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The Managerial Dilemma



The Managerial Dilemma

• Customer participation in service interactions 
benefits both customer and firm…

• But customers often don’t participate at 
optimal levels

Sources: Chan et al. (2010), Cegala et al. (2007), Bendapudi & Leone (2003).



A recent study shows that 96% of patients 
have serious concerns or fears regarding 

their health care experience. 

Source: Sweeney, Colleen (2011), “The Patient Empathy Project,” http://c.ymcdn.com/sites/www.theberylinstitute.org/resource/resmgr/conference_2012/keynote_-
_colleen_sweeney.pdf 



Patients don’t always participate…



The Research Objective 

• To investigate how customer emotional states 
affect participation levels and perceptions

• To identify ways service providers can better 
manage customer emotional states



The Study and Its Results



The Study Context

• Data collected via telephone survey

• Patients at a tertiary-care medical center
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• Positivity: ratio of positive to negative emotions 
in a particular customer state

Source: Fredrickson 2001; Watson et al 1988
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• Participation: “the extent to which customers 
share information, provide suggestions, and 
engage in shared decision making.”

Source: Chan et al (2010)
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• Technical Quality: The “what” of the service
– Medical/clinical quality; Expertise, proficiency

Sources: Grönroos (1983), Brown & Swartz (1989)
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• Functional Quality: The “how” of the service
– Customer service; Interaction quality

Sources: Grönroos (1983), Brown & Swartz (1989)
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• Customer Satisfaction
– Connected to loyalty, positive WOM

Source: Oliver (1993)



Technical 
Quality

Customer 
Participation

Customer 
Satisfaction

Functional 
Quality

Customer 
Positivity

Dimensions of
Service Quality

Results

Positivity is associated with higher levels of 
customer participation.



Positivity Leads to Participation
• Positivity Results

– 64% of patients had positive emotional index

– Despite a high perceived disease severity (mean of 5.87/7)

• “Broaden-and-Build” Theory of Positive Affect
– New to marketing and services context

– Individuals attempt to improve their psychological well-being—and 
thereby their physical health—by evoking positive emotions leading 
up to “moments of truth” to cope with negative situations

– Positivity leads to modes of behavior that prepare an individual for 
difficult situations

– Positive emotions function as efficient antidotes for the lingering 
effects of negative emotions.

Source: Fredrickson (2001) etc.
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Results

Customer positivity is linked to technical and 
functional quality through participation.
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Results

Customer participation is linked to satisfaction 
through functional service quality.



Summary of Results

• Customer positivity increases participation

• Increased positivity and participation boost 
customer perceptions of service quality and 
satisfaction

• Now, what can managers do to capitalize on 
this power of positivity?



Implications and 
Recommendations



Implications for Health Care

• HCAHPS Metrics
– VBP 
– Medicare Reimbursement

• Mayo Clinic:
– Collects patient questions at 

beginning of visit
– Utilizes them to gain a better 

proactive understanding of 
patient conditions

• Physically
• Emotionally
• Intellectually



Action Items

• Advance & Facilitate Communication
– Collect customer information, preferences, level of 

expertise
– Communicate hope and optimism
– Cocreate expectations, plans
– Patient communities?

• Be Aware of “Moments of Truth”
– Allow for customer inputs
– Account for emotional states: facilitate open 

conversations
– Cocreate a “road map” for future behaviors, decisions



Encourage Patients’ Emotional Expressions

In some markets, physicians are not adequately trained or supported in encouraging, 
responding to, and facilitating patients’ emotional expressions. “Clearing the air” of 
anxieties and negative affect may allow patients to move forward with decision-making 
and more informed states of minds. 

Source: Wilkins, Stephen, Smart Health Messaging: “2013 Physician-Patient Communication Benchmark Report” 



Action Items

• Physical Spaces
– Comforting: colors, scents, sounds
– Assistance with navigation, way-finding
– Facilitate privacy and intimacy
– Encourage emotionally empowered patients



Design of Physical Spaces

Source: Parsons School of Design Strategies & Memorial Sloan Kettering. http://cargocollective.com/JoyO#Memorial-
Sloan-Kettering-Chemotherapy-Center-Design-Grow-An-indoor

http://cargocollective.com/JoyO


Similarities with Other Services

• Financial/Legal Services
– Tax Advising/Wealth Management
– New Business Ventures

• Education
– Maximizing Student Experiences
– Eliciting the Best from Students
– Creating Loyal Alumni

• Most Professional Services
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