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CHAPTER 6 
 
Service Encounter 
 
This chapter has been designed to provide the reader with a clear 
understanding of: 
 

a) the significance of the service encounter and its portrayal as 
‘theatre’ 

b) the role of scripts and emotional labour and the surrounding 
controversy 

c) how to research the service encounter with the aid of the critical 
incident technique 

d) the ‘darker side’ to the service encounter in the form of 
dysfunctional customers and deviant employees 

 
Tutors could begin by recalling Jan Carlzon’s term for fleeting contacts 
with a customer, ‘moments of truth’, as service encounters.  These are 
many and varied, eg a sign, vending machine, car wash etc.  With the 
growing role of technology and a cost conscious climate contact with 
things or inanimate objects are increasingly in evidence. 
 
However, services still retain face-to-face and telephone contact (human) 
with the customer.  Thus the focus of this chapter is on human interaction 
between service provider and customer.  This represents a real challenge 
for the service provider where customers judge the human interaction as 
an important element of the overall service experience.  For the customer 
the bottom line will be: 
 

‘Just how well or how badly was I treated?’ 
 
To get some feeling for the service encounter tutors should then turn to 
what several services writers regard as insightful, the portrayal of the 
service encounter as equivalent to a performance in the theatre.  
Students should be encouraged to reflect as follows: 
 

How valid is this metaphor and why? 
 
Is service delivery just another example of modern day life, a carefully 
choreographed exercise in stage and impression management? 
 
At this point what should be of interest is whether the two most important 
features of the service encounter, scripts and emotional labour surface 
from what students say or can be inferred from what they say. 
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On scripts, tables 6.1 and 6.2 offer a useful framework for discussion.  
How are they received and in particular how much are they subject to 
deviations or violations? 
 
The ‘value’ of the script (p.116) lists advantages and problems from the 
employee and to a lesser extent the customer perspective.  Invite 
students to compile their own lists from both perspectives.  How similar 
are their thoughts to those on p.116? 
 
One question worthy of discussion is: 
 
Should scripts be largely abandoned, giving front-line employees 
autonomy and independence in their encounters with customers?  (The 
discussion could be structured around those for and those against, and 
why). 
 
Emotional labour is the other significant aspect of the service encounter.  
Tutors should begin by asking students whether they have heard of the 
term and in what context, eg at work or academically in modules such as 
organisational behaviour and human resource management.  The 
experience of one of the authors is that it has been rarely mentioned.  
Why should this be so given its central importance for services?  Some 
fundamental questions should be raised: 
 

• How is emotional labour manifested across the service sector? 
• Which service occupations involve substantial amounts of it? 
• What impact can it have on employees and customers? 

 
Taken together (scripts and emotional labour) tutors should reflect on the 
nature of the service encounter: 
 

• How different is the service encounter from everyday encounters? 
• Does the service encounter compromise the individuality and 

identity of employees and customers in the sense of how they want 
to think of themselves versus what the service situation says about 
them? 

 
A word that is central for discussing the service encounter is sincerity.  
Consider the following extract* with students. 
 
Authenticity and autonomy are ideals for the individual’s relation to the 
self.  In relations with others, sincerity is highly valued, but not 
implacably required.  Tact, courtesy, and convention all temper sincerity 
as an ideal.  Indeed, few of us would want to live unshielded from some 
of the sincere feelings of our associates.  The demands of civility 
notwithstanding, sincerity remains a standard by which Americans judge 
themselves and others.  They do not want to think of themselves as fake.  
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They disparage flatterers, pretenders, and all who present an 
unconvincing façade, and they worry about being taken in by less 
transparent facades (Lamont 1992**).  Although most adults recognise 
limits to the practicality of sincerity, they generally agree that it is 
dishonourable to disguise feelings, intentions, or characteristics in order 
to present oneself in an undeservedly flattering light or to put others at a 
disadvantage. 
 
*   Leidner, R. (1993) Fast Food, Fast Talk: Service Work and the 
Routinization of Everyday Life, University of California Press. 
 
**  Lamont, M. (1992) Money, Morals, and Manners: The Culture of the 
French and American Upper Middle Class, Chicago, University of Chicago 
Press. 
 
Turning to the critical incident technique, tutors might consider this area 
for a student assessment.  A study could be conducted either of 
employees (effective/ineffective behaviour) or customers (events and 
behaviours perceived as particularly satisfying/ dissatisfying). 
 
The final section (dysfunctional customer, deviant employees) calls into 
question the apparently harmonious nature of the service encounter.  For 
both customers and employees students need to explore aberrant or 
deviant behaviour, their causes and consequences.  Does it come down to 
such matters as working conditions, frustration (on both sides), how 
customers feel (see table 6.4 on p.125)?  Are we seeing and will we 
continue to see increasingly fractious service encounters?  What are the 
implications for service organisations? 
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Assignment 6.1 : Getting rid of scripts at Lloyds TSB 
 

Some Background 
 
Lloyds TSB is one of the major high street Banks in the UK, with a large 
network of branches and cash machines that customers can use, in 
addition to established telephone banking and internet banking services. 
 
PhoneBank, Lloyds TSB’s main Telephone banking service, answers 
around 5 million calls per month from customers.  The telephone banking 
operation employs 3500 staff across 8 call centres in Sunderland, 
Glasgow, Mumbai, Newport, West Midlands, Solent, Bridgend and 
Swansea.  Technology will place the customer’s call with the first available 
advisor across the centres.   
 
Each call centre is individually managed by a ‘Head of contact centre’, 
supported by a small management team who each look after a group of 
Team leaders.  Each Team Leader manages a team of front line advisors. 
 
Managing the service delivered to customers 
 
Up to 2005, all the telephone banking centres utilised a fairly traditional 
control method to deal with calls – the used the same systems in all sites, 
which used the same scripts, in order to deliver a consistent service to 
customers, no matter which centre the call was answered in.  Adherence 
to scripts was closely monitored for all staff, and feedback given to staff 
for any deviations.   
 
Using scripts in this way has some advantages: 

• It gives a consistent, enforced way of dealing with customer calls (it 
gives control to management) 

• It relies less on advisor knowledge/training and more on the content 
of the script, in theory making changes/updates easier to 
accommodate. 

 
However, using scripts in this way has many disadvantages: 

• Staff can sound like robots to customers, and can hence sound as 
though they don’t really care. 

• Staff become dependent on the scripts and may ‘say anything’ if it 
is on the screen in front of them 

• It can stifle flexibility and creativity, and hence ultimately stifle the 
delivery of truly excellent customer service 

• Staff can become frustrated when controlled by a script, and will 
become dissatisfied with their role, which can result in them looking 
for employment elsewhere. 
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Making a step change in service delivery 
 
In 2005, Lloyds TSB Telephone Banking wanted to make a significant step 
change in enhancing the customer experience, by removing all non-
mandatory scripts used by frontline Telephone banking advisors.  This 
move supported the Bank’s commitment to put customers first and 
become a more personal and modern bank, supporting their advertising 
strapline ‘You First’. 
 
The aim of the work was to allow advisors to get back to the heart of the 
conversation and have more ‘real’ free flowing ‘adult to adult’ 
conversation with customers.   The only scripts that would show to 
advisors would be for legal/mandatory reasons. 
 
The reason for removing scripts was not a financial one – it was for the 
benefit of both staff and customers.  We wanted our staff to be less like 
‘robots’ saying the same thing over and over again; we wanted them to 
enjoy the natural conversations that they could have with our customers, 
and hence get more satisfaction from their role.  We also wanted our 
customers to have a great experience when they called us, and to feel we 
were treating them as a person and were there to genuinely help them. 
 
So, what was done to make this step change? 
 

• We analysed both Customer and staff feedback over time – as these 
are by far the best source of information about what is not working 
well – this confirmed the decision to focus on scripts. 

• We reviewed the scripts in use at that time, and deduced that the 
change would involve the review and re-write of over 5,000 pages 
of system based scripting. 

• A project team was set up to ensure that the script removal work 
was implemented effectively, and a key focus was to ensure that 
the 3500 staff in the centres were engaged in this huge and exciting 
development – it was vital to win their hearts and minds, and help 
them on their own personal journey of change. 

• New and detailed training was provided for all existing 
Management, who then trained their Teams (through the 
management line) to have a conversation with the customer 
without the need to follow scripts.   

• This training aimed to overcome the fear of ‘not being compliant if I 
don’t have a script’ which was felt by many staff – this was a key 
mindset change.   

• Staff were encouraged to follow a basic set of call principles around 
‘greeting, conversation, ending’. 

• We updated the induction programme for all new staff – we 
removed all scripts from our day 1 training systems and briefed all 
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‘new to Bank’ staff on the exciting period of change we were going 
through. 

• Staff communication was vital throughout the project – several 
briefs were issued, business TV was used by Senior management to 
endorse the changes and enthuse about the benefits.  ‘Buzz’ 
sessions (informal group chats) were also held in each of the sites. 
In addition to this we had staff forums on launch day so we could 
capture the Customer and staff comments. 

• On site support by senior management was critical to demonstrate 
real support from the top. All heads of Contact Centre’s embraced 
this new concept and supported the staff. Team leaders were a vital 
support to the advisors and there was a constant presence of 
support on the floor on live day. 

• There was a celebration style launch with balloons and chocolates 
promoting a strapline of ‘heart of the conversation’. 

• We initiated a new ‘coaching challenge’ activity, to check that 
advisors are following the basic principles of a call, and are making 
the conversation relevant to the customer – this really embeds the 
new way of working.  Feedback is given as appropriate. 

• Dedicated staff ensure that script removal continues to live and 
breathe within the sites. 

• ‘ASK’ – which is our advisor knowledge tool has also been updated 
to suit the current model, to provide information not scripts. 

• We wanted to be able to evaluate the success of this change, and 
so planned various surveys (to be carried out both pre and post 
change). 
- Employee Engagement Surveys (how do staff feel) 
- External and Internal Mystery shopping 
- a measure of what our customers think about our service 
- an empathy check from the customers perspective 

• The topic of Script Removal was popular with the media and also 
with several newspaper articles and interviews on National and local 
radio stations. The following quote from our Telephony Operations 
Director was used in several press releases at the time the change 
happened: 
“By ditching the scripts in our call centres we are giving staff the 
freedom to treat every customer as an individual and build a much 
closer rapport with them. We hope that this will enable them to 
solve queries more quickly and efficiently. It should also help to 
make their job that little bit easier.” 

 
 
• What do you think were the potential risks and what were the 

potential benefits for the Bank? 
• What is your personal view of what Lloyds TSB did:   

Were they right (as a very traditional high street Bank) to move 
from:  
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- a traditional and well established method of managing service 
(scripts)  
to: 
-  a new service management model incorporating advisor 
empowerment, quality training, and effective information/support 
systems? 

• Do you think the change had worked for the Bank and for 
customers one year on?   

 
 
With thanks to David Smith and Bernadette Cornish, Lloyds TSB, 
Telephone Banking for providing this assignment 
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Assignment 6.2 : Emotional Labour 
 
Emotional labour is a highly significant concept in the field of services.  A 
questionnaire has been devised that will enable you to work out how 
much emotional labour you perform, on average, in your day-to-day 
working life.  To obtain the best result it is recommended that you take 
the questionnaire to work and complete it after conversations you have 
with one other person, be they with customers, bosses, subordinates, 
colleagues.  Ideally you should complete the questionnaire representing 
how you felt after each conversation.  This should be repeated for at least 
5 and up to 10 conversations. 
 

 
MERITM

(Mann Emotion Requirements Inventory) 
 
For most of the following questions you are asked to indicate how much 
you agree with each statement by circling the appropriate point on the 
scale.  For example, if you strongly agree with the statement ‘I felt 
confused during the encounter’ you might circle 1 or 2 as follows: 
 
 
 
Agree  1 2 3 4 5 6 7 8 Disagree 
 
1 How much during the encounter did you hide (or try to hide) some 

kind of emotion from the other person? 
 
 
A lot  1 2 3 4 5 6 7 8 None at all 
 
2 Because of events in my personal life or at work, I felt negative (eg 

depressed, upset, angry, frustrated) BEFORE this encounter, but felt 
that I had to try to hide my feelings and put on a ‘brave’ face to the 
other person. 

 
 
Agree  1 2 3 4 5 6 7 8 Disagree 
 
3 Because of events in my personal life or at work, I felt positive (eg 

excited, happy, proud) BEFORE this encounter, but felt that I had to 
try to hide (or tone down) my feelings from the other person. 
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Agree  1 2 3 4 5 6 7 8 Disagree 
 
4 During the encounter, I felt that I was ‘acting’ a role or taking on a 

role such as helper, advisor, expert, teacher, parent, counsellor or 
boss. 

 
 
Agree  1 2 3 4 5 6 7 8 Disagree 
 
5 At some point during the encounter I felt that I intentionally 

conveyed (or attempted to convey) a positive emotion or feeling 
that I did not really feel but that was appropriate at the time (I 
pretended to be happy, excited, interested etc). 

 
 
 
Agree  1 2 3 4 5 6 7 8 Disagree 
 
6 At some point in the encounter, I felt that I intentionally conveyed 

or attempted to convey) a negative emotion or feeling that I did not 
really feel but that was appropriate at the time (eg I pretended to 
be angry, upset, dismayed etc). 

 
 
Agree  1 2 3 4 5 6 7 8 Disagree 
 
7 During the encounter I felt that the other person expected me to 

take on a role such as helper, advisor, expert etc. 
 
 
Agree  1 2 3 4 5 6 7 8 Disagree 
 
8 I felt that I acted differently in this encounter than I would have 

done at home or with friends. 
 
 
Agree  1 2 3 4 5 6 7 8 Disagree 
 
9 I felt a bit ‘fake’ as if I was not really being ‘me’ at some point in 

this encounter. 
 
 
Agree  1 2 3 4 5 6 7 8 Disagree 
 
10 I felt that I suppressed or hid (or tried to) positive emotions at 

some point in this encounter (eg I felt happy or excited but tried not 
to show it). 
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Agree  1 2 3 4 5 6 7 8 Disagree 
 
11 I felt that I suppressed or hid (or tried to) negative emotions at 

some point in this encounter (eg I felt angry, depressed or 
dismayed but I tried not to show it). 

 
 
Agree  1 2 3 4 5 6 7 8 Disagree 
 
12 I felt that at some point, the other person expected me to have a 

particular ‘face’ or disposition (eg they expected me to act friendly, 
helpful, enthusiastic, cool, emotionless, distant, warm etc). 

 
 
Agree  1 2 3 4 5 6 7 8 Disagree 
 
13 I ‘psyched’ myself up so that I would genuinely feel any emotion 

that I was expected to feel (eg the other person was very excited so 
I tried to work up enthusiasm too). 

 
 
Agree  1 2 3 4 5 6 7 8 Disagree 
 
14 At some point, I laughed r frowned because it was expected rather 

than because I found something amusing or distressing. 
 
 
Agree  1 2 3 4 5 6 7 8 Disagree 
 
15 At some point I felt stressed or found it a strain because I could not 

show my true feelings (because it would not have been 
appropriate). 

 
Agree  1 2 3 4 5 6 7 8 Disagree 
 
16 At some point during the encounter I felt stressed or found it a 

strain because it was difficult to maintain the role that I was taking 
on. 

 
 
Agree  1 2 3 4 5 6 7 8 9 Disagree 
 
17 I felt that there were rules or protocol about how I spoke or acted in 

this encounter (eg my company expects people in my position to 
behave in a certain way or have a certain manner). 
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Now, you can work out your MERITM score which will be between 17 and 
136.  Add up your scores for each of the 17 items.  If you have completed 
five MERIsTM, you will have five scores.  Simply add the five scores and 
divide by five to give an average.  If you have ten scores, add them all 
and divide by ten.  So, you should end up with an average emotional 
labour score which will be between 17 and 136. 
 
 

Your Emotional Labour Score    
 
 
Here is a general indication of what this overall score indicates: 
 
17………………………. 
 

Very high 
emotional 

labour 

65……………………… 
 

High 
emotional 

labour 
 

90…………………….. 
 

Mild 
emotional 

labour 

114……………..136 
 

Low 
emotional 

labour 

 
If you scored more than 114 
This means that on average, you do not perform much emotional labour 
in your working life.  This suggests that you tend to have the sort of job 
where you are generally free to express the emotions that you really feel 
whilst you do not really need to hide your true feelings very often.  You 
feel that you can generally be ‘yourself’ without fear of not fitting in or 
risking your job.  This means one of three things: 
 
1 It may be that your job does not involve much contact with people. 
 
2 It could be that your personality is an ideal fit to that of the 

organisation’s, ie that the emotions you tend to feel are the ones 
that your organisation tends to expect you to express. 

 
3 Alternatively, it could be that you are expressing the emotions that 

you feel despite these being inappropriate or undesired by your 
organisation. 

 
The first two options, emotional harmony, are reasonably healthy and 
means that emotion management is not a significant source of stress in 
your work life.  If you feel that you are stressed, it may be that the 
significant sources of stress are from elsewhere.  A stress management 
course, stress counsellor or good self-help book will help you identify your 
particular stressors. 
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If you are expressing your true feelings even though you know that your 
organisation does not approve of them (eg you are scowling at 
customers), then it is likely that your personality is not an ideal fit to the 
job role.  This is emotional deviance.  You may be feeling dissatisfied with 
your job, stressed because you know that you are constantly flouting 
rules or protocol and maybe even insecure because you may lose your 
job.  It may be worth thinking about leaving your current job to find 
something more suited to your emotional personality. 
 
It may be that you have some areas that may be sources of emotional 
labour to you and you can identify these by comparing your scores on the 
individual MERITM items in the next section. 
 
If you scored more than 90 but less than 114 
Your result shows that you do experience mild levels of emotional labour 
in your work life.  This means that you are sometimes having to fake 
emotions that you do not feel and/or suppress emotions that you do feel.  
Your job probably involves some contact with people. 
 
This is a reasonably healthy state to be in.  It is quite natural that we fake 
emotions sometimes and hide our true feelings.  After all, social acting is 
an important social skill that helps us get on with other people.  It may be 
that you generally enjoy your job and suit your job role but that 
sometimes you are bored, disinterested, distracted by personal problems 
or by mundane matters such as your shopping list!  This is perfectly 
reasonable and as long as your emotional labour levels remain in this 
band, you have nothing to be concerned about. 
 
However, it might be worth examining your scores across the individual 
MERITM items (see next section) to see if there are any areas that are 
more emotionally demanding for you than others. 
 
If you scored less than 90 
You generally experience high levels of emotional labour in your working 
life.  This means that you are frequently having to fake emotions that you 
do not really feel whilst hiding those emotions that you do feel.  You may 
have a job that demands a great deal of contact with people, perhaps 
with customers, and that involves your taking on a role that is not the 
‘real’ you. 
 
This is a fairly unhealthy state to be in and suggests that emotional labour 
for you is a significant source of workplace stress.  You are likely to feel 
tired and emotionally drained by the end of your day.  In the long term, 
this is likely to cause you stress and the symptoms shown in the table in 
the last chapter may result. 
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In order to reduce the stress associated with your emotional labour 
performance, you must take preventative action.  Suggested techniques 
and strategies will be demonstrated in chapter 8.  The point to remember 
is that you should not simply stop performing emotional labour.  That is, 
you should not now suddenly start displaying your true feelings!  That is 
likely to lose you your job since your work role clearly depends on you 
taking on roles, managing your emotions and acting where necessary.  
Instead, the answer is to reduce the stress associated with your 
emotional labour performance. 
 
 
Source: Mann, S (1999) Hiding What We Fell, Faking What We Don’t, 
Element Books Ltd, UK. 
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Assignment 6.3 : Critical Incidents 
 
For the following scenarios, imagine you are a customer and consider for 
the stages of the encounter given, some of the elements of the service 
encounter you might face.  Identify positive or negative Critical Incidents, 
and also consider how these might be solved. 
 
1)  You have never owned a pet before, but your seven year old son 
wants a pet and after several months of persistent 'pester power', you 
agree he can have one.  You decide to take him to a Pet Hypermarket to 
select a pet - but you don't have any idea of the most suitable for him - 
or for you (you do recognise that you are very likely to end up caring for 
the pet!). 
 
 
Stage of Encounter Positive Negative 
Entering the Store   
Questioning by 
Assistant 

  

Level of Advice   
Pet Selection   
Equipment   
After-Care   
Knowledge of Staff   
Environment of Store   
Check-Out   
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2)  You have driven a car for several years, and for the first time today, 
had an accident.  It was a minor one and nobody was injured.  You have 
never had to claim from your insurance before.  You have been with this 
company for two years, and took out your policy over the Internet.   
 
Stage of Encounter Positive Negative 
The Telephone 
Number 

  

Automated Response 
Options 

  

Outlining Accident 
Details 

  

Action to be Taken 
Next 

  

Completion of 
Paperwork/Forms 

  

Car Repairs   
Further 
Communication 

  

Resolution   
Claim Advisor 
Aspects 

  

 
 
3)  You are moving to London for a new job.  The firm allocate you 
£5,000 towards the move, but you have to find your own accommodation.  
You have savings and are able to secure a mortgage to cover quite a 
comfortable flat, and decide to purchase rather than rent.  You get to 
London, and head to an Estate Agent in the area near where you are 
going to work. 
 
Stage of Encounter Positive Negative 
Entry into office   
First Meeting with 
Agent 

  

Establishing Needs   
Property Details   
Viewing Properties   
Closing the Deal   
The Completion 
Period 

  

The Office in General   
Phoning to the Office   
 
With thanks to Anne Chalmers, Napier University, Edinburgh for providing 
this assignment 
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Assignment 6.4 : Service Sabotage 
 
We define service sabotage as ‘organizational member behaviours that 
are intentionally designed negatively to affect service’.  In our study of 
the hospitality industry we found that over 85% of customer-contact 
employees admitted to some form of service sabotage behaviour within 
the seven days leading up to the interview while over 90% of all 
informants accepted that service sabotage was an everyday and often 
understandable occurrence in their organization. 
 
In order to understand more fully this type of behaviour, consider a 
service environment that you know well (either as a customer or as an 
employee).  This context could be anything from a retail environment 
such as a shop selling shoes to a restaurant servicing gourmet banquets.  
Typically, we find people know most about contexts in which they have 
spent a lot of time – so pubs, restaurants and sometimes hotels tend to 
be the most common.  Once you’ve chosen a setting, list the types of 
activities a front-line member of staff could do to sabotage the service.  
Make sure that you consider not only the covert or the concealed actions 
but also those that are visible or overt.  Try to develop as long a list as 
possible and think about whether the time of day or level of customer 
usage affects the likelihood of sabotage.  Thereafter, re-evaluate your list 
of potential activities and try to gauge the likelihood or possibility of each 
behaviour.  It is probable that some acts are routine or highly likely whilst 
others will be rated as highly unusual and rare. 
 
It is also worthwhile to describe the servicescape and try to evaluate how 
elements of that servicescape can contribute to sabotaging activities.  For 
example, how visible are service personnel?  Do they spend the entire 
service encounter on view to the customer, or do they sometimes 
undertake activities where the customer can’t see them?  Is the nature of 
the service setting such that there are supervisors or managers present?  
Are there visible surveillance cameras?  This process should lead you to 
identify some context-specific factors that either contribute to increased 
or decreased sabotage. 
 
After this, reflect on the role of the service employee in sabotage acts.  
Service sabotage requires an employee consciously and deliberately to 
undertake an act which is often detrimental to service quality and 
sometimes event gross misconduct!  Consider what factors might 
contribute to such behaviours.  Think about not only pre-employment 
factors such as personality traits but also during-employment issues such 
as the level of motivation and job satisfaction.  Draw on your own 
experiences or put yourself in the position of the employee and consider 
the factors that might drive you to engage in such acts. 
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You might also consider how interactions with customers might lead to 
feelings of frustration and thus elicit customer-directed sabotage 
behaviours.  Consider your own behaviour as a customer.  Have you ever 
been rude or obstructive to service employees?  Have you ever bullied a 
part-time employee into returning a jumper you bought six months age?  
Have you ever commented on the looks or clothes of a bar tender?  
Really?  If you are highly unusual and have not, you might think about 
the actions of customers you’ve seen.  We have all witnessed customers 
behaving in rude, condescending and obnoxious ways.  Think about the 
customers you’ve encountered and reflect on how such actions might 
affect the service behaviours of employees in your service setting. 
 
Given your insights into what drives these actions, reflect on the potential 
consequences of such acts.  Which actors in the service encounter will be 
negatively affected?  The firm?  Its reputation?  It profits?  What about 
the customer?  If the customer fails to notice the sabotage, is anyone 
negatively affected?  For example, a service employee may use instant 
coffee rather than filter because they want to go home as quickly as 
possible, but if the customer enjoys the coffee, has sabotage occurred?  
Also consider what the employee gains by these actions.  Sometimes the 
‘gain’ are not easy to see – try and list some potential benefits for the 
employee. 
 
Finally, review the above and position yourself as the Outlet Manager of 
your service setting.  How do you minimise the likelihood of these 
actions?  Is it possible to eliminate service sabotage? 
 
 
With thanks to Lloyd C Harris and Emmanuel Ogbonna, Cardiff University 
Business School for providing this assignment 
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