits
(Morgan, 1988) as it encouraged a degree of speityan the communication of views (Butler, 1996).

A further limitation of the study is the adopted@sption that positive feedback is iv@y factor
affecting front-line employee PsyCap and accordingtll-being. There is a wide literature on Psy@ap
the area of organizational behavior, identifyingi@as factors influencing the components of Psy(Saff-
efficacy, hope, optimism, and resiliency). For epsnself-efficacy, one of the state-like psychadad)
resource capacities, is affected by experiencingfaliowing the ‘'model’ behavior of others and tigb
responding to encouragement to engage in acti@tsehd to goal achievement (Maddux, 2002). Inly o
by measuring and controlling the impacts of theeofactors on PsyCap that one can measure thd actua

impact of positive feedback on PsyCap. We recogtmeexistence of other factors affecting PsyCap,
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however, for this particular study, PsyCap wasdeteas a tool to study the outcomes of positiedliack

while all the other factors were assumed to bdstab

Directionsfor further research

In terms of future research, empirical studiesrageiired to measure the impact of positive customer
feedback (compliments and gratitude) on the walhgpef front-line employees. The findings of the
suggested future empirical studies can have imponi@nagerial implications. For example, by uncmger
which type of feedback has the highest impact erethployee PsyCap, companies might integrate
particular positive feedback manifestations (dep@mdn topic, form, channel, and time), into the#ining
and motivation programs. In addition, by researghuhmich particular types of compliments and expoess
of gratitude have an impact on particular PsyCappament (HERO), the already established attitudinal
behavioral, and performance outcomes of each Psg@aponent (and the high level of psychological
well-being) can be linked to particular positiveddack manifestations. Companies could then inyesti
how to facilitate and encourage customers to engatie particular forms of positive feedback tlestd to
improved employee well-being.

Researchers are also invited to test the relatipristween the various categories of positive
customer feedback, such as the various positivdbBeek channels identified, and newly discoveredaicte
such as job satisfaction, job attitude and motoratin particular, social media and the growinguscence
of eWOM might be of interest for future researchci@l media as positive customer feedback channel
might hold many opportunities for the companies aasgarchers are invited to investigate research
guestions such as when/why/how does positive sowdlia valence directly affect the size or growith o
employee/ company / social outcomes? Finally, suiggested that various feedback channels will have
different impacts on the well-being of the reciggeand it might be interesting to explore the vasio
magnitudes and durations of these impacts.

Furthermore, working within the TSR framework, thrgact of positive customer feedback on the
well-being of consumer entities consisting of induals, collectives, and ecosystems (Anderestoal,
2013) should be studied. While this paper focusethe impact of positive customer feedback on servi
entities, in particular front-line employees ananganies, future studies can focus on the impapbsitive
feedback on the person addressing the feedbacikaaddingly the impact on the collectives and
ecosystems that individuals belongs to. A positeezlback model for consumer entities could then be
developed and subsequently be empirically testealliz, more empirical studies are needed from
researchers in the services area as well as inoAfieacused disciplines such as sociology to inveséighe

communal benefits of verbally expressed positiveteans. These studies will help explain the “spwer”
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effect identified in this paper. Researchers avéed to study and measure the mechanisms by viheh
positive feedback impact transcends the well-beintfe individual receiving the feedback by affagtthe
person’s future interactions and the well-beinghofse he or she is interacting with. Further poi¢areas
to explore include: the duration of the impact ospive feedback; the possible threshold levehdf t
impact and the average number of future interasttbrs impact can affect.

Studies are also required on how to increase pasapdsire and willingness to express compliments
and gratitude, for example, by promoting the desigsocial/advertising campaigns encouraging this
particular type of pro-social behavior, researcimeay contribute in creating a “reciprocity” effetit.order
to be able to do so effectively, further undersiagaf the motives and attitudes towards positeedback
is needed. Questions such as why do people/cust@wrpress positive feedback, what are the various
attitudes towards positive feedback, do varioutuces and generations express positive feedback
differently, and what might be their different mas behind giving praise, etc. could be addregséature
research. Here researchers can investigate “gehwensus “fake” positive customer feedback (for
example, from favor seeking customers or familied fiends) and the ability of employees to spetrial
intentions behind positive feedback giving. Accagly, researchers can measure the variance offripact
on front-line employees’ well-being, based on ha@mgne they believe the positive feedback to be.

In addition, the impact of the positive customexdieack might vary across cultures and generations.
Future research might therefore test PFM in varauiiral settings and across different age groups.
Finally, studies around the implications of pogtieedback in a variety of social contexts such as
healthcare, education, transport, and social ma@iaecommended. The usage of social network asalys
and other techniques adopted from sociology mayeheable, as they enable the capturing of relakigrss

within complex networks (Edvardssehal, 2011).

Conclusion

This paper contributes to the literature on TSR @amstomer feedback management by studying the
overlooked area of positive customer feedback impac¢he well-being of service entities. Using a
multidisciplinary approach, two exploratory qudia studies were conducted. The extensive liteeatu
review and the results of these two studies camtieilh to the development of the “Positive Feedbaoki®l
(PFM), which represents possible positive feedlmat&gories, its various impacts and the outcomeablen
parties involved. Finally, a comparison of the ngeral and employees perceptions of positive custom
feedback was made, followed by the presentatiorowél managerial implications and directions fdufe
research. We hope that fellow researchers will éoglly test the proposed PFM in multiple contexis

enable further TSR advancement.

23



REFERENCES

Algoe, S.B., Gable, S.L. and Maisel, N.C. (201@)s the little things: everyday gratitude as a bi@o shot
for romantic relationshipsRersonal Relationshipa/ol. 17 No. 2, pp. 217-233.

Anderson, L., Ostrom, A. and Bitner, M.J. (201@elvices as social structures: consumer collectines
transformative services research”, working papezoha State University.

Anderson, L., Ostrom, A., Corus, C., Fisk, R.P.ll&@=a A.S., Giraldo, M., Mende, M., Mulder, M.,
Rayburn, S.W., Rosenbaum, M.S., Shirahada, K. aifica¥i's, J.D. (2013), "Transformative service
research: an agenda for the futudurnal of Business Researdalol. 66 No. 8, pp. 1203-1210.

Atwood, J. and Hinds, P. (1986), "Heuristic heresgyplication of reliability and validity criteriatproducts
of grounded theory'Western Journal of Nursing Researttol. 6 No. 2, pp. 135-147.

Avey, J.B., Luthans, F., Smith, R.M. and PalmeF,.N2010), "Impact of positive psychological capda
employee well-being over timeJpurnal of Occupational Health Psycholodfol. 15 No. 1, pp. 17-28.

Babbar, S. and Koufteros, X. (2008), "The humamelat in airline service quality: contact persoraned
the customer'International Journal of Operations & ProductionadagementVol. 28 No. 9, pp. 804-
830.

Baker, W.E. and Sinkula, J.M. (1999), "The syndigisffect of market orientation and learning otation
on organizational performancelpurnal of the Academy of Marketing Scienéel. 27 No. 4, pp. 411-
427.

Bateson, J. (1995), "Perceived control and theig@encounter”, in Czepiel, J., Solomon, M. and
Surprenant, C. (Eds.Jhe Service Encounter: Managing Employee/Custom8ervice Business
Lexington Books, Lexington, MA, pp. 67-82.

Beck, L., Trombetta, W. and Share, S. (1986), "g$atus group sessions before decisions are made”,
North Carolina Medical JoumaNol. 47 No. 2, pp. 73-74.

Bell, S.J. and Luddington, J.A. (2006), "Copingiwtustomer complaintsJournal of Service Research
Vol. 8 No. 3, pp. 221-233.

Berry, L.L. and Parasuraman, A. (1997), "Listeninghe customer - the concept of a service-quality
information system"Sloan Management RevigWol. 38 No. 3, pp. 65-76.

Best, A. and Andreasen, A.R. (1977), "Consumerarsg to unsatisfactory purchases: a survey of
perceiving defects, voicing complaints, and obtagmedress'l.aw & Society Reviewol. 11 No. 4, pp.
701-742.

Bettencourt, L.A., Gwinner, K.P. and Meuter, M.R0Q1), "A comparison of attitude, personality, and
knowledge predictors of service-oriented organaredl citizenship behaviorsThe Journal of Applied
PsychologyVol. 86 No. 1, pp. 29-41.

Bitner, M.J., Booms, B.H. and Mohr, L.A. (1994),rital service encounters: the employee’s viewpoin
Journal of MarketingVol. 58 No. 4, pp. 95-106.

Blazevic, V., Hammedi, W., Garnefeld, I., Rust, RReiningham, T.L., Andreassen, T.W., Donthu, Nd a
Carl, W. (2013), "Beyond traditional word-of-moutm expanded model of customer-driven influence”,
Journal of Service Managemeol. 24 No. 3, pp. 294-313.

Bowen, D., Schneider, B. and Kim, S. (2000), "Shgggervice cultures through strategic human regourc
management”, in Swartz, T. and lacobucci, D. (Ettahdbook of Services Marketing and
ManagementSage, Thousand Oaks, CA, pp. 439-454.

Butler, S. (1996), "Child protection or professibself-preservation by the baby nurses? Publictheal
nurses and child protection in Irelan&gcial Science & Medicin&ol. 43 No. 3, pp303-314.

Burns, N. and Grove, S.K. (2009)e Practice of Nursing Research: Conduct, Criticaured Utilization
5th ed., Elsevier Saunders, St. Louis.

Day, R.L. and Landon, E.L. (1977), "Toward a theargonsumer complaint behavior", in Woodside, A.G.
Sheth, J.N. and Bennett, P.D. (Ed€dnsumer and Industrial Buying Behaviblorth Holland, New
York, NY, pp. 425-437.

24



DeConinck, J.B. (2010), "The effect of organizatibjustice, perceived organizational support, and
perceived supervisor support on marketing empldyeesl of trust” Journal of Business Researdfol.
63 No. 12, pp. 1349-1355.

Doorn, J., Lemon, K.N., Mittal, V., Nass, S., Pi€k, Pirner, P. and Verhoef, P.C. (2010), "Customer
engagement behavior: theoretical foundations aselareh directions'Journal of Service Researc¥ol.
13 No. 3, pp. 253-266.

Edmondson, D.R. and Boyer, S.L. (2013), "The madeyaeffect of the boundary spanning role on
perceived supervisory support: a meta-analyticengViJournal of Business Researdlol. 66 No. 11,
pp. 2186-2192

Edvardsson, B., Tronvoll, B. and Gruber, T. (202E)xpanding understanding of service exchange and
value co-creation: a social construction approadtiynal of the Academy of Marketing Scieri¢el.
39 No. 2, pp. 327-339.

Eisenberger, R., Lynch, P., Aselage, J. and Rokdi&c(2004), "Who takes the most revenge? indadidu
differences in negative reciprocity norm endorsethétersonality and Social Psychology Bulletirol.
30 No. 6, pp. 787-799.

Elo, S. and Kyngas, H. (2008), "The qualitative teo analysis processIournal of Advanced Nursing
Vol. 62 No. 1, pp. 107-115.

Emmons, R.A. and McCullough, M.E. (2003), "Countbigssings versus burdens: an experimental
investigation of gratitude and subjective well-lgein daily life", Journal of Personality and Social
PsychologyVol. 84 No. 2, pp. 377-389.

Erickson, G.S. and Eckrich, D.W. (2001) "Consunf&aies responses to unsolicited consumer
compliments"Journal of Marketing Managemenfol. 17 No. 3, pp. 321-340.

Fisk, R. (2009), "A customer liberation manifest8grvice Sciencé/ol. 1 No. 3, pp. 135-141.

Forgeard, M.J.C., Jayawickreme, E., Kern, M.L. &atigman, M.E.P. (2011), "Doing the right thing:
measuring wellbeing for public policylhternational Journal of Wellbeing/ol. 1 No. 1, pp. 79-106.

Fornell, C. and Wernerfelt, B. (1987), "Defensivarketing strategy by customer complaint managenaent:
theoretical analysis'Journal of Marketing Researcol. 24 No. 4, pp. 337-346.

Fredrickson, B.L. (2004), "Gratitude, like othersfitve emotions, broadens and builds”, in EmmonA, R
and McCullough, M.E. (Eds.Psychology of GratitudeOxford University Press, New York, NY, pp.
145-166.

Froh, J.J., Bono, G. and Emmons, R. (2010), "Bgnageful is beyond good manners: gratitude and
motivation to contribute to society among earlyladoents"Motivation and Emotionvol. 34 No. 2,
pp. 144-157.

Garfinkel, H. (1967)Studies in Ethnomethodolgdgyrentice-Hall, Englewood Cliffs, NJ.

Giorgi, A.P. (1989), "Learning and memory from fexspective of phenomenological psychology", in
Valle, R.S. and Halling, S. (EdsBxistential-Phenomenological Perspectives in Psiady, Plenum,
New York, NY, pp. 99-112.

Harter, J.K., Schmidt, F.L. and Hayes, T.L. (200B)ysiness-unit level relationship between employee
satisfaction, employee engagement, and businessrogs: a meta-analysigpurnal of Applied
PsychologyVol. 87 No. 2, pp. 268-279.

Hartline, M.D. and Ferrell, O.C. (1996), "The maeamgnt of customer-contact service employees: an
empirical investigation"Journal of MarketingVol. 60 No. 4, pp. 52-70.

Hartline, M.D., Maxham, J.G. Il and Mckee, D.OO@), "Corridors of influence in the disseminatain
customer-oriented strategy to customer contaciceemployees'Journal of MarketingVol. 64 No. 2,
pp. 35-50.

Hatch, E. (1992)Discourse and Language Educatj@ambridge University Press, Cambridge.

Herbert, R.K. and Straight, S.H. (1989), "Complimexjection versus compliment-avoidance: listener-
based versus speaker-based pragmataiguage & Communicatioivol. 9 No. 1, pp. 35-47.

Hess, J.M. (1968), "Group interviewing", in King,LR(Ed.),in 1968 ACR Fall Conference Proceedings
American Marketing Association, Chicago, pp. 19819

25



Holmes, J. (1986), "Compliments and complimentoesps in New ZealandAnthropological Linguistics
Vol. 28 No. 4, pp. 485-508.

Howells, K. and Cumming, J. (2012), "Exploring tloée of gratitude in the professional experienceref
service teachersTeaching Educatigrvol. 23 No. 1, pp. 71-88.

Kasper, H., Helsdingen, P.V. and Vries, W.D. (199xvices Marketing Management: An International
PerspectiveJohn Wiley, New York, NY.

Kensinger, E.A. (2007), "Negative emotion enhamemory accuracy’/Association of Psychological
ScienceVol. 16 No. 4, pp. 213-218.

Kidd, P. and Parshall, M. (2000), "Getting the f®@nd the group: enhancing analytical rigor in fogroup
research"Qualitative Health Resear¢Wol. 10 No. 3, pp. 293-308.

Kottke, J.L. and Sharafinski, C.E. (1988), "Measgmperceived supervisory and organizational support
Educational and Psychological Measuremarul. 48 No. 4, pp. 1075-1079.

Kraft, F. and Martin, C. (2001), "Customer complimteeas more than complementary feedbadttiynal of
Consumer Satisfaction, Dissatisfaction and ComptgiiBehavior Vol. 14, pp. 1-13.

Krippendorff, K. (1980)Content Analysis: An Introduction to its Methodolp§age, Newbury Park, CA.

Krueger, R.A. (1994)-ocus Groups: A Practical Guide for Applied Reséand ed., Sage, Thousand
Oaks, CA.

Libai, B., Bolton, R., Bugel, M.S., de Ruyter, Kftz, O., Risselada, H. and Stephen, A.T. (2010),
"Customer-to-customer interactions: broadeningsttape of word of mouth researcliurnal of
Service Researc¢ivVol. 13 No. 3, pp. 267-282.

Litvin, S.W., Goldsmith, R.E. and Pan, B. (2008 léctronic word-of-mouth in hospitality and tourism
managementTourism ManagemeénVol. 29 No. 3, pp. 458-468.

Locke, K. (2001)Grounded Theory in Management Resea&dge Publications, Thousand Oaks, London.

Lovelock, C. and Wirtz, J. (2010pervices Marketing: People, Technology, Strat@&parson/Prentice Hall,
Upper Saddle River, New Jersey, NJ.

Lusch, R.F. and Vargo, S.L. (2006), "Service-domiragic as a foundation for a general theory'l, ursch,
R.F. and Vargo, S.L. (EdsJhe Service-Dominant Logic of Marketjrigharpe Inc., New York, ME, pp.
406-420.

Lusch, R.F., Vargo, S.L. and O'Brien, M. (2007)phgpeting through service: insights from service-
dominant logic" Journal of RetailingVol. 83 No. 1, pp. 5-18.

Luthans, F. (2002), "The need for and meaning sftp@ organizational behaviorJpurnal of
Organizational BehavigrVol. 23 No. 6, pp. 695-706.

Luthans, F. and Avolio, B.J. (2009), "The "poinf"pmsitive organizational behaviodpurnal of
Organizational BehavigrVol. 30 No. 2, pp. 291-307.

Luthans, F. and Youssef, C.M. (2004), "Human, dpaiad now positive psychological capital
management'Qrganizational Dynamigsvol. 33 No. 2, pp. 143-160.

Luthans, F. and Youssef, C.M. (2007), "Emergingtpasorganizational behaviorJournal of
ManagementVol. 33 No. 3, pp. 321-349.

Maddux, J.E. (2002), "Self-efficacy: the power efibving you can", in Snyder, C.R. and Lopez, S.J.
(Eds.),Handbook of Positive Psycholggyxford University Press, New York, pp. 277-287.

Manes, J. and Wolfson, N. (1981), "The complimentifula”, in Coulmas, F. (Ed.;onversational
Routine: Explorations in Standardized Communica&atuations and Prepatterned Spegkltouton,
The Hague, pp. 115-132.

Maxham, J.G. and Netemeyer, R.G. (2002), "A lordiital study of complaining customers’ evaluation of
multiple service failures and recovery effort¥durnal of MarketingVol. 66 No. 4, pp. 57-71.

Money, K., Hillenbrand, C. and Camara, N.D. (200Bytting positive psychology to work in
organisations"Journal of General Managementol. 34 No. 3, pp. 21-36.

Morgan, D.L. (1988)Focus Groups as Qualitative Resear8lage Publications, Thousand Oaks, CA.

Mullis, R. and Lansing, D. (1986), "Using focus gps to plan worksite nutrition programggurnal of
Nutritional Education VVol. 18 No. 1, pp. 532-534.

Myers, D.G. and Diener, E. (1995), "Who is happy&Yychological Scien¢&/ol. 6 No. 1, pp. 10-17.

26



Ostrom, A.L., Bitner, M.J., Brown, S.W., BurkhaiflA., Goul, M., Smith-Daniels, V., Demirkan, H. and
Rabinovich, E. (2010), "Moving forward and makinditierence: research priorities for the science of
service",Journal of Service Researc¥ol. 13 No. 1, pp. 4-36.

Palmer, A. and Ponsonby, S. (2002), "The sociastantion of new marketing paradigms: the influeate
personal perspectiveJpurnal of Marketing Managementol. 18 No. 1, pp. 173-192.

Pearson, M.M. (1976), "A note on business repbesonsumer letters of praise and complaidwyrnal of
Business Researckol. 4 No. 1, pp. 61-68.

Pratt, M.G., Rockmann, K.W. and Kaufmann, J.B. @00Constructing professional identity: the rofe o
work and identity learning cycles in the custommaif identity among medical resident&tademy of
Management JournaWol. 49 No. 2, pp. 235-262.

Quick, J.C. and Quick, J.D. (2004), "Healthy, hagpwyductive work: a leadership challenge”,
Organizational Dynamigsvol. 33 No. 4, pp. 329-337.

Rayport, J.F. and Jaworski, B.J. (2004), "Best faceward",Harvard Business Reviewol. 82 No. 12, pp.
47-58.

Robertson, I. and Cooper, C. (201\0ell-Being: Productivity and Happiness at WdPalgrave MacMillan,
Basingstoke.

Robertson, P.J. (1995), "Involvement in boundargrspng activity: mitigating the relationship betwee
work setting and behaviordpurnal of Public Administration Research and Thedfol. 5 No. 1, pp. 73-
98.

Rogers, W.A., Meyer, B., Walker, N. and Fisk, A(D998), "Functional limitations to daily living tesin
the aged: a focus group analysidyman FactorsVol. 40 No. 1, pp. 111-125.

Rosenbaum, M.S., Corus, C., Ostrom, A.L., Andersorfisk, R.P., Gallan, A.S., Giraldo, M., Mendé.,,
Mulder, M., Rayburn, S.W., Shirahada, K. and Witig J.D. (2011), "Conceptualisation and aspirations
of transformative service researchidurnal of Research for Consumgv®l. 19, pp. 1-6.

Sampson, S.E. (1996), "Ramifications of monitoegvice quality through passively solicited custome
feedback”Decision Scienced/ol. 27 No. 4, pp. 601-622.

Schneider, B. and Bowen, D.E. (1999), "Understagpdonsumer delight and outrag8lpan Management
Review Vol. 41 No. 1, pp. 35-45.

Smith, A.K., Bolton, R.N. and Wagner, J. (1999),rf®del of customer satisfaction with service enterm
involving failure and recoveryJournal of Marketing Researciol. 36 No. 3, pp. 356-372.

Spector, P.E. (1997Job Satisfaction: Application, Assessment, Caumas ConsequenceSage, Thousand
Oaks, CA.

Stewart, D., Shamdasani, P. and Rook, D. (20839us Groups Theory and Practjcg@age, London, UK.

Van der Heijden, G.A.H., Schepers, J.J.L., Nijs§&ed, and Ordanini, A. (2013), "Don't just fix ihake it
better! using frontline service employees to imgroecovery performanceJournal of the Academy of
Marketing Sciengevol. 41 No. 5, pp. 515-530.

Vargo, S.L. and Lusch, R.F. (2008), "Service-domtriagic: continuing the evolutionJournal of the
Academy of Marketing Sciendéol. 36 No. 1, pp. 1-10.

Verhoef, P.C., Reinartz, W.J. and Krafft, M. (201@ustomer engagement as a new perspective in
customer managemengdgurnal of Service ResearcNol. 13 No. 3, pp. 247-252.

White, P. (1999), "Gratitude, citizenship and ediace, Studies in Philosophy and Educatjdrfol. 18 No.
1-2, pp. 43-52.

Wirtz, J., Tambyah, S.K. and Mattila, A.S. (201@yganizational learning from customer feedback
received by service employees - a social capitapsetive” Journal of Service Managemeiol. 21
No. 3, pp. 363-387.

Wood, A.M., Maltby, J., Stewart, N., Linley, P.AaéJoseph, S. (2008), "A social-cognitive modédt ait
and state levels of gratitud€Emotion Vol. 8 No. 2, pp. 281-290.

Young, M.E. and Hutchinson, T.S. (2012), "The redigery of gratitude: implications for counselling
practice",Journal of Humanistic Counselinyol. 51 No. 1, pp. 99-113.

27



Figure 1. Dimensions of PsyCap

ae Hope: “Having the willpower and pathways to attain one’s
Positive conls”
Psychological
H Efficacy: “Believing in one’s ability to mobilize cognitive resources
Capital ey e e A ’
o attain specific outcomes.

Resiliency: “Having the capacity to bounce back from adversity,
failure or even seeming overwhelming positive changes.”

Optimism: “Having an exploratory style that attributes positive
events to internal, permanent and pervasive causes.”

Source: Adapted from Luthans and Youssef (2004, p.152)
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Figure 2. Proposed Positive Feedback Model (PFM)
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Figure 3. AdjustedPositive Feedback Model (PFM)
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Table 1. Overviewof coding structure (front-line employee’s well-bg):

Aqggregate
First order codes Theoretical categories theoretical
dimensions
“So that was quite powerful, and you do find yolfrse Front-Line
walking on air for the next half hour when that Happiness Employee Well-
happens” (Female, focus group 5). being
“So | think when you get that type of feedback come
through you think I know I’'m doing a good job, aihd Front-Line
does inspire you to continue to have that type of Inspiration Employee Well-
impact with people, and it does inspire you tolg® t being
extra mile as well” (Female, focus group 3).
“But you get a good response all day long andsit jy
seems to just flow and flow and flow. So it's your Front-Line
mind isn’'t it? It's in the brain and when you get Positive Flow Employee Well-
positive flow, it just keeps going” (Male, focusogip being
2).
“It makes you know that you are special... It makes g . Front-Line
y Positive Feelings Employee Well-
you proud of yourself” (Female, focus group 6). being
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Table 2. Overview of coding structure (front-line employeeigtcomes):

Aqggregate
First order codes Theoretical categories theoretical
dimensions
“It kind of gives me more incentive at the samegtjm
it's like okay, I'm helping these guys, I've got a Front-Line
bigger responsibility than just my own little tid Motivation Employee
focus on my customer in front of me” (Male, focus Outcome
group 4).
“I'm now trying to help everyone come together, and
| think that is rewarding as well in itself, becaus
personally enjoy doing stuff like that, so | domitnd
helping other cashiers. And it makes me acknowledge
that I'm getting noticed as well. At the same tiite Front-Line
a good acknowledgement to have, that the manager Job Satisfaction Employee
themselves would trust me to have a huddle to then Outcome
explain what I'm doing well and how we can
implement it throughout everyone. | think that’seon
of the most rewarding feedbacks ever | thi(idale,
focus group 1).
“It gives you confidence in what you are doings It
when you know you are doing the right things and
you are being commended for it. Because when you Front-Line
are doing it and you don’t get much feedback, you Job Attitude Employee
don’t know whether you are doing the right thing or Outcome

wrong thing, so your confidence isn’'t the(@emale,
focus group 4).
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