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  ABSTRACT     The main objective of this article is to contribute to existing knowledge on 
how organizational service systems infl uence customer-contact employee job satisfaction. 
We examined the relationships using dyadic data provided by hotel managers and recep-
tionists at 149 hotels. Owing to the size of the sample, we used hierarchical moderating 
regression analysis to test our hypotheses. Our results allowed us to verify the effect of the 
organizational service standards communication system on the job satisfaction of customer-
contact employees, as well as the moderating effect of employee customer orientation on 
the relationship between the service standards communication system and employee job 
satisfaction. The results also highlighted the infl uence of hotel ratings on service standards 
communication and on service failure prevention and recovery, and the infl uence of hotel 
size on service technology and on service failure prevention and recovery. 
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 INTRODUCTION 
 In services fi rms, the employees in direct 
contact with customers represent the orga-
nization and  ‘ transmit ’  the service.  Rust 
 et al  (1996, p. 391)  note that the  ‘ personal 
interaction component of services is often a 
primary determinant of the customer ’ s overall 
 satisfaction ’ . 

 Employee personal interaction is infl uenced 
by job satisfaction.  Yoon and Suh (2003)  
demonstrated that satisfi ed employees are more 
likely to work harder and provide better serv-
ices via organizational citizenship behaviors. 
 Kattara  et al  (2008)  found that all employee 
behaviors, both positive and negative, are 
highly correlated to overall customer satisfac-
tion. Likewise, job satisfaction appears to be a 
key factor in the performance of tourist compa-
nies.  Yee  et al  (2008)  argue that their results 
suggest that organizational profi tability emanates 
from satisfi ed employees. 

 Organizations in high-contact service indus-
tries should thus focus their efforts on improving 
customer-contact employee job satisfaction in 
order to guarantee service quality and increase 
the organization ’ s profi tability. It is therefore 
important and  ‘ appears to make economic 
sense to consider whether and how job satisfac-
tion among hotel employees can be improved ’  
( Gallardo  et al , 2010, p. 322 ). 

 Several researchers ( Karatepe  et al , 2006 ; 
 Silva, 2006 ;  Matzler and Renzl, 2007 ;  Crawford 
and Hubbard, 2008 ;  Kim  et al , 2009a ;  Nadiri 
and Tanova, 2010 ) have recently analyzed the 
individual and job-related antecedents of job 
satisfaction. It is also important to focus on 
the organizational antecedents, as a way of 
favoring job satisfaction and, in turn, increasing 
the quality of the service provided to customers 
( Bitner  et al , 1990 ;  Podsakoff and Mackenzie, 
1994 ;  Hartline and Ferrell, 1996 ;      Kelley and 
Hoffman, 1997 ;  Barroso  et al , 2004 ;  Dean, 
2004 ). 

 We are interested in organizational service 
systems (OSS)     (Lytle  et al , 1998), a construct 
that has received little attention until recently. 
OSS is the set of organizational practices related 

to service failure prevention and recovery, 
service standards communication and service 
technology. 

 In relation to the examination of  ‘ organiza-
tional service systems ’ , we had three objectives: 
fi rst, to identify its dimensions; second, to 
examine its effect on customer-contact 
employee job satisfaction; and third, to identify 
those characteristics of the fi rm which deter-
mine OSS, in order to better understand why 
the systems of certain fi rms are more oriented 
towards delivering excellent service than others. 
We also examined the moderating effect 
of employee customer orientation on the 
 relationship between OSS dimensions and 
employee job satisfaction. These relationships 
had not previously been investigated in the 
hospitality industry. 

 This article contributes to existing hospi-
tality industry research by demonstrating the 
following:   

 the dimensions of OSS; 
 the extent of OSS infl uence on employee 
job satisfaction; 
 the moderating effect of employee customer 
orientation on the relationship between 
OSS dimensions and employee job satisfac-
tion; 
 the effect of hotel characteristics on OSS.   

 In order to achieve the proposed objectives, 
this article fi rstly offers a theoretical review of 
existing research on OSS, employee customer 
orientation and employee job satisfaction. 
Hypotheses, which are based on theoretical 
analysis, are then empirically tested using 
data obtained from hotel managers and recep-
tion employees at 149 hotels. The hotel 
managers provided data on OSS and hotel 
characteristics (rating, size and chain affi liation) 
and the receptionists provided information 
on employee service orientation and job satis-
faction. 

 The fi nal sections of this article include the 
results, managerial implications, limitations and 
suggestions for future research.   

•
•

•

•
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 ORGANIZATIONAL SERVICE 
SYSTEMS 
 Research into services fi rms has shown that 
service-oriented organizational practices have 
an effect on workers ’  attitudes ( Lytle, 1994 ; 
 Sparrowe, 1994 ,  Hartline and Ferrell, 1996 ; 
 Kim  et al , 2009b ). 

 Organizational service orientation is defi ned 
as the set of organizational activities designed 
to create and deliver an excellent service 
( Schneider  et al , 1992 ;  Lytle  et al , 1998 ; 
 Homburg  et al , 2002 ). An organization ’ s service 
orientation can be defi ned as a set of relati-
vely long-lasting organizational practices, 
which infl uence the attitudes and behaviors of 
employees ( Hofstede  et al , 1990 ). Management 
must internally commercialize  ‘ a service mentality ’  
and manage such practices effectively so that 
their contact personnel portray attitudes and 
behaviors that provide a quality service ( Bowen 
and Schneider, 1988 ). Organizations (specifi -
cally contact personnel) must be committed to 
offering an excellent service to customers at all 
levels. 

 In their study of OSO (Organizational 
Service Orientation),  Lytle  et al  (1998)  identi-
fi ed 10 practices in this construct, grouped into 
four basic dimensions: (1) service leadership, 
(2) service encounter, (3) human resource 
management and (4) service systems designed 
to ensure quality customer service. 

 The delivery of service quality requires an 
organized and system-wide effort. For  Treacy 
and Wiersema (1993) , low quality is often a 
system problem, not a people problem. OSS 
include ( Lytle  et al , 1998 ): (1) service failure 
prevention and recovery practices, (2) service 
standards communication practices, and (3) high 
levels of service technology adaptation. 

 The  service failure prevention and recovery  
dimension consists of activities carried out to 
prevent service failures and to adequately respond 
to customer complaints in this  connection. 

 The  service standards communication  dimension 
is the degree to which the organization meas-
ures, controls and communicates service quality 
standards. There is evidence to prove that 

communication between contact personnel 
and managers is an important factor in achieving 
service quality ( Parasuraman  et al , 1988 ; 
 O ’ Connor and Shewchuk, 1995 ). Employees 
often feel more included when they fully 
understand the service, the problems involved 
in the delivery process and the purpose of 
interaction with other co-workers. 

 The  service technology  dimension focuses on 
how much an organization uses technology to 
provide its customers with service advantages and 
assesses the extent to which service quality is 
enhanced through the use of cutting edge tech-
nology. Researchers have only just begun to 
explore technology ’ s role in service delivery 
( Mick and Fournier, 1998 ,  Meuter  et al , 2000 ).   

 OSS AND EMPLOYEE JOB 
SATISFACTION 
 In service-orientated fi rms, it is crucial that 
managers make every effort to prevent service 
delivery failure, and when it does occur, estab-
lish a means to solving it, thus pleasing 
customers. Additionally, managers must regu-
larly communicate the importance of the 
service and provide employees with resources. 
If contact personnel receive an excellent service 
from managers, they will most likely feel 
content and provide an excellent service to 
their own customers ( Church, 1995 ;  Hallowell 
 et al , 1996 ). 

 Employee job satisfaction can be defi ned as 
a pleasurable emotional state resulting from the 
assessment of his / her work ( Locke, 1976 ). This 
defi nition is very broad, as it includes charac-
teristics relating to the job, wages, promotion 
and so on. According to  Christen  et al  (2006, 
p. 5) , job satisfaction is, in essence,  ‘ an overall 
state that is derived from experiencing a work 
situation ’ .  

 Service failure prevention and 
recovery 
 Preventing service failure and recovering from 
it are key determinants of service quality 
( Parasuraman  et al , 1994 ). If an organization 
fails to prevent and solve customer problems, 
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 MacKenzie  et al  (2001)  indicated that transfor-
mational leaders signifi cantly infl uence the 
organizational citizenship behavior of contact 
personnel. The results show that managerial 
pressure on employees leads to a decrease in 
trust and in the desire to help others, and to 
an increase in stress and in negative remarks 
about the fi rm. Accordingly, we propose the 
following hypothesis:  

 Hypothesis 2:       The greater the effort made to 
communicate service standards, the greater 
the job satisfaction of customer-contact 
employees.    

 Service technology 
 Technology is seriously changing how services 
are delivered, and is enabling both customers 
and employees to receive and provide better, 
more effi cient, customized services ( Bitner  et 
al , 2002 ;  Khan and Khan, 2009 ). The use of 
new technology is vital in the delivery of 
outstanding service     ( Zeithaml and Bitner, 1996 ; 
 Heskett  et al , 1997 ). Contact employees can be 
freed from routine tasks and focus on serving 
and advising the customer. Many customer 
expectations can only hope to be met with 
the assistance of sophisticated technology. 
Once a mere supporting element, technology 
has come to play a key role in quality 
( Domegan, 1996 ). 

 Technology, by determining the character-
istics of the job     ( Hackman and Oldham, 1975 ), 
can infl uence employee commitment and satis-
faction.  Alder (1992)  demonstrated that slow, 
infl exible technology caused employee dissat-
isfaction.  Murrel and Sprinkle (1993)  showed 
that dissatisfaction with technology effi cacy 
was associated with poor performance and 
employee discontent. In view of the foregoing, 
we propose the following hypothesis:  

 Hypothesis 3:       The greater the investment 
made in service technology, the greater 
the job satisfaction of customer-contact 
employees.     

the customer has been failed twice over: once 
with the initial failure and again with the failure 
to correct the initial fault. The role of contact 
personnel throughout the service recovery 
process is to deal promptly with complaints and 
this role is extremely important for the customer 
( Lytle  et al , 1998 ;  Boshoff and Allen, 2000 ; 
 Yavas  et al , 2004 ;  Patterson  et al , 2006 ;  Rod 
 et al , 2008 ).  Bitner  et al  (1990)  found that 
contact personnel ’ s rapid and satisfactory 
responses to failed services can lead to customer 
satisfaction. 

 It is essential that fi rms develop an effective 
means of recovery for failed services and 
provide customers with guarantees in order to 
accelerate the recovery process ( Callan and 
Moore, 1998 ). Managers must identify different 
measures that can be taken by contact personnel 
in various service failure situations, thus 
adapting responses to specifi c incidents. 

  Boshoff and Allen (2000)  found that effec-
tive service recovery affects the job satisfaction 
of contact personnel. Furthermore, if contact 
personnel are committed to their fi rm ’ s service 
recovery objective, they will be more likely to 
develop organizational citizenship behavior, 
which will sequentially benefi t the fi rm since 
the aforementioned personnel will make more 
of an effort, share solutions with other 
colleagues and offer suggestions on how the 
service could be improved ( Morrison, 1996 ). 
Accordingly, the fi rst hypothesis is as follows:  

 Hypothesis 1:       The greater the service failure re-
covery and prevention, the greater the job 
satisfaction of customer-contact employees.    

 Service standards communication 
 Managers can achieve improved service and 
employee job satisfaction through the effective 
communication of quality standards. In a study 
by  Hinkin and Tracey (1994) , transformational 
leadership had a positive infl uence on the satis-
faction of contact personnel. The employees 
were satisfi ed with their leaders because they 
clarifi ed their mission and role in the fi rm. 
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 EXPLORING THE MODERATING 
EFFECT OF EMPLOYEE 
CUSTOMER ORIENTATION 
 Although organizational practices generally 
tend to infl uence employee satisfaction, an 
employee ’ s own disposition or inclination can 
also infl uence his or her level of satisfaction. 
An employee ’ s customer orientation may 
particularly affect his or her level of job 
 satisfaction. 

 Employee customer orientation is an indi-
vidual-level construct that is central to a service 
organization ’ s ability to be market oriented 
( Brown  et al , 2002 ).  Saxe and Weitz (1982)  
were the fi rst to measure customer orientation 
at an individual level. Customer orientation is, 
for our research purposes, a self-assessment of 
an employee ’ s tendency to try to meet customer 
needs, rather than a measure of the service 
actions of the service worker ( Brown  et al , 
2002 ). 

  Donavan  et al  (2004, p. 130)  state that  ‘ In 
contexts in which the primary task is the serving 
of customer needs, customer-oriented employees 
fi t the service setting better than employees who 
have lower customer orientation because they 
are predisposed to enjoy the work of serving 
customers ’ . In accordance with the model, we 
anticipate that the disposition to serve customers 
(customer orientation) will moderate the rela-
tionships between OSS and customer-contact 
employee job satisfaction. We argue that 
customer-contact employees with high customer 
orientation will be satisfi ed, by the job itself, 
regardless of OSS, and therefore customer 
orientation does not contribute towards 
increasing the effect of OSS on employee job 
satisfaction in employees with high customer 
orientation. Conversely, we argue that when 
employee service orientation is low, OSS will 
have a positive effect on job satisfaction. Accord-
ingly, we hypothesize the following:  

 Hypothesis 4:       Customer orientation will 
moderate the relationships between OSS 
and employee job satisfaction. Specifi -
cally, the less the employee ’ s customer 

orientation, the stronger the positive ef-
fect on employee job satisfaction of: (4.1) 
organizational service prevention and re-
covery, (4.2) service standards communi-
cation and (4.3) service technology.    

 CHARACTERISTICS OF THE 
FIRM AND THE OSS 
 Various studies have examined the direct effects 
of a hotel ’ s characteristics on service quality. 
The results obtained by  Aguilar (2001)  show 
that, in general, service quality varies on the 
basis of hotel characteristics such as size or 
location. He also found that customers staying 
in international chain hotels perceived the 
quality of service received as higher. 

 The infl uence of a hotel ’ s characteristics on 
service quality, and the hypothesized relation-
ship between service-orientated practices and 
service quality ( Hartline and Ferrell, 1996 ; 
 Worsfold, 1999 ;  Jago and Deery, 2002 ), lead 
us to consider that hotels serving low-value-
added customers will have less developed OSS 
than hotels serving high-value-added customers. 
Accordingly, we hypothesize the following:  

 Hypothesis 5:       Deluxe hotels will carry out 
more (5.1) service failure prevention and 
recovery, (5.2) service standards com-
munication and (5.3) service technology, 
than medium hotels.  

 The expansion of hotel chains is an indication 
of their capacity to provide customers with service 
quality. Consequently, we argue that hotels affi l-
iated to chains possess more highly developed 
OSS and therefore have more organizational 
practices that stimulate service orientation. 
Accordingly, we expect corporate affi liation to 
exert a positive infl uence on OSS, as follows:  

 Hypothesis 6:       Hotels affi liated to chains will 
carry out more (6.1) service failure pre-
vention and recovery, (6.2) service stand-
ards communication and (6.3) service 
technology than independent hotels.  
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 Finally, larger hotels have more resources 
available to set up service systems. We therefore 
expect that larger hotels will carry out more 
organizational practices orientated towards 
providing a service of excellent quality. Accord-
ingly, we hypothesize that organizational size 
will have a positive infl uence over OSS:  

 Hypothesis 7:       The larger the size of the ho-
tel, the greater the (7.1) service failure 
prevention and recovery, (7.2) service 
standards communication and (7.3) serv-
ice technology.    

 METHOD 
 We tested our hypotheses using service workers 
in the hospitality industry. Respondents were 
specifi cally frontline employees and managers 
working in hotels located in a small region, 
and the interviews took place in January and 
February of 2002. We selected the hospitality 
industry on account of the important role of 
contact employees in this type of fi rm and on 
account of the recent growth in the number 
of hotels in our region. 

 A researcher contacted managers from all 
255 hotels in the region in order to request 
their participation in a study on employee job 
satisfaction. We eventually received matched 
employee / supervisor responses from 149 hotels, 
resulting in a response rate of 58 per cent. 

 A preliminary analysis of the 149 hotels 
showed that 24 per cent were deluxe and 15 
per cent were affi liated to a chain. The average 
size of the hotels was 57 rooms. The ratio of 
rooms to employee was 2.94, approximately 
one worker for every three rooms. 

 Employees completed a questionnaire in 
which customer orientation and job satisfaction 
were assessed on multi-item scales. In order to 
maximize privacy and minimize bias, employees 
were asked to put their completed surveys in 
sealed envelopes, which were then collected 
and returned to the researchers. Managers rated 
the OSS and characteristics of their respective 
fi rms. Both the managers and contact employees 

of the hotels were relatively young: 65 per cent 
were aged between 20 and 35 and 72 per cent 
were women. Regarding length of service, 17 
per cent of employees had worked at their 
relevant hotels for less than a year, 44 per cent 
between one and three years and 39 per cent 
for more than three years.  

 Measures 
 OSS, employee customer orientation and job 
satisfaction are latent variables. These constructs 
were measured by means of Likert-type seven-
point multi-item scales, whereby one means 
 ‘ strongly disagree ’  and seven means  ‘ strongly 
agree ’ . The scales were adapted from studies 
in which they have demonstrated their relia-
bility and validity. 

 Organizational service failure prevention 
and recovery, service standards communication 
and service technology were measured via the 
corresponding items on the SERV * OR scale 
developed by  Lytle  et al  (1998) . Scales were 
made up of 7, 5 and 3 items, respectively. An 
example item used to measure service failure 
prevention and recovery is:  ‘ We provide 
follow-up service calls to confi rm that our 
services are being provided properly ’ ; an 
example item used to measure service standards 
communication is:  ‘ Service performance meas-
ures are communicated openly with all 
employees regardless of position or function ’ ; 
and one for the measurement of service tech-
nology is:  ‘ We use high levels of technology 
to support the efforts of men and women on 
the front line ’ . 

  
Employee customer orientation : Employee service 
orientation was measured using a four-item 
scale, adapted from  Bettencourt  et al  (2001)  
and customer orientation was measured using 
a fi ve-item scale based on the dimensions 
described by  Hogan  et al  (1984)  and  Cran 
(1994) . 

  
Employee job satisfaction : Employee job satisfac-
tion was measured using a fi ve-item scale 
developed     by  Hackman and Oldham (1975) . 
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This scale offers a general average of job satis-
faction. 

  
Employee control variables : The demographic 
characteristics of contact employees (age, 
gender, education / training and length of 
service at the fi rm) were used as control vari-
ables. These characteristics were measured 
through dichotomous variables. In the case of 
age, taking young employees (under 35 years) 
as a reference group, we created the variables 
Age2, which took the value 1 when the 
employee ’ s age was between 36 and 45 years, 
and 0 otherwise; and Age3, which took the 
value 1 when the employee was over 45 years 
old, and 0 otherwise. In the education / training 
variable, 1 indicates that the employee was 
educated to diploma level or above, and 0 
indicates a lower level of education. In the 
length of service variable, 1 indicates more than 
three years working at the fi rm and 0 less than 
three years. 

  
Hotel rating : It was measured using a dichoto-
mous variable: 0 indicates a medium hotel and 
1 indicates a deluxe hotel. 

  
Hotel affi liation : It was measured using a dichot-
omous variable: 0 indicates that the hotel is 
independent and 1 indicates that the hotel 
belongs to a chain. 

  
Hotel size : It was measured using the logarithm 
of the number of employees at the hotel.   

 Properties of the scales 
 After gathering the data,  Anderson and Gerbing 
(1988)  recommend examining the scales for 
one-dimensionality, reliability, convergent 
validity and discriminant validity. The correla-
tions between the items and the item-to-total 
correlations were calculated for each of the 
items, taking one scale at a time to obtain one-
dimensionality. The items for which these 
correlations were not signifi cant (0.01) were 
eliminated. The one-dimensionality of each 
refi ned scale was explored by factor analysis 

using the auto-value 1.0 and the factor loading 
0.25 as threshold points for eliminating items. 
The reliability of each refi ned one-dimensional 
scale was explored by calculating the Cron-
bach ’ s   �   coeffi cient. 

 This process showed that the scales used 
were both one-dimensional and reliable. The 
values obtained are shown in  Table 1 . 

 In order to verify the convergent validity of 
the scales we performed a confi rmatory factor 
analysis using the AMOS 16.0 program. 
Different models are estimated sequentially, by 
the maximum likelihood method, until the 
best fi t is obtained. As a result, indicators are 
iteratively eliminated in the search for a suitable 
estimate. The results can be seen in  Table 1 , 
and indicate that the goodness of fi t is satisfac-
tory, obtaining a chi-squared of 93.093 (80 DF) 
and GFI and AGFI indices of almost 1. Conver-
gent validity is demonstrated by the fact that 
the items remaining in the model are signifi -
cant ( t     >    1.96) and load substantially on to their 
corresponding latent construct. 

 We used the confi dence interval test to assess 
discriminant validity ( Anderson and Gerbing, 
1988 ). This test consists of verifying that the 
value 1 is not found among the confi dence 
intervals between the correlations of the latent 
variables. This condition was met since none 
of the confi dence intervals at 95 per cent (plus 
or minus 1.96 standard error) included 1.0. 

 The results of the tests of one-dimension-
ality, reliability, convergent validity and discri-
minant validity provide suffi cient evidence of 
the validity of the scales used in this study.    

 RESULTS AND 
CONSEQUENCES OF OSS 
  Table 2  shows the mean values, standard devi-
ations, coeffi cients of reliability and coeffi cients 
of correlation of the variables examined. The 
means of the constructs indicate that the 
managers of the hotels analyzed believe that 
fairly intense service practices are carried out 
in their establishments, while the reception 
employees are highly service oriented and also 
experience a high level of satisfaction. 
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 All the inter-construct correlation coeffi cients 
are signifi cant and are in line with our hypoth-
eses. This bivariate result supports the relation-
ship put forward, in the sense that the greater 
the effort made regarding service systems, the 
greater the satisfaction of employees. 

 Set forth below are the results relating to 
our hypotheses on the impact of OSS on 
employee job satisfaction and the results 
regarding the antecedents of OSS. 

 In view of the small sample size, we used 
hierarchical moderating regression analysis to 

   Table 1 :      Final measurement items   

    Constructs / items    Factor loading    t-value    Cronbach’s  �   

    Service failure recovery       0.71 
      REC2: We have established problem-solving groups to 

enhance our ability to resolve service breakdowns 
 0.679   —    —  

      REC3: We provide follow-up service calls to confi rm 
that our services are being provided properly 

 0.688  6.044   —  

      REC4:We provide every customer with an explicit 
service guarantee 

 0.665  5.957   —  

          
    Service standards communication       0.73 
      COM1: Every effort is made to explain the results of 

customer research to every empl. in understandable 
terms 

 0.663   —    —  

      COM2: Every employee understands all of the service 
standards that have been instituted by all departments 

 0.795  6.651   —  

      COM3: Service performance measures are communi-
cated openly to all employees, regardless of position or 
function 

 0.624  6.016   —  

          
    Service technology       0.83 
      TEC1: Technology is used to build and develop higher 

levels of service quality 
 0.855   —    —  

      TEC2: We use high levels of technology to support the 
efforts of men and women on the front line 

 0.829  7.101   —  

          
    Job satisfaction       0.82 
      SAT1: Generally speaking, I ’ m very satisfi ed with this job  0.795  8.118   —  
      SAT2: I frequently think of quitting this job  0.711   —    —  
      SAT3:I ’ m generally satisfi ed with the kind of work I do  0.809  8.166   —  
          
    Customer orientation       0.86 
      CUS1: I am interested in knowing the various customer 

segments in order to offer the correct customer 
treatment 

 0.778  9.115   —  

      CUS2: I care for customers as I would like to be cared 
for 

 0.747   —    —  

      CUS3: It’s natural for me to be considerate of others ’  
needs 

 0.847  9.811   —  

      CUS4: I pride myself in providing courteous service  0.730  8.549   —  

     Goodness-of-fi t statistics: Chi-squared 93.093 (80 DF);  P =0.150; GFI=0.929; CFI=0.984; RMSEA=0.033.   
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test our hypotheses in relation to the relation-
ship between OSS, employee customer orien-
tation and employee job satisfaction     ( Sharma 
and James, 1981 ). Firstly, we introduced the 
control variables (demographic characteristics 
of the contact employees); secondly, the OSS; 
and lastly, the interaction between OSS and 
employee customer orientation. 

 Before testing the models, the variables were 
standardized to reduce potential multicolline-
arity problems. We calculated the variance 
infl ation factors (VIFs) to examine the extent 
to which non-orthogonality among inde-
pendent variables infl ated standard errors. The 
VIFs were all below 1.0, and therefore below 
the recommended cutoff point of 5.0. Multi-
collinearity was unlikely to be a major threat 
to the conclusions ( Neter  et al , 1990 ).  

 The main effect of OSS on 
employee job satisfaction 
  Table 3  reveals that model 3 of employee job 
satisfaction is signifi cant; the change in F is also 
signifi cant. This model explains 20 per cent of 
the variance. The results of the job satisfaction 
model indicate that the demographic charac-
teristics of contact employees do not signifi -
cantly infl uence job satisfaction. Among 
organizational service practices, only service 
standards communication (b    =    1.118;  P     <    0.01) 
has a signifi cant positive effect on contact-
employee satisfaction. This result supports 
Hypothesis 2.   

 The moderating effects on the 
relationship between OSS and 
employee customer orientation 
 We used model 3 to test our hypotheses 
concerning the moderating effects of employee 
customer orientation on the relationships between 
the OSS and employee job satisfaction. 

 The fi ndings, shown in  Table 3 , reveal that 
only one moderating effect is signifi cant. The 
 ‘ service standards communication    ×    employee 
customer orientation ’  interaction was signifi -
cant ( b     =        −    1.484;  P     <    0.05). 

 When signifi cant interaction effects are 
found to exist, further analysis can subsequently 
identify monotonicity in the relationship 
between a predictor variable and a dependent 
variable over the range of the moderating vari-
able ( Hultink and Langerak, 2002 ). Monoto-
nicity can be determined from a partial 
derivative of model 3 ( Schoonhoven, 1981 ). 

 For  ‘ service standards communication    ×  
employee customer orientation ’  the partial 
derivative is: 

   

DX (employee job satisfaction)/

service standard communicatdZ1( iion

(employeecustomer

orientation)

)

. ( . )� �

�

1 118 1 484

0
2Z

    
 When employee customer orientation takes 
the value 0.753, equation (1) equals zero. 
Therefore, if values of employee customer 
orientation above 0.753 are substituted in 
equation (1), the outcome is negative, whereas 
values below 0.753 yield positive outcomes. 
Since this infl ection point in the moderating 
effect is in the range of its standardized observed 
value (from     −    2.86 to 1.38), it can be concluded 
that the relationship between service standards 
communication and employee job satisfaction 
is non-monotonic; service standards commu-
nication is positively linked to employee job 
satisfaction at low and medium levels of 
employee customer orientation, and negatively 
at high levels of employee customer orienta-
tion. 

 The greater the service standards communi-
cation, the greater the employee job satisfac-
tion, and the higher the employees ’  customer 
orientation, the greater their job satisfaction. 
However when service standards communica-
tion interacts with employee customer orienta-
tion, the effect on employee job satisfaction is 
positive only when the levels of employee 
customer orientation are low and medium. 
Thus, when the employees are highly 
customer oriented, greater service standards 

 (1)  (1) 
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  Table 2 :      Average values (standard deviations), Cronbach’s   �   and correlation coeffi cients of the constructs   

      Average 
(standard 
deviation)  

  1    2    3    4    5  

   1. Service failure 
recovery and 
prevention 

 4.92 
 (1.53) 

  0.71   0.393***  0.389***  0.258***  0.163* 

              
                
   2. Service standards 

communication 
 5.15 

 (1.18) 
  —    0.73   0.236**  0.421***  0.238** 

              
                
   3. Service technology  5.54   —    —    0.83   0.319***  0.298*** 
     (1.47)           
                
   4. Employee customer 

orientation 
 5.70 

 (0.94) 
  —    —    —    0.86   0.416*** 

              
                
   5. Employee job 

satisfaction 
 5.18 

 (1.12) 
  —    —    —    —    0.82  

              

      Note : * P     <    0.05; ** P     <    0.01; *** P     <    0.001.   

   Table 3 :      Employee job satisfaction models   

      Model 1    Model 2    Model 3  

   B 0       −    0.046      −    0.021  0.029 
   Gender      −    0.158      −    0.157      −    0.169 
   Age2      −    0.058  0.010  0.091 
   Age3  0.073  0.085  0.221 
   Education  0.105  0.052      −    0.022 
   Tenure  0.267  0.217  0.110 
   Service technology   —   0.248**  0.548 
   Service standards communication   —   0.197  1.118** 
   Service failure prevention and recovery   —       −    0.031      −    0.780 
   Customer orientation   —    —   0.864* 
   Service technology × Customer orientation   —    —       −    0.454 
   Service standards communication × Customer orientation   —    —       −    1.484* 
   Service failure prevention and recovery × Customer orientation   —    —   0.915 
    R  2   0.025  0.137  0.265 
   Corrected  R  2       −    0.010  0.087  0.200 
    F   0.717  2.760**  4.064*** 
    �  R  2   0.025  0.112  0.128 

    �  F   0.717  6.039***  5.893*** 

      Note : * P     <    0.05; **  P     <    0.01; *** P     <    0.001.   
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communication has a negative effect on 
employee job satisfaction. This result supports 
Hypothesis 4.2.   

 Effect of a fi rm ’ s characteristics on 
its OSS 
 We argue that the characteristics of a hotel 
infl uence its OSS. We used regression analysis 
to test our hypothesis regarding the relationship 
between a fi rm ’ s characteristics and its OSS. 
We calculated the VIFs and verifi ed that all 
were below the recommended threshold of 5, 
suggesting that multicollinearity is unlikely to 
be a substantial threat to the conclusions 
derived from this study ( Neter  et al , 1990 ). In 
 Table 4  we show the standardized coeffi -
cients. 

  Table 4  reveals that the three models, which 
relate to service technology, standards commu-
nication and failure prevention and recovery, 
are signifi cant. 9.3 per cent of variance is 
explained by the service technology model; 6.9 
per cent by the service standards communica-
tion model and 20.7 per cent by the service 
failure prevention and recovery model. Out of 
the three, service failure prevention and 
recovery is that which is best explained by the 
hotel characteristics considered in this study. 

 The results of the service failure prevention 
and recovery model indicate that hotel rating 
(b    =    0.230;  P     <    0.05) and hotel size (b    =    0.242; 
 P     <    0.05) have signifi cant positive effects, but 
that hotel affi liation to a chain does not. Hotel 

size has slightly more of an infl uence than hotel 
rating. These results show the importance of 
hotel size and hotel rating to service failure 
recovery and support Hypotheses 5.1 and 7.1, 
but not hypothesis 6.1. 

 The results of the service standards commu-
nication model indicate that hotel rating 
(b    =    0.256;  P     <    0.01) is the only characteristic 
that has a signifi cant positive effect on service 
standards communication. This result confi rms 
the importance of hotel rating to service stand-
ards communication and supports Hypothesis 
5.2., but not Hypotheses 6.2 or 7.2. 

 The results of the service technology model 
indicate that hotel size (b    =    0.222;  P     <    0.05) is 
the only characteristic that has a signifi cant effect 
on service systems and that this effect is positive. 
This result shows, once again, the importance 
of a hotel ’ s size and supports Hypothesis 7.3, 
but not Hypotheses 5.3 or 6.3. 

  Table 5  summarizes the results of our 
hypotheses.    

 DISCUSSION AND 
MANAGERIAL IMPLICATIONS  
 The environment in the workplace of contact 
employees strongly infl uences their attitudes 
and behaviors. Customer-contact employee 
satisfaction is a notable determinant of customer 
satisfaction in hotels. These companies  ‘ cannot 
survive without satisfi ed employees because 
satisfi ed employees are the ones who provide 
satisfactory service experience to customers. 

   Table 4 :      Model of the antecedents of the dimensions of the organizational service systems   

      Service technology    Service standards 
communication  

  Service failure prevention 
and recovery  

   Hotel rating (0=Medium; 
1=Deluxe) 

 0.152  0.256**  0.230* 

   Hotel affi liation  0.004  0.092  0.087 
   Hotel size  0.222*      −    0.025  0.242* 
    R  2   0.111  0.088  0.224 
    R  2  corrected  0.093  0.069  0.207 

    F   6.037***  4.657**  13.916*** 

      Note : * P     <    0.05; ** P     <    0.01; *** P     <    0.001.   
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Therefore, companies need to make sure that 
their employees are happy and satisfi ed with 
what they do ’  ( Chi and Gursoy, 2009, p. 252 ). 
This article has examined the infl uence of OSS 
on customer-contact employee job satisfac-
tion. 

 Following a rigorous evaluation process, 
which has been used in other sectors and 
geographical settings, the measurement scales 
employed in this research emerged as valid and 
reliable instruments for measuring constructs in 
the hospitality industry. 

 One of the important fi ndings of this study 
was that some hotel characteristics have posi-
tive effects on OSS. Hotel rating has a signif-
icant effect on service standard communication 
and on service failure prevention and recovery; 
hotel size has a signifi cant effect on service 
technology and on service failure prevention 
and recovery; but hotel affi liation does not. 

 The results indicate that luxury hotels can 
be expected to make a greater effort regarding 
service standards communication and service 
failure prevention and recovery. It can also be 

  Table 5 :      Hypotheses fi nding   

    Hypotheses proposed    Hypotheses supported  

   H1:  The greater the service failure recovery and prevention, the greater the job 
satisfaction of customer-contact employees. 

 No 

      
   H2:  The greater the effort made to communicate service standards, the greater the 

job satisfaction of customer-contact employees .  
 Yes 

      
   H3:  The greater the investment made in service technology, the greater the job 

satisfaction of customer-contact employees. 
 No 

      
   H4:  Customer orientation will moderate the relationships between organizational 

service systems and employee job satisfaction. Specifi cally, the less the employee’s 
customer orientation, the stronger the positive effect on the employee’s job 
satisfaction of: 

  

      (4.1) organizational service prevention and recovery  No 
      (4.2) service standards communication  Yes 
      (4.3) service technology.  No 

      
   H5: Deluxe hotels will carry out more:   

      (5.1) service failure prevention and recovery,  Yes 
      (5.2) service standards communication  Yes 
      (5.3) service technology  No 

   than medium hotels   
      
   H6: Hotels affi liated to chains will carry out more:   

      (6.1) service failure prevention and recovery  No 
      (6.2) service standards communication  No 
      (6.3) service technology  No 

   than independent hotels.   
      
   H7: The larger the size of the hotel, the greater the:   

      (7.1) service failure prevention and recovery  Yes 
      (7.2) service standards communication  No 
      (7.3) service technology.  Yes 
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expected that larger hotels will make more 
effort in service failure prevention and recovery 
and will become more involved in the use of 
cutting-edge technology. 

 The efforts made in service failure preven-
tion and recovery are greater in deluxe hotels 
and are more intense the larger the size of the 
hotel. Moreover, greater use of the latest tech-
nology is infl uenced only by hotel size and 
service standards communication is favorably 
affected only by hotel rating. 

 A second fi nding of this study was that 
service standards communication has a signif-
icant effect on customer-contact employee job 
satisfaction. However, results also suggest that 
service failure recovery and service technology 
do not have an impact on job satisfaction. 
These results clearly indicate that the only 
OSS dimension that has a signifi cant and posi-
tive infl uence on job satisfaction is service 
standards communication. This fi nding suggests 
that if hotel managers intend to use OSS to 
increase their employees ’  satisfaction, they 
must fully inform employees about service 
standards. Managers should therefore strive to 
clarify the hotel ’ s quality standards and the 
contact personnel ’ s role through open and 
effective communication. When employees 
are given clear details about what the organi-
zation expects of them in terms of achieve-
ment, they develop a positive attitude and feel 
more satisfi ed. 

 Another important fi nding of this study was 
that employee customer orientation moderates 
the relationship between service standards 
communication and employee job satisfaction. 
This suggests that the relationship between 
service standards communication and employee 
satisfaction is determined by employee customer 
orientation. If employees are already highly 
customer orientated, no amount of additional 
service standards communication will increase 
their job satisfaction. If employees enjoy inter-
acting and dealing with customers, the very 
nature of their job will provide them with 
satisfaction. Moreover, customer-orientated 
employees always take the time to provide 

better service in order to meet and / or exceed 
customer expectations and, accordingly, they 
receive better performance appraisals, which 
also contributes towards their increased job 
satisfaction. 

 The aforementioned fi nding suggests that if 
employees have low customer orientation, it 
would be possible to increase their job satisfac-
tion through improved service standards 
communication. In this case, focus would be 
placed on customer orientation and the 
achievement of objectives, which would posi-
tively contribute towards job satisfaction. 
Therefore, if managers communicate service 
standards to their customer-contact employees, 
they will increase the satisfaction of these 
employees, provided that they are not already 
highly customer orientated.  

 Limitations and future research 
 The principal limitations of this article stem 
from two aspects: the scope of the study and 
the variables considered in the model. Firstly, 
the data were taken from a survey carried out 
in a single region and, consequently, the results 
could be highly affected by the characteristics 
of that specifi c region ’ s environment. Secondly, 
other organizational variables such as employee 
behaviors and organizational performance were 
not analyzed in this study and these could have 
an infl uence over customer-contact employee 
job satisfaction. 

 The results of this study, together with the 
aforementioned limitations, offer suggestions 
for future research. Employee in-role and 
extra-role behaviors could be selected as vari-
ables to be subsequently analyzed and explained. 
It would also be of interest to incorporate, as 
antecedents of the variables, new service-
oriented organizational practices, which, 
together with the service systems used, could 
then be analyzed and explained. The afore-
mentioned organizational practices include 
employee empowerment, service oriented 
education / training and service-based rewards. 

 In order to contribute towards existing 
research, mediating variables could also be 
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taken into consideration. Examination of 
employees ’  trust of their managers, the exist-
ence of functional confl icts or the ambiguity 
of the role played by contact employees could 
add to current knowledge on the relationship 
between organizational practices and the atti-
tudes and behaviors of contact employees. 

 Finally, it would be very interesting to 
complete the model by incorporating measures 
of organizational results, such as the quality of 
service perceived by customers or the occupa-
tion rate.     
             

   REFERENCES  
     Aguilar  ,   T .      (  2001  )   El liderazgo y la calidad en el sector 

hotelero  .   Canarias, Spain: Fundaci ó n FYDE  .  
     Alder  ,   P . S .      (  1992  )   Technology and the Future of Work  . 

  Oxford, UK: Oxford University Press  .  
      Anderson  ,   J . C .     and    Gerbing  ,   D . W .      (  1988  )   Structural 

equation modelling in practice: A review and 
recommended two-step approach  .   Psychological 
Bulletin     103    (3)  :   411   –   423  .  

     Barroso  ,   C .    ,    Martin  ,   E .     and    Martin  ,   D .      (  2004  )   The 
infl uence of employee organizational citizen-
ship behavior on customer loyalty  .   Interna-
tional Journal of Service Industry Management   
  15    (1)  :   27   –   53  .  

     Bettencourt  ,   L .    ,    Meuter  ,   M .     and    Gwinner  ,   K .      
(  2001  )   A comparison of attitude, personality 
and knowledge predictors of service-oriented 
organizational citizenship behaviors  .   Journal of 
Applied Psychology     86    (1)  :   29   –   41  .  

      Bitner  ,   M .    ,    Booms  ,   B .     and    Tetreault  ,   M .      (  1990  ) 
  The service encounter: Diagnosing favorable 
and unfavorable incidents  .   Journal of Marketing   
  54    ( January)  :   71   –   84  .  

     Bitner  ,   M .    ,    Ostrom  ,   A .     and    Meuter  ,   M .      (  2002  ) 
  Implementing successful self-service technol-
ogies  .   Academy of Management Executive     16    (4)  : 
  96   –   127  .  

      Boshoff  ,   C .     and    Allen  ,   J .      (  2000  )   The infl uence of 
selected antecedents on frontline staff’s percep-
tions of service recovery performance  .   Inter-
national Journal of Service Industry Management   
  11    (1)  :   63   –   90  .  

     Bowen  ,   D .     and    Schneider  ,   B .      (  1988  )   Services 
marketing and management: Implications for 
organizational behaviour  .   Research in Organi-
zational Behavior         10    (1)  :   43   –   80  .  

      Brown  ,   T .    ,    Mowen  ,   J .    ,    Donavan  ,   T .     and    Licata  ,   J .      
(  2002  )   The customer orientation of service 
workers: Personality trait effects on self and 
supervisor performance ratings  .   Journal of 
Marketing Research     39    (February)  :   110   –   119  .  

     Callan  ,   R .     and    Moore  ,   J .      (  1998  )   Service guarantee: 
A strategy for service recovery  .   Journal of 
Hospitality  &  Tourism Research     22    (1)  :   56   –   71  .  

     Chi  ,   C .     and    Gursoy  ,   D .      (  2009  )   Employee satisfaction, 
customer satisfaction, and fi nancial perform-
ance: An empirical examination  .   International 
Journal of Hospitality Management     28  :   245   –   253  .  

     Christen  ,   M .    ,    Lyer  ,   G .     and    Soberman  ,   D .      (  2006  ) 
  Job satisfaction, job performance, and effort: 
A reexamination using agency theory  .   Journal 
of Marketing     70    (1)  :   137   –   150  .  

     Church  ,   A .      (  1995  )   Linking leadership behaviours to 
service performance: Do managers make a differ-
ence?     Managing Service Quality     5    (6)  :   26   –   31  .  

     Cran  ,   D .      (  1994  )   Towards validation of the service 
orientation construct  .   The Service Industries 
Journal     14    (1)  :   34   –   44  .  

     Crawford  ,   A .     and    Hubbard  ,   S .      (  2008  )   The impact 
of work-related goals on hospitality industry 
employee variables  .   Tourism and Hospitality 
Research     8    (2)  :   116   –   124  .  

     Dean  ,   A .      (  2004  )   Links between organisational and 
customer variables in service delivery: 
Evidence, contradictions and challenges  .   Inter-
national Journal of Service Industry Management   
  15    (4)  :   332   –   350  .  

     Domegan  ,   C .      (  1996  )   The adoption of information 
technology in customer service  .   European 
Journal of Marketing     30    (6)  :   52   –   69  .  

     Donavan  ,   D .    ,    Brown  ,   T .     and    Mowen  ,   J .      (  2004  ) 
  Internal benefi ts of service-worker customer 
orientation: Job satisfaction, commitment, and 
organizational citizenship behaviors  .   Journal of 
Marketing     68    ( January)  :   128   –   146  .  

     Gallardo  ,   E .    ,    S á nchez-Ca ñ izares  ,   S .    ,    L ó pez-Guzm á n  , 
  T .     and    Nascimento  ,   M .      (  2010  )   Employee 
satisfaction in the Iberian hotel industry. The 
case of Andalucia (Spain) and the Algarve 
(Portugal)  .   International Journal of Contemporary 
Hospitality Management     22    (3)  :   321   –   334  .  

      Hackman  ,   J .     and    Oldham  ,   G .      (  1975  )   Development 
of the job diagnostic survey  .   Journal of Applied 
Psychology     60  :   159   –   170  .  

     Hallowell  ,   R .    ,    Schlesinger  ,   L .     and    Zornitsky  ,   J .      
(  1996  )   Internal service quality, customer and 
job satisfaction: Linkages and implications for 

 at UNLP on July 6, 2016thr.sagepub.comDownloaded from 

http://thr.sagepub.com/


© 2011 Macmillan Publishers Ltd. 1467-3584 Tourism and Hospitality Research Vol. 11, 1, 67–82 81

 Organizational service systems 

management  .   Human Resource Planning     19    (2)  : 
  20   –   30  .  

       Hartline  ,   M .     and    Ferrell  ,   O .      (  1996  )   The manage-
ment of customer-contact service employees: 
An empirical investigation  .   Journal of Marketing   
  60    (October)  :   52   –   70  .  

     Heskett  ,   J .    ,    Sasser  ,   E .     and    Schlesinger  ,   L .      (  1997  ) 
  The Service Profi t Chain: How Leading Compa-
nies Link Profi t and Growth to Loyalty, Satisfac-
tion and Value  .   New York: Free Press  .  

     Hinkin  ,   T .     and    Tracey  ,   J .      (  1994  )   Transformational 
leadership in the hospitality industry  .   Hospi-
tality Research Journal     18    (1)  :   49   –   64  .  

     Hofstede  ,   G .    ,    Neuijen  ,   B .    ,    Ohayv  ,   D .     and    Sanders  , 
  G .      (  1990  )   Measuring organizational cultures. 
A qualitative and quantitative study across 
twenty cases  .   Administrative Science Quarterly   
  35  :   286   –   316  .  

     Hogan  ,   J .    ,    Hogan  ,   R .     and    Busch  ,   C .      (  1984  )   How 
to measure service orientation  .   Journal of 
Applied Psychology     69    (1)  :   167   –   173  .  

     Homburg  ,   C .    ,    Hoyer  ,   W .     and    Fassnacht  ,   M .      (  2002  ) 
  Service orientation of retailer’s business 
strategy: Dimensions, antecedents and 
performance outcomes  .   Journal of Marketing   
  66    (October)  :   86   –   101  .  

     Hultink  ,   E .     and    Langerak  ,   F .      (  2002  )   Launch deci-
sions and competitive reactions: An exploratory 
market signaling study  .   The Journal of Product 
Innovation Management     19    (3)  :   199   –   212  .  

     Jago  ,   L .     and    Deery  ,   M .      (  2002  )   The role of human 
resource practices in achieving quality 
enhancement and cost reduction: An investi-
gation of volunteer use in tourism organiza-
tions  .   International Journal of Contemporary 
Hospitality Management     14    (5)  :   229   –   237  .  

     Karatepe  ,   O .    ,    Uludag  ,   O .    ,    Menecis  ,   I .    ,    Hadzime-
hmedagic  ,   L .     and    Baddar  ,   L .      (  2006  )   The 
effects of selected individual characteristics on 
frontline employee performance and job satis-
faction  .   Tourism Management     27    (4)  :   547   –   560  .  

     Kattara  ,   H .    ,    Weheba  ,   D .     and    El-Said  ,   O .      (  2008  ) 
  The impact of employee behaviour on 
customers ’  service quality perceptions and 
overall satisfaction  .   Tourism and Hospitality 
Research     8    (4)  :   309   –   323  .  

     Kelley  ,   S .     and    Hoffman  ,   D .      (  1997  )   An investigation 
of positive affect, prosocial behaviors and service 
quality  .   Journal of Retailing     73    (fall)  :   407   –   427  .  

     Khan  ,   M .     and    Khan  ,   M .      (  2009  )   How technological 
innovations extend services outreach to 

customers. The changing shape of hospitality 
services taxonomy  .   International Journal of 
Contemporary Hospitality Management     21    (5)  : 
  509   –   522  .  

     Kim  ,   B .    ,    Murrmann  ,   S .     and    Lee  ,   G .      (  2009a  )   Moder-
ating effects of gender and organizational level 
between role stress and job satisfaction among 
hotel employees  .   International Journal of Hospi-
tality Management     28  :   612   –   619  .  

     Kim  ,   H . J .    ,    Tavitiyaman  ,   P .     and    Kim  ,   W . G .      (  2009b  ) 
  The effect of management commitment to 
service on employee service behaviors: The 
mediating role of job satisfaction  .   Journal of 
Hospitality  &  Tourism Research     33    (3)  :   369   –   390  .  

     Locke  ,   E .      (  1976  )   The nature and causes of job satis-
faction. In: M.D. Dunnette (ed.)     Handbook 
of Industrial and Organizational Psychology      . 
  Chicago, IL: Rand McNally College  .  

     Lytle  ,   R .      (  1994  )   Service orientation, market orien-
tation, and performance: An organizational 
culture perspective  .   Dissertation UMI, USA  .  

         Lytle  ,   R .    ,    Hom  ,   P .     and    Mokwa  ,   M .      (  1998  ) 
  SER*OR: A managerial measure of organi-
zational service-orientation  .   Journal of Retailing   
  74    (4)  :   455   –   489  .  

     Mackenzie  ,   S .    ,    Podsakoff  ,   P .     and    Rich  ,   G .      (  2001  ) 
  Transformational and transactional leader-
ship and salesperson performance  .   Journal 
of the Academy of Marketing Science     29    (2)  : 
  115   –   134  .  

     Matzler  ,   K .     and    Renzl  ,   B .      (  2007  )   Assessing asymmetric 
effects in the formation of employee satisfaction  . 
  Tourism Management     28  :   1093   –   1103  .  

     Meuter  ,   M .    ,    Ostrom  ,   A .    ,    Roundtree  ,   R .     and 
   Bitner  ,   M .      (  2000  )   Self-service technologies: 
Understanding customer satisfaction with 
technology-based service encounters  .   Journal 
of Marketing     64    ( July)  :   50   –   64  .  

     Mick  ,   D .     and    Fournier  ,   S .      (  1998  )   Paradoxes of 
technology: Consumer cognizance, emotions, 
and coping strategies  .   Journal of Consumer 
Research     25    (2)  :   123   –   143  .  

     Morrison  ,   E .      (  1996  )   Organizational citizenship 
behavior as critical link between HRM prac-
tices and service quality  .   Human Resource 
Management     35    (winter)  :   493   –   512  .  

     Murrel  ,   A .     and    Sprinkle  ,   J .      (  1993  )   The impact of 
negative attitudes toward computers on 
employee’s satisfaction and commitment 
within a small company  .   Computers in Human 
Behaviour     9  :   57   –   63  .  

 at UNLP on July 6, 2016thr.sagepub.comDownloaded from 

http://thr.sagepub.com/


© 2011 Macmillan Publishers Ltd. 1467-3584 Tourism and Hospitality Research Vol. 11, 1, 67–8282

 Garc í a  et al  

     Nadiri  ,   H .     and    Tanova  ,   C .      (  2010  )   An investigation 
of the role of justice in turnover intentions, 
job satisfaction, and organizational citizenship 
behavior in hospitality industry  .   International 
Journal of Hospitality Management     29  :   33   –   41  .  

      Neter  ,   J .    ,    Wasserman  ,   W .     and    Kuther  ,   M .      (  1990  ) 
  Applied Linear Statistical Models  ,   3rd edn.   
  Homewood, IL: Richard D. Irwin  .  

     O ’ Connor  ,   S .     and    Shewchuk  ,   R .      (  1995  )   Doing 
more with less, and doing it nicer: The role of 
service orientation in health care organization  . 
  Academy of Management Journal         38    (2)  :   120   –   129  .  

     Parasuraman  ,   A .    ,    Zeithaml  ,   V .     and    Berry  ,   L .      (  1988  ) 
  SERVQUAL: A multiple-item scale for meas-
uring consumers perceptions of service quality  . 
  Journal of Retailing     64    (spring)  :   12   –   40  .  

     Parasuraman  ,   A .    ,    Zeithaml  ,   V .     and    Berry  ,   L .      (  1994  ) 
  Reassessment of expectations as a comparison 
standard in measuring service quality: Implica-
tions for further research  .   Journal of Marketing   
  58    ( January)  :   111   –   124  .  

     Patterson  ,   P .    ,    Cowley  ,   E .     and    Prasongsukarn  ,   K .      
(  2006  )   Service failure recovery: The moderat ing 
impact of individual-level cultural value orien-
tation on perceptions of justice  .   International 
Journal of Research in Marketing     23  :   263   –   277  .  

     Podsakoff  ,   P .     and    Mackenzie  ,   S .      (  1994  )   Organiza-
tional citizenship behaviors and sales unit 
effectiveness  .   Journal of Marketing Research   
  31    (August)  :   351   –   363  .  

     Rod  ,   M .    ,    Ashill  ,   N .     and    Carruthers  ,   J .      (  2008  )   The 
relationship between job demand stressors, 
service recovery performance and job 
outcomes in a state-owned enterprise  .   Journal 
of Retailing and Consumer Services     15  :   22   –   31  .  

     Rust  ,   R .    ,    Zahorik  ,   A .     and    Keiningham  ,   T .      (  1996  ) 
  Service Marketing  .   New York: HarperCollins 
College Publishers  .  

     Saxe  ,   R .     and    Weitz  ,   B .      (  1982  )   The SOCO scale: 
A measure of the customer orientation of sales 
people  .   Journal of Marketing Research     82    (3)  : 
  343   –   352  .  

     Schneider  ,   B .    ,    Wheeler  ,   J .     and    Cox  ,   J .      (  1992  )   A 
passion for service: Using content analysis to 
explicate service climate themes  .   Journal of 
Applied Psychology     77    (October)  :   705   –   716  .  

     Schoonhoven  ,   C .      (  1981  )   Problems with contingency 
theory: Testing assumptions hidden with the 
language of contingency theory  .   Administrative 
Science Quarterly     26    (3)  :   354   –   377  .  

     Sharma  ,   S .     and    James  ,   W .      (  1981  )   Latent root regres-
sion: An alternative procedure for estimating 
parameters in the presence of multicollinearity  . 
  Journal of Marketing Research     18  :   154   –   161  .  

     Silva  ,   P .      (  2006  )   Effects of disposition on hospitality 
employee job satisfaction and commitment  . 
  International Journal of Contemporary Hospitality 
Management     18    (4)  :   317   –   328  .  

     Sparrowe  ,   R .      (  1994  )   Empowerment in the hospi-
tality industry: An exploration of antecedents 
and outcomes  .   Hospitality Research Journal   
  17    (3)  :   51   –   74  .  

     Treacy  ,   M .     and    Wiersema  ,   F .      (  1993  )   Customer 
intimacy and other value disciplines  .   Harvard 
Business Review  ,   January-February:         84   –   95  .  

     Worsfold  ,   P .      (  1999  )   HRM, performance commit-
ment and service quality in the hotel industry  . 
  International Journal of Contemporary Hospitality 
Management     11    (7)  :   340   –   348  .  

     Yavas  ,   U .    ,    Karatepe  ,   O .    ,    Babakus  ,   E .     and    Avci  ,   T .      
(  2004  )   Customer complaints and organiza-
tional responses: A study of hotel guests in 
Northern Cyprus  .   Journal of Hospitality and 
Leisure Marketing     11    (2/3)  :   31   –   46  .  

     Yee  ,   R .    ,    Yeung  ,   A .     and    Cheng  ,   T .      (  2008  )   The 
impact of employee satisfaction on quality and 
profi tability in high-contact service industries  . 
  Journal of Operations Management     26  :   651   –   668  .  

     Yoon  ,   M .     and    Suh  ,   J .      (  2003  )   Organizational citi-
zenship behaviors and service quality as 
external effectiveness of contact employees  . 
  Journal of Business Research     56    (8)  :   597   –   611  .  

     Zeithaml  ,   V .     and    Bitner  ,   M .      (  1996  )   Services 
Marketing  .   New York: McGraw-Hill  .  

           

 at UNLP on July 6, 2016thr.sagepub.comDownloaded from 

http://thr.sagepub.com/



