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 Abstract 
 
The purpose of this thesis was to elucidate companies handling of customers complaints. We 
performed case studies on two companies within the travel business, where questionnaires and 
interviews were conducted with two employees within the companies’ customer relations 
departments. The empirical study agreed with theories concerning awareness regarding 
processes and personnel aspects, but that emphasis was put on the customer satisfaction 
aspect. None of the companies’ choose to follow up prior complaints, in order to learn and 
make improvements of the company, even though theories strongly suggest doing so. Our 
investigation showed that both companies used well developed and functioning systems and 
plans, with suitable means for recovery which according to the theories can turn dissatisfied 
customers into even more loyal ones. We found that the both companies used two-way 
communication and standardized as well as customized solutions, but that more emphasis 
could be put in order to motivate employees since a lot is asked of especially frontline staff. 
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Background and problem discussion 

1 Background and problem discussion 
 
This chapter will start by giving a background of the problem area, which will be handled in 
a mainly theoretical manner where we will describe general conceptions regarding 
customers´ need and expectation, and how it leads to processes and relationships between a 
customer and a company. After this, the chapter will proceed with a problem discussion 
concerning the focus of this thesis; customer complaints, how and why it can be handled by 
the company and why we, as researchers found it exciting to investigate.  
 

1.1 Background  

1.1.1 Customer satisfaction 
 

According to Helling (1999, p. 142) the customers’ satisfaction is brought about when the 
customers’ needs, demands and expectations during the whole product life cycle can be 
matched, and in some circumstances exceeded. Jobber (2001, p. 12) describes this as “must be 
characteristics” that causes annoyance if not present. Jobber also states two other categories of 
needs, these are expressed needs or “more is better” which takes place when the customers 
expectations corresponds to important aspects perceived by the customer, and unaware needs, 
or “delighters” that delights the customer even though absence does not imply dissatisfaction. 
By delivering a superior value, meeting and exceeding customers needs better than 
competitors, companies can attract and retain customers, claims Jobber (2001, p. 11). Further, 
Jobber (op. cit.) states that customer value depends on how the customer perceives the 
benefits of an offering and the sacrifice that is associated with the purchase, and presents the 
following conclusion: customer value = perceived benefits – perceived sacrifice.  
 
Perceived benefit can, according to Jobber (2001, p. 12), be derived from the product, the 
associated service, the image of the company or the relationship between the customer and the 
supplier. Söderlund (1997, p. 37) states that customers may find the personnel at a company 
being an important source of satisfaction, who also means that customer satisfaction is 
important and interesting for the company since it results in positive effects for the company. 
We speculate if a combination of the factors above can offer a superior perceived benefit. 
Further, Jobber (2001, p. 11) claims that perceived sacrifice is the total cost associated with 
the product, which implies not just the monetary cost, but also time and energy involved in 
the purchase. Therefore, marketers need to be aware of critical sacrifices in some buying 
situations, the potential psychological cost of making the right decision as well as how to find 
ways of increasing perceived benefits and decreasing perceived sacrifice (ibid.). 
 
The importance of customer satisfaction and relationships to customers is also mentioned by a 
foundation in Sweden, Swedish institute for Quality or SIQ which aims to stimulate customer 
focused development in organizations (SIQ). A award was founded by SIQ ”Utmärkelsen 
Svensk Kvalitet” (USK) which is based on different criteria such as customer satisfaction, 
which implies customers expectations, distinctions to customers, measurement of customer 
satisfaction and customer relations (ibid). We find that most companies consider themselves 
being relationship focused when interacting with the customers. Engel, Blackwell and 
Miniard (1993 p. 574) state that finding new customers and creating new relationships is far 
more expensive than maintaining relationships to present customers, and therefore it is crucial 
for companies to actively focus on this important aspect. 
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1.1.2 Customer relations 
 

According to SIQ (SIQ), customer relations describe how a company can work together with 
customers and how to support employees with customer contacts and processes. Marketing is 
mostly concentrated on relationship which is expressed by Kotler (2003, p. 13) as follows: 
relationship marketing has the aim of building mutually satisfying long-term relationships 
with key parties, which can convey strong economic and social ties among the parties. What 
customers perceive as value is what creates loyalty between customers and companies, 
according to Blomqvist, Dahl, Haeger and Storbacka (1999, p. 128).The value is not only on 
the level of service provided at the time of the sale, but also on the perception of the level of 
customer service they can expect to receive after the sale, if a problem should arise claim 
Kerin et al. and Zeithaml et al., refered in Blodgett, Barnes and Wakefield 1995. Blomqvist, 
Dahl, Haeger and Storbacka (1999, p. 128) see focusing on profit instead of creating value as 
a great reason for companies failure. By developing a reputation as being a company that 
remedies information and complaints, the company is more likely to develop customer loyalty 
according to Blodgett et al. (1995). Therefore, companies should encourage customers who 
are dissatisfied to seek redress so that the company has a chance to retain the business with 
the customer (ibid.). 
 
We find the way customers and companies interact to be quite different when it comes to 
business to business (B2B), and business to consumers (B2C). B2B is characterized by few, 
large customers, who buy on demand since they are companies themselves (Dwyer and 
Tanner, 2001 p. 6). They generally make large purchases that give significant impact on a 
company’s profit, and companies tend to strive for close and meaningful relationships with 
mutual interest in problem solving (ibid.). Dwyer and Tanner (2001, p. 6) describes B2C as 
characterized by companies having many customers making purchases in order to satisfy their 
own needs and wants, who make purchases for a small amount of money and therefore 
contain a large number of people contributing to the company’s profit. By this we understand 
that these purchases can be handled by many different employees, which also imply that 
customer complaints can be received by different personnel 
 

1.2 Problem discussion 
 
We find that in the complex and changeable environment marketing implies an ongoing 
process, where it is necessary for companies to understand all variables involved. Customers 
might be the greatest variable since without customers, no business can survive. Businesses 
can according to Dwyer and Tanner (2002) differ from one another, since B2B companies 
need to take care of more customers than B2C companies, which make the relationships 
within B2C not as tight as within in B2B. The customers within B2C is described as “free 
customers”, by Kahn (1995, p. 32) when having the possibility to use different suppliers each 
time they make a purchase, they are not tied up by formal business deals with a supplier. 
Since B2C companies seems to be more dependent of the customers than the other way 
around, dissatisfied customers can be a great resource for companies when it comes to 
gathering information in order to improve their business. We believe that in small B2C 
companies, with just a few employees it might be possible to attend the customers opinions in 
order to use it as a base for improvement, but larger companies might need a more developed 
plan for complaint handling since there are more people involved and greater risks for failure 
to occur. 
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By focusing on customer relationships and satisfaction, communication and interaction we 
believe that companies can decrease risk for failure. Therefore we find it necessary for 
companies to strive for gathering information in order to create mutual understanding, 
facilitating a two way communication and interaction between the company and the customer. 
The feedback from customer to company can be both positive (praise) and negative 
(complaints). A complaint is described by Barlow and Möller (1996, p. 11) as an expression 
for pain, sorrow or a feeling of displeasure. Our definition of a complaint will in some part 
connect with the authors, that is we define a complaint as an expression of a feeling of 
displeasure, since pain or sorrow seems to be too strong words to use in this area. Of course, 
there might be occasions when actual pain or sorrow can be involved but we find displeasure 
to be the most accurate one. Söderlund (1997, p. 119) states that the correlation between 
customer satisfaction and complaints is stronger than the correlation between customer 
satisfaction and praise. This is based on studies that have shown that negative impressions 
tend to create stronger reactions than positive impressions (ibid.).  
 
With that, we assume that companies have a lot to learn from dissatisfied customers, by 
handling customer complaints. We believe that handling can imply a number of different 
aspects, activities, and parts involved. It also includes the purposes of the engagement from 
the companies. We see complaint handling as a whole, involving all steps from 
acknowledging the issue to learning and following up the task.  
 
Since many customers never communicate their annoyance, it may be difficult for companies 
to gain knowledge considering issues and tasks not acknowledged by the company itself. 
Engel et al. (1993, pp. 574-575) claim that companies need to be aware that most dissatisfied 
customers does not complain to the company at all; instead they simply do not return to the 
company. The authors, however describes five factors that determine whether a complaint 
will be made or not which are as follows; significance of the consumption event, knowledge 
and experience, difficulty in seeking redress, chances for success in complaining and offering 
a warranty or similar guarantee. Söderlund (1997, p. 117) explains the low inclination of 
complaining with the customers feeling that it is not worth the effort to do the complaint who 
also means that it can be time consuming and unpleasant for the customer. Therefore Kahn 
(1995, p. 97) recommends companies to encourage the customers to express their 
dissatisfaction straight to the company. The main issue when collecting customers’ opinions is 
to create systems that makes it easy for the customer to bring the information to the company 
(Söderlund, p. 122). 
 
When the company makes the decisions about complaint handling, it has to find it worthwhile 
to learn from customer complaints, for example when it comes to finding similar patterns and 
aspects worth changing, states Kim, Kim, Im and Shin (2003), who also mean that customer 
complaints can be a hard task to handle, if the company sees it as something evil, and not as a 
resource for improvement. According to Blomqvist, Dahl, Haeger and Storbacka (1999, p. 
128) many companies have not defined customer dissatisfaction, which is a condition for 
follow up and preventive activities in order to keep positive relationships to customers. 
Blodgett, Barnes & Wakefield (1995) claim that dissatisfied customer, complaining to 
companies and who perceives that they have been met with courtesy, respect and a fair 
settlement seems to connect even harder to the company and more likely to spread goodwill. 
Another positive aspect to the company can be that when showing interest and confirming the 
customers opinion and/or complaint, the relationship to the customer may deepen and can 
lead to a prolonging of the relationship even though the customer were about to exit 
(Blomqvist et al., 1999, p. 130). 
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By following customers who have left the company, or is about to exit, one can find the most 
honest answers considering the weakest spots within the company (Blomquist et al., 1999, p. 
129). Therefore, continue the authors, companies should focus on and analyze dissatisfied 
customers and customer dropouts mainly in three aspects: characteristics for the customer, the 
reason for dropout and the process preceding the dropout. This opinion is shared by Williams 
(1996, p. 79), who claims that market research with people who have complained in the past, 
or has been unhappy with the company’s service but never formally complained can highlight 
problems as well as possible solutions. Blomquist et al. (1995, p. 134) follow the same track, 
commenting that companies who actively work with customer complaints shows that 
invaluable knowledge lies within, when it comes to the individual customer as well as the 
entire organization. The authors continue by stating that customer complaints also give 
information about what customers expect from the company, and whether there is conformity 
between what the company claims to handle and how it is perceived by the customer, since 
there might be a gap concerning expectations. Even if companies live up to their own 
standards, the customer may expect more, which can lead to dissatisfaction (ibid).  
 
Williams (1996, p. 87) considers that the strategic purpose of handling customer complaints is 
to encourage the entire organization how to give better customer service. This implies using 
customer complaints as a resource, as feedback to employees in order to learn from earlier 
problem situations, aiming for an improved position for the entire organization (Williams, 
1996, p 88). Gummesson, (1999, p. 107) finds formal regulations/institutions to be a good 
way to assure quality through prevention but also quality inspection and solution of disputes. 
He recommends that when the company sets up a system, all staff should be involved since 
they are likely to be able to suggest significant improvement, but also since that will make 
them more positive about implementing the procedure, other tasks are motivation and training 
of staff (ibid).  
 
According to Johnston (2001), an effective complaint management system can improve the 
financial performance by three directions; customer relations, complaint processes, and 
relationship to employees. We agree with Johnston that these three parts seems crucial, and 
will investigate them separately as well as together. Therefore, we considered it suitable to let 
Johnston’s theory permeate our thesis, since we strived for equivalent focus on customer 
relations, complaint processes, and relationships to employees. We choose to manage these 
areas in the theoretical and empirical as well as the analytical chapter under the following 
terms: improvement of customer relationships, improvement of processes within the company 
and improvement of personnel aspects. 
 
We see lots of opportunities in using customer complaints, not only in customer related 
issues, but also when it comes to organizational improvements regarding personnel and/or 
processes in order to create business success. A lot is written in this area, but we have not 
found any fortified marketing models for complaint handling. We also miss theories regarding 
follow up and learning from customer complaints, we have not found any fortified marketing 
models in this area either. This made us, if possible, still more interested in investigating how 
B2C companies handle their customer complaints and investigate whether B2C companies see 
these opportunities? Is there a plan for handling customer complaints that encourage the 
customer to complain, and the personnel to take care of the complaints? Are the processes 
within the company adapted for complaint handling? If, and in that case what and how, have 
companies learned from unsatisfied customers? What/which aspects do B2C companies focus 
on when handling customer complaints?  
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In consideration to the backgound and problem discussion, we have formulated a purpose and 
research questions for this thesis. 
 

1.2.1 Purpose and research questions 
 
The purpose of this thesis is to elucidate companies` handling of customer complaints within 
the business to consumer (B2C) market. The following research questions will be used in 
order to find answers to the purpose; 

 
• RQ 1: Why do companies handle customer complaints? 
• RQ 2: How do companies handle customer complaints? 
 

1.2.2 Delimitations 
 
Customer complaints can be expressed in a number of different ways, for example word of 
mouth and negative publicity in different media. In this thesis we will however focus on 
complaints directed to the company; through e-mail, telephone, mail or face to face situations. 
The customer is defined as the person directing a complaint to the company when a feeling of 
displeasure has occurred, whether the purchase is made by her/him or not. 

 
We will investigate the subject through a company’s perspective, since the main issue in this 
thesis is to study and analyze the processes and purposes of B2C companies’ customer 
complaint handling. This means that no notice will be taken from the customers’ point of 
view.  

 5



Theory 

2 Theory  
 
This part will consist of theories regarding the two research question we have constructed for 
this thesis where the first part implies theories about why, in which purposes a company 
should engage in customer complaints handling and improvements that can be made 
regarding customers, processes and personnel. The second part focuses on how the complaint 
handling can be carried out, with issues to consider and how the complaint handling can 
permeate a company.  
 

2.1 Purposes of customer complaint handling 

2.1.1 General purposes of customer complaint handling 
 
Barlow and Möller (1996, p. 14) emphasize the importance of using complaint handling as a 
strategic tool since they find customer complaints to be a great source of information, which 
in a quick and inexpensive way helps the companies to change its products, services or 
marketing investments, but also that customer complaints can improve the whole company 
culture. Kim et al (2003) also consider handling customer complaints to be less expensive, 
with bigger impact than other more expensive parts of a marketing plan and therefore 
important to companies. The authors describe this as a way of protecting profitability, 
improve customer service and produce more loyal customers. Smith (1993, p. 378) sees 
customers complaints as an opportunity to find the “enemy” within the own company; internal 
problems such as quality control, unmotivated staff etcetera.  
 
Johnston (2001) states that the underlying assumption is that the prime purpose of designing 
and developing robust and effective complaint management systems is to deliver enhanced 
profits by increasing revenues and reducing costs as shown in figure 1. 
 

 

 
Figure 1. Different ways of how the complaint culture within a company can lead to 
financial performance.  
After “Linking complaint management to profit.” Johnston, J, 2001, International Journal of 
Service Industry Management, 12(1), 60-69. 
 
Johnston, point out, as shown in figure 1 that the complaint culture within a company affects 
financial performance in the long run, by improvements in the processes as well as the 
relationship to customers and employees. This is also something that Heskett, Sasser, and 
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Schlesinger (1997, pp. 20-26) consider important and describes that the following factors 
links to each other: Profit and growth, customer loyalty, customer satisfaction, service value, 
employee productivity, employee loyalty, employee satisfaction and internal quality of work 
life. Similar thoughts can be found in Magnusson and Forsblad (1996, p. 123), who describe 
that there is a correlation between satisfied customers, development of profitability, satisfied 
personnel and high quality of products and services.  
 

2.1.2 Improvement of customer relationships 
 
Gummesson (1999, p. 70), finds three different options that a customer can choose between 
when he or she feels dissatisfied with something that involves their present supplier where the 
first one is to exit – the customers leave for a competitor, or stop buying the goods or services 
temporarily or permanently. This option is also pointed out by Brandt (2003), who states that 
if a customer is not satisfied with the product or the salesperson, he or she simply does not 
purchase from the company again. The second choice is called voice – the customers speak 
their mind and demand correction, and the third option is loyalty – the customers remain loyal 
for lack of alternative suppliers or prohibitive switching costs, inertia, ideological reasons and 
others, at least within limits.  
 
All these options are used by customers according to Gummesson, who continues that the 
feeling behind them, however, is largely a black box to suppliers. Recovery is more than 
settling a claim, it is the restoration and strengthening of a long-term relationship and the 
course of action must be constructive, not just a mechanical routine (ibid). If the recovery is 
successful, continues Gummesson (1999, p. 73) strengthened by Brandt (2003), then a well 
resolved customer complaint can create a solid relationship, sometimes better than before the 
incident. Another aspect that can be turned into something positive according to Arnerup and 
Edvardsson (1992. p. 213) is that although many companies consider a customer complaint as 
something negative, they should instead use it as a possibility to learn more about the 
customers needs, improve the conditions to satisfy them and strengthen the relationship with 
them. Nyer (2000) states that customers who were encouraged to complain reported great 
increase in satisfaction. The author continues that the indirect benefits occurs when an 
unhappy customer complains, which leads the employee to respond in a way that makes the 
customer less dissatisfied in the future, and therefore benefits the company as well. 
 
Research has shown that excellent complaint management and service recovery can 
significantly influence customer satisfaction (Johnston, 2001). Furthermore the majority of 
highly satisfying experiences were the result of something that went wrong and the 
organization making the effort to compensate the customer: “The recovery of failures can 
provide a major opportunity for organizations to create very satisfied customers” (ibid). The 
critical issue is that it is not necessarily the failure itself that leads to customer dissatisfaction; 
many customers accept that things can go wrong; instead, it is more likely to be the 
organizations response (or lack of response) to a failure that causes satisfaction or 
dissatisfaction (Johnston, 2001). Kahn (1995, p. 97) has similar opinions, when emphasizing 
that it is beneficial to companies to encourage their customer to perform complaints when 
they are upset or dissatisfied, since these customers can become even more loyal and satisfied 
customers in the future.  
 
Halstead and Page (reported in Johnston, 2001) also find that complaint handling processes 
shows a clear relationship with loyalty and repurchases intentions. Furthermore, customers 
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who have been successfully recovered not only remain loyal, but can become advocates for 
the organization, and as such be a source of referral business because word of mouth can be 
very persuasive in terms of influencing customers to use an organization and its services 
claims Spreng et al (reviewed in Johnston, 2001). Brandt (2003) follows the same track, 
describing that customers who experiences a good service recovery will spread more goodwill 
than even your otherwise best loyal customers do. 
 
Söderlund (1999, p. 80), claims that even though a customer has shown dissatisfaction and 
directed complaints towards the company, he or she does not necessarily has to be “lost” to 
the company, a pleasing reaction and action can turn the annoyance to satisfaction. In many 
cases, a good recovery can turn upset customers into even more loyal customers and 
strengthen relationships (ibid). Customer retention has been shown to have a direct impact on 
revenue and profitability states Loveman (reported in Johnston, 2001). Loyal customers tend 
to buy more, and are willing to pay premium prices, and the company needs to spend less 
money on marketing activities, all of which increase revenue and profitability according to 
Johnston (2001). 
 
Companies need to understand that even though it is possible to retain dissatisfied customers, 
it can be difficult since not all customer complain to the company, out of 25 per cent 
dissatisfied customer, only 5 per cent finds making the effort of complaining worth while 
according to Kotler (2003, p. 459) and out of these 5 per cent, half of the customers report a 
satisfactory resolution. On average, continues the author, a dissatisfied customer gripes to 11 
other persons whereas the satisfied customer only tells three other people, this is also 
commented by Söderlund, (1997, p. 126) who finds that satisfied persons tells six other 
people, but dissatisfied customers gripes to 11 other persons. These reasons obviously mean 
that it is of high importance for companies to take care of customer complaints, but also since 
almost all displeased (95 per cent) will do business with the firm again if the complaint is 
handled quickly and in a satisfying way (Kotler, 2003, p. 73). Still, according to Brandt 
(2003) a common mistake that managers do is that they do not believe that it is worth time or 
effort to convert dissatisfied customers into satisfied customers. 

2.1.3 Improvement of processes within the company  
 
Brandt (2003) claims that companies do not think that service recovery can conclude in a 
significant financial payoff, or that the quality of customer support processes throughout the 
organization can reduce the need and cost of service recovery. Dolinsky (1994) focuses on the 
fact that complaints offer a unique opportunity to correct problems, provide constructive 
ideas, and improve product and services in order to create competitive advantages. One way 
of creating a competitive advantage is to strive for a functional two-way process of 
communication which is according to Assael (1995, pp. 649-650) a characteristic of a 
problem-solving approach to selling. Assael means that it requires an understanding of 
customer needs and an attempt to fulfill these needs through a two-way communication, 
which he emphasize since he finds that one-way communication is frequently used, even 
though companies claim to act more customer-oriented, since they have shifted from an order-
taking and a canned sales approach to a more of a problem solving approach.  
 
Blomqvist and Haeger (1993, pp. 88-90) find three main reasons why companies should listen 
to and communicate with their customers: to improve existing services, find possibilities how 
to develop new services and to strengthen customer relations. The authors states that service 
companies should learn more about how the quality of the service is perceived, how large 
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companies with many customers should handle and store customer information, the purpose 
of customer communication and what kind of loyalty and profits there are to expect to the 
company. Customer to company communication is crucial since it provides knowledge about 
flaws and mistakes made by the company, and how these issues can be improved (ibid). This 
is something that Brandt (2003) agrees with; customer complaints and service recovery can be 
used in order to improve the overall service quality, and therewith function as an 
economically advantage between the company and its competitors.  
 
There is however another type of possible communication that companies should be aware of; 
the absence of communication which is extremely alarming and perceived by customers as 
negative communication according to Grönroos, reviewed in Blomquist et al (1993, p. 86). 
The author claims that for example airlines might not be communicative about delays, which 
by passengers can be perceived as something negative.  
 
Learning from communication is crucial to companies, another example of how companies 
can learn from earlier mistakes can be to follow up and analyze lost customers, in order to 
understand the cause and processes where the crucial question might be: “is the customer 
pushed away by company actions (or inactions?) or being pulled away by competitors?” states 
Engel et al. (1993 p. 578). If they are being pushed away by internal factors as inadequate 
handling of complaints or a defective product, useful information is embedded in order to 
learn for future comings (ibid). The authors further state that if the customer is attracted to 
other competitors, market overhaul might be needed (op cit. p.579). 
 
According to Kahn (1995, p. 98) companies can ask for help from their customers when it 
comes to improving different processes within the company, for example service, and reward 
those customers. By locating dissatisfied customers, encourage them to make complaints, 
handling those complaints and on a continual basis measure customer dis/satisfaction future 
flaws can be redirected according to Blomquist et al. (1993, p. 88).  
 

2.1.4 Improvement of personnel aspects  
 
Van Ossel and Stremerch claim that complaints can be used to support the drive for 
continuous improvement by focusing managerial attention on specific problem areas 
(reviewed in Johnston, 2001). Johnston (2001) explains that complaints should lead to the 
identification of problems and action to ensure that such failures do not happen again. 
Improving operational and indeed organizational-wide processes may represent a cost to the 
organization and therefore have a negative impact on financial performance (ibid). On the 
other hand, continues Johnston, improvements may reduce costs in a long term perspective, 
not only processing costs, but costs associated with absenteeism and attrition as employees 
feel the effects of having to deal with unresolved problems and irate customers.  
 
Besides from the fact that employees on all levels within a company should be aware of 
company vision, rules and the importance of handling customer complaints, Frazer-Robinson 
(1999, p. 66) finds employee loyalty just as important as customer loyalty. The author 
describes how motivated, customer-driven employees create pleasure and satisfaction to 
customers as well as own well-being as long as this is encouraged by the company.  
 
One way of doing this can, according to Williams (1995, p. 85) be if organizations take the 
time to analyze customer complaints and turn them into useful data to learn from for all 
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employees of the company. Williams (1995, p. 87) though states that many companies do not 
use it although available. Feedback to employees in different levels can be designed as case 
histories to front-staff personnel, statistical analysis of different types of complaints to 
managers and overview of main trends to board directors since all members are not benefited 
by the same type of feedback (Williams, 1995 p. 88). Even though staff in different areas is 
encouraged to resolve customers’ problem, all complaints requires recording given that if the 
problem needs to be directed to another division, level or department the preferred time scale 
might fail according to Williams (1995, p. 81).  
 

2.2 Customer complaint handling 

2.2.1 Issues to consider when handling customer complaints 
 
Söderlund (1999, p. 80) states that companies can restore customer disappointment in 
different ways, where the following four factors seem to be most well-liked: price reduction, 
correct what was erroneous, employees on higher levels/ other employees take over the 
customer contact and/or to correct what were erroneous and also offer the customer additional 
compensation. Hart, Heskett and Sasser (1990) find a suitable recovery to be when the 
company reflects on how it should reply on complaints and what the customer should be 
offered in order to retrieve a even more perceived positive image of the company. 
 
The process, from an operations perspective, by which complaints are handled and customers 
recovered is discussed by Johnston (2000). He means that the design, planning, control and 
execution of these processes are core operations tasks. One of the issues Johnston finds 
important when handling customer complaints is having a complaint system that is easy to 
use, with a single point of contact for complainants. Brandt (2003) has similar opinions when 
emphasizing the importance of making it easy for customers to complain or give feedback to 
the company. This is something that Arnerup and Edvardsson (1992, p. 206) also find 
important since they find the main reason why customers choose not to complain when they 
do not know how and where to complain to get result from it, and therefore see it as waste of 
time to complain.  
 
Johnston (2000) points out another aspect that can be of importance when handling 
complaints which is being able to provide a speedy response, with a high reliability 
(consistency) to the customer, and keep the customer informed during the whole complaint 
process. This is strengthened by Vavra (1995, pp. 137-138) who finds it important that the 
company can offer a solution and get the customers agreement that this will solve his problem 
and recommends the company to provide a tracking system so the customer can participate in 
the resolution of this problem if the solution will take some time. Another issue considered 
important is to have a strict time scale (Williams, 1995, p. 81). A task that Johnston (2000) 
finds crucial is having staff that understands the complaint processes. Schlesinger and Heskett 
(1991) find it important to educate and train all staff; perhaps the most important aspect is to 
make sure that staff has adequate knowledge, manners, authorities and support. Brandt (2003) 
means however that the key issue, when handling customer complaints and recovering service 
is attitude. It does not matter how well-engineered the complaint handling is, the most 
important is that the customer is well treated when interacting with the company. 
 
According to Williams (1995, p. 79), the complaint system should be designed and set out in 
detail, and include description of exactly how complaints are to be handled and how 
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complaints handling is to be integrated into your organizations way of conducting business. 
The author continues by stating that although different organizations adopt different 
approaches, with different details, reflecting their business there are general issues that all 
companies should pay attention to. Williams (1995, p. 81) claims that formal 
regulations/institutions will make people more likely to be satisfied with the way the 
complaint was handled. 
 
How to handle outspoken complaints properly is discussed by Vavra (1995, pp. 137-138.) 
who discusses how the personnel shall meet the customer when a complaint is made. The 
employee should recognize and deal with the customer as another human being, a person with 
feelings, anxieties, even nerves. This can be made by acknowledging the spirit of the contact 
without necessarily validating its accuracy. Vavra finds it important to allow the customer to 
describe his problem completely, and states that complaint handlers should not interrupt even 
if they believe that they quickly understand the nature of the problem. Further, the author 
alleges that the employee shall express a sincere concern in the customer’s problem and 
situation and end with a sincere apology and a request for the customer’s future business. 
Johnston (2000) also recommends company to take customer complaints seriously.  
 
There are different opinions about who shall have the authority to solve the customer’s 
problem. Johnston (ibid) thinks that all employees shall be empowered to deal with the 
situation, while Williams (1995, p. 81) recommends that companies shall have procedures for 
escalation. On the other hand, Hart, Heskett and Sasser (1990) do see a problem with the 
practice of “escalating” complaints to a higher level when they are not solved since this can 
imply a heavy burden to everyone if frontline employees are capable of resolving only a small 
proportion of complaints (ibid.). Gummesson, (1999, p. 73) have similar opinion, when 
asserting that the person who receives the complaint is often badly trained, has low status in 
the organization, and little chance of contacts higher up in the hierarchy. Silly replies and 
explanations should therefore not in the first place be attributed to front-line staff but their 
presidents and top managers. Johnston (2000) points out the relevance of giving all the 
personnel easy access to the complaints process. 

The follow-up procedures should imply check up with the customers after resolution, states 
Johnston (2000). Vavra (1995) urge the company to recontact the customer one week later to 
assess his or her satisfaction with the way the problem was handled, and the solution the 
company provided. The best way to do this, claims Williams (1995, p. 81) is to have an 
effective registration system. Williams states that all complaints should be logged, because 
otherwise there is no possibility to know how many complaints one gets, what they are about 
or if procedures are followed. Johnston (2000) states that the data can be used to engineer-out 
the problems, and emphasizes the importance of using measures based on cause reduction 
rather than complaint volume reduction. Schlesinger and Heskett (1991) find the data to be of 
use in order to find critical issues within the service delivery system, where information 
gathered via different channels is compiled and worked through. The information can be 
helpful for further improvements in different areas.  

2.2.2 Complaint handling permeating the company 
 
Engel, Blackwell and Miniard (1993, p. 576) emphasize that companies should take good care 
of customers making complaints, and suggests that companies should establish “consumers 
affairs department” which aims at having someone within the company responsible for 
hearing the customers voice. The first step is to establish a guiding policy that takes all 
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complaints seriously, but according to Engel et al (1993, p. 577) organizational willingness to 
listen and respond to customer complaint decrease as the number of complaints increase.  
 
Gummesson (1999, p. 70) states that complaint management is becoming a discipline of its 
own. He means that in the spirit of modern quality management, a zero-defects strategy - 
always doing the things right the first time - should be pursued. Further Gummesson states 
that errors will occur despite the strategy, particularly in service production and that a positive 
way of dealing with the error must be designed into the customer relationship. In brief: 
combine stable reliability with excellent recovery. An often suggested theory is customer 
delight, not only meeting customer expectations, but giving a little extra (Gummesson, 1999, 
p. 70). This is also recommended by Jobber (2001, p. 12) who claims that the companies have 
the opportunity to exceed the customers expectations and needs by giving them added value 
which takes place when the customers expectations corresponds to important aspects 
perceived by the customer, or delighters that delights the customer even though absence does 
not imply dissatisfaction.  
 
Further, Blomqvist, Dahl, Haeger and Storbacka (1999, p. 139), state that critical events are 
crucial to companies since negative attitudes and complaints might follow, and by being able 
to identify what triggers positive and negative attitudes, the company can create a script 
prepared for different types of events. Gummesson, (1999, p. 107) finds formal 
regulations/institutions to be a good way to assure quality through prevention but also quality 
inspection and solution of disputes. He recommends that when the company sets up a system, 
all staff should be involved since they are likely to be able to suggest significant 
improvement, but also since that will make them more positive about implementing the 
procedure, other tasks are motivation and training of staff (ibid). 
 
According to Gummesson (1997, p. 162), data about customer satisfaction, such as customer 
complaints are of follow up character, since customer satisfaction comes up after the product 
or service is delivered. By this means the author that the customers take over or complement 
the traditional role of the company leaders.  
 

2.3 Summary of the theories 
 
After reading and analyzing theories regarding why companies can engage and take action on 
customer complaints, we find issues and concerns that are recurrent. There seem to be a 
common understanding that companies can learn a lot from dissatisfied customers, and 
therefore should encourage those who actually make complaints, since most dissatisfied 
customers never bother to communicate, perhaps because they do not expect a functional two 
way communication from the company and these customers will simply leave the business. 
According to us, most companies have financial goals and need profit to survive and we find 
that theories point out that customer complaint can lead to improvement within the business. 
This implies customer complaints that are being recognized and settled in a favorable way 
will turn these customers into even better, more profitable customers. This can be made if the 
personnel within the company know the visions and routines, and we understand that the 
attitude of the staff is very important. When handling complaints, a company can also 
improve processes that fails, which the company has not been aware of. This is according to 
different authors an important and inexpensive way of making things better within the 
company. In order to fulfill this, staff on all levels needs to know how and why they should 
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handle customer complaints. Therefore, customer complaint handling appears to be a matter 
to the whole company.  
 
This can also be seen when focusing on how companies should handle customer complaints, 
where we interpret that it is of great importance that companies have clear procedures for 
where the customer can leave their complaints. When the customer contacts the company, the 
response and attitude from the personnel seems to matter due to the fact that the personnel 
shall try to understand, let the customer express his or her feelings stand on the customer’s 
side and keep the customer informed. Another issue that we understand the importance of, is 
giving the customer the feeling that it is worth the effort to complain, that the result gets better 
than if not complaining, and hopefully solve the customer’s problem as soon as possible. 
Much of the emphasis is put on the importance of having formal regulations and institutions, 
with frequent logging of the complaints, which can be used also for follow up tasks. The most 
well liked restores of customer disappointment seem to be price reduction, correction of 
different levels of the companies’ personnel, and additional compensation. All this seems to 
require competent personnel that are aware of the benefits of complaint handling and 
empowered to make a solution. We understand that complaint handling is becoming a 
discipline of its own, a part of the policy. 
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3 Methodology 
 
The methodology chapter will describe the scientific approach we used in order to find 
answers to our research questions, and thereby fulfill the purpose of the thesis. First, we will 
describe the research strategy. Then, a description and motivation of how we selected our 
case companies and how the data collection was carried out, will follow. After explaining the 
choice of analytical strategy, the chapter will finally include a discussion regarding the 
quality standards. 
 

3.1 Research Strategy 
 
According to Denscombe (2000, pp. 9-15.) there are five different research strategies to 
choose between; surveys, case studies, experiments, action research and ethnographic. 
Denscombe (2000, p. 41) states that the main goal when performing case studies is to 
elucidate the general by analyzing the specific. Case studies investigate on the depth, and 
focuses on relations and processes, which mean that in this aspect, case studies tend to be 
more holistic than focusing on certain details (Denscombe, 2000, p. 42). Wiedersheim-Paul 
and Eriksson (2001, pp 102-105) and Yin (1994, p. 147) describes case studies as a way of 
gaining deeper understanding and knowledge about the selected cases. By making case 
studies, the researchers can study few objects in many aspects claim Eriksson and 
Wiedersheim-Paul (2001, p. 102) and Yin (1994, p. 12). 
 
Since our research in many ways was complex, focusing on the interaction between the 
company and its customers, we found case studies to be the best strategy to use. The fact that 
the research questions were answered from the companies point of view, strengthened the 
motivation of the choice of strategy. By investigating from this perspective, we considered 
that, by gaining a deep understanding of the case companies processes, relationships, attitude 
and overall way of working with customer complaints, we could get a holistic picture of the 
selected cases. If the questions would have been answered from the customers point of view 
other strategies, such as surveys, experiments or action research could have been considered.  

 

3.2 Selection of case companies 
 

One of the issues we considered when choosing case companies, was that we looked for large 
companies where the complaint handling, at least in most cases, involved a minimum of two 
divisions of the company. This matter would facilitate our possibilities to get an overview of 
the complaint handling within the business to consumer market and therewith improve the 
conditions for analyzing the empirical material.  
 
SAS, a Scandinavian airline, started in 1951. The company performs several hundreds of 
flights each day, which is executed with help from more than 20 000 employees in a number 
of countries around the world. My Travel includes charter tour operators as for example Ving 
and Always, Ving started in the 1950ies and My Travel has today approximately 500 
employees within Sweden. My Travel Northern Europe AB is market leader within 
Scandinavia, with 120 destinations in 25 countries. This means that both companies have been 
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active in the travel market for a number or years, they therefore ought to have experience 
from customer complaints. The reason for choosing two case companies within the same 
industry was that we aimed for being able to generalize. We will though point out that we 
believe that the generalization more easily can be managed within the travel and tourism area 
since other industries might act under other circumstances. Travel and tourism market were 
chosen since processes within that area offer multiple opportunities for failure to occur. 
Depending on the fact that these companies offer travel services, and services implies higher 
level of uncertainty than many other goods, we expected to find quite developed chains of 
customer complaints handling. The choice of My Travel and SAS is besides the above, 
justified by having good contact with key persons within the company. That helped us 
reaching and getting access to adequate persons for the interviews. 
 

3.3 Data Collection 
 

According to Denscombe (2000, pp. 101-105) there are four ways that can be used in order to 
collect data; questionnaires, interviews, observation and documentation. Denscombe (2000, 
pp. 106-107) describes questionnaires as a number of written questions, with the purpose of 
gathering information by asking direct questions and getting the answers from key persons, 
that is, straight from the source. He finds the method favorable when the respondents are 
expected to have the ability to understand the questions, and when the social climate is open 
enough to allow this kind of gathering of information. Denscombe (2000, p. 108) states that 
opinions and preferences can be expressed by the respondent when investigated through a 
questionnaire, this implies that he or she evaluates different matters rather than describes pure 
facts. But on the other hand, the author points out that it is likely that a questionnaire will 
contain questions regarding facts as well as opinions. 
 
Further, Denscombe (2000, p. 132) finds interviews to be suitable when there is a need to 
gather detailed data from few respondents, but one has to ask oneself before conducting 
interviews whether the study needs this kind of information and if it will be possible to rely on 
the materiel the few respondents provide the researchers with. Denscombe (2000, p 135) 
describes semi structured questions as a list of subjects that will be handled, but with 
awareness that the new questions may arise during the interview, but also that the respondent 
should be able to speak freely and develop their train of thoughts, even if the researcher 
decides the order of the questions. Denscombe (2000, p. 133) finds interviews to be suitable 
when the collected data is based on privileged knowledge, that is information from key 
persons.  
 
In this study, we choose to use questionnaires (Appendix A), followed by interviews 
(Appendix B) because it seemed to be the most appropriate method in order to receive a deep 
understanding of the subject. Since we had contacts within the companies that lead us to the 
adequate respondents for this thesis, we found the willingness to cooperate to be sufficient. 
Therewith we found that the social climate was open enough to gain valuable information, 
containing both facts and opinions, by using questionnaires. The questionnaire contained 
simple as well as complex questions, with instructions to the respondent to develop and 
express their own thoughts when found necessary. 
 
Since we alleged that there might be a need for clarifying certain answers and/or follow-up 
questions, we decided that interviews would be appropriate after analyzing the answers from 
the questionnaire. But also since certain questions may be more suitable to handle in an 
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interview than a questionnaire, mainly those who required detailed information from the 
respondent. This way of collecting data agreed with the requirements of the respondents. The 
interview implied semi structured questions, which were built on the answers from the 
questionnaire, with knowledge that we might ask new questions built on information from the 
respondent when the interviews took place. Focusing on the company’s view point of 
customer complaints, we figured that these methods with accurate staff would provide us with 
useful information. We found our respondents very accommodating during the time this thesis 
was conducted, which made us comfortable with the choices of data collection, since both 
questionnaires and interviews required an open climate between us and the respondent. Both 
the questionnaire and the interview questions were tested on three different persons with 
experience of working within the travel industry. 
 
Another aspect to consider when gathering data is according to Denscombe (2000, p. 204) 
whether the information can be generalized as mainly qualitative; where words are central, 
with a descriptive technique in a small scale study or quantitative; where digits are central and 
are mostly connected to analysis within large scales. Although described as mainly qualitative 
or quantitative, there is no opposition between the two (ibid.). Holme and Solvang (1996, p. 
78) describes a qualitative approach as one or few objects studied in depth, in order to receive 
a better understanding of the problem and thereby gain a profound knowledge. Even if our 
empirical investigation is mainly grounded on qualitative data, we did not discard numbers or 
digits which had an impact on this thesis, for example statistic data and/or costs to the 
company. We agree with Denscombe that no investigation is either qualitative or quantitative; 
it should be an open minded mix in order to find the most trustworthy answers and thereby 
fulfill the purpose of this essay. 
 
In order to start the data collection regarding SAS and My Travels handling of customer 
complaints, we begun by establishing telephone contact, using own connections with key 
persons in order to find the most suitable staff to interview. The contact was established in the 
same manner at both companies and we explained our mission to employees responsible for 
handling customer complaints and customer relations. Katarina Imhauser, Director of 
Customer Relations became our contact person for SAS, and Lill-Anita Sonnerbo, director of 
KSS, Kund och Säljservice (customer and sales service) of My Travel. Since Sonnerbo found 
another person within the department to be more accurate, we established contact with 
Monica Hedberg, who became the respondent of our questions. 

 
Both of the company’s representatives wanted us to send the questionnaire by e-mail, in order 
to be able to answer our questions as truthfully and adequately as possible, since certain issues 
might be time consuming to ensure during an interview. We made sure that once the 
questionnaire was responded to and sent back to us by e-mail, we were welcome to make a 
more detailed personal interview, by telephone with speakers, since the two of us wanted to 
be able to listen to what the contact person had to reveal. After we received the responses 
from our contact persons, we analyzed the answers in order to find out what we wanted to 
know more about or issues that needed to be straightened out. Once this was done, we created 
an interview guide based on the answers, with the interpretation that new questions may occur 
during the telephone interview. We choose to use tape recorder so that no information would 
be lost, although the interview were carried out mainly by one of us talking to the respondent, 
while the other researcher took notes. Immediately after the interview session, listening and 
reading of the gathered material took place, due to the fact that we wanted to keep it close to 
mind, and not let time pass which could make the analyzing of the data more difficult and 
untrustworthy.  
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Both interviews were performed by the two of us and the respondent, and took approximately 
40 minutes. When ending the interviews, we asked the respondents whether we could contact 
them again by e-mail or telephone in case we still had more questions. This was not a problem 
to none of the company representatives. Once the questionnaires and interviews were carried 
out, the information was thoroughly analyzed by the both of us. This was our empirical 
material, based on the handling of customer complaints within two large, Swedish companies, 
and was to be compared and investigated together and apart from the theories we found. 
 
This way of collecting data implied interference from the authors of this thesis, and 
Denscombe, (2000, p. 206) states that the central point of qualitative research, for example 
when analyzing what was said on an interview, is to include the researcher since he or she has 
great impact on interpreting the collected data. Questions are often issued as the study 
develops and during the research work (Denscombe 2000, p. 207). Theories and methods can 
be developed and tested as a part of the ongoing process, and the researcher can therefore not 
know how many and/or which people or actions that will be involved until the end of the 
investigation (Denscombe 2000, p. 207). 
 

3.4 Data Analysis 
 
In order to facilitate to the reader, we have chosen to divide this thesis by our research 
questions, within the theoretic part, handled in chapter two, as well as the following chapters 
regarding empirical material and analysis/reflections. The analysis made by comparing 
theories from chapter two with the gathered empirical material, which was collected by 
questionnaires and interviews. 
 

3.5 Quality Standards 

3.5.1 Validity 
 

The classical criteria for validity is whether the research tools are neutral measurements, and 
if they would give the same results in other occasions, applied on the same object 
(Denscombe, 2000, p. 250). When having a high validity, the purpose and nothing but the 
purpose is investigated (Thurèn, 2000, p. 22). Since both the investigated companies asked for 
questions in advance, we put together a questionnaire which the respondents answered and 
later on returned to us. Both the questionnaire and completing questions were tested on 
experienced persons; this could have raised the validity. Further we find the completing 
questions to be important in order to avoid misunderstandings and therewith raise the 
reliability. This implies risk for biases since we did not meet in person, and therewith did not 
have as high level of interaction as in personal interviews. For example we could not analyse 
the respondents body language, and the respondents had time to think about how to answer 
the questions, which implies risk for adjusting the answer in order to make the company look 
better.  
 
Another factor that may lower validity is one of our choices of data collection; questionnaires, 
which according to Denscombe (2000, p. 107) is to be used when one need to reach a great 
number of respondents and the questions are relatively uncomplicated. But since both contact 
persons showed great enthusiasm when it came to follow-up interviews in order to develop or 
clarify questions, we find the validity to be quite high, due to the combination of 
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questionnaire and interview. Besides that, there might also be a possibility that the validity 
actually strengthens by sending questions in advance, since there might be information that 
needs to be checked in order to be able to give the researchers truthful answers.  
 
Both questionnaires and interviews were conducted in Swedish, since that is mother tongue 
for all participants, which was later on translated to English by us. The fact that it was 
translated may mean reduced validity, but it is also possible that we found out more since the 
respondent could express themselves more freely in Swedish than English. 
 
The studied companies may imply sources of dissatisfaction to customers, we hope that it will 
be possible to generalize and compare this study with other companies around the world if 
one would prefer to do so. There might be difficulties comparing to other business areas since 
all business areas implies aspects and circumstances that characterizes that specific area, and 
can not be found in other industries. We choose to investigate large companies, with more 
than 500 employees, where handling of customer complaints often involved staff on different 
levels, sometimes without a direct channel from the dissatisfied customer to the person able to 
handle the complaint. This can make the handling of customer complaints more complex. 
 
We do not, however find it as easy to conduct the study the other way around; investigating 
small companies with few complaints in order to be able to generalize and compare to bigger 
companies, handling more complaints. This is because bigger companies implies more 
employees on different levels handling a large amount of customers, while small companies 
have tighter bonds and communication channels, both within the company but also to their 
customers.  
 

3.5.2 Reliability 
 
Reliability means a correct way of measurement, and that the same method can be applied by 
other persons, on the same material (Thurèn, 2000, p. 22). If so, the research is inter 
subjectively testable, and differences between different personalities of the researchers can be 
disregarded (Thurèn, 2000, p. 22). When it comes to the reliability in this thesis, we find it to 
be as accurate as it can possibly be when dealing with human beings; that is, human being 
changes and develops, therefore we have collected theories that are confirmed but the 
empirical part of the study may differ since it is all about human interaction between the 
respondents and us researchers. 
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4 Empirical study of SAS and My Travel 
 
The empirical part of this thesis is built on information from questionnaires and telephone 
interviews, with Katarina Imhauser Director of Customer Relations (CR) for SAS and Monica 
Hedberg, Customer and Sales Service (KSS) for My Travel. This chapter will follow our 
research questions, with data from the respondents expressed side by side. 
 
Katarina Imhauser is the director of SAS Customer Relations (CR), where she, together with 
22 colleagues work with customer recovery and proactivity. The CR department of SAS 
represents the complaining customer to the company when the errand is being handled. This 
implies that staff in the department functions as customer ombudsman. Monica Hedberg, is a 
handling officer at the Customer and Sales Service (KSS) of My Travel. The KSS department 
aims to handle customer complaints as well as provide help to My Travel staff at different 
levels and departments when it comes to customer complaints issues.  
 
According to Imhauser, After September 11, 2001, SAS like most airlines has suffered from 
difficulties regarding declining passenger numbers and increasing costs, together with a more 
and more competitive environment. This is something that Hedberg also emphasizes has been 
significant for charter tour companies, and since both Imhauser and Hedberg have worked in 
the companies more than 20 years, they have extensive experience. Imhauser describes the 
atmosphere within the company as concerned, and a wish for stability since much 
reorganization within the company has taken place but also as a customer oriented company, 
and with this comes the acknowledgement and handling of customer complaints. Hedberg 
claims My Travel to be creative and service minded, with constructive management 
  

4.1 Purposes of customer complaint handling 

4.1.1 General purposes of customer complaint handling 
 
When it comes to why SAS handle customer complaints, the main reason according to 
Katarina Imhauser is that the company knows that dissatisfied customers spread their 
annoyance much more than satisfied customers spread goodwill to other people, but also since 
it is expensive to retain customers and more inexpensive to keep the old ones. Anther reason 
is that the company wants to improve in different areas,”we can be better”, as Imhauser 
claims. She continues by stating that the company encourages customers to seek redress of the 
same reasons. This means that SAS focuses on satisfying the customer, which can imply that 
processes may change. Personnel issues, as information, feedback, responsibility and 
motivation are not acknowledged in the same extent as customer and processes tasks. 
Although this is the way things are at the present, she finds that it could be positive to focus 
on personnel questions, since this would possibly improve processes which in the long run 
will satisfy the customers, but that all three parts are important when it comes to handling 
customer complaints.  
 
Monica Hedberg at My Travel claims that the main purpose of the company’s complaint 
handling is to make the customer satisfied, but she also emphasizes that a complaint also 
implies information that helps the company to acknowledge flaws and/or weaknesses within 
the company that can be adjusted, and this is often being made with help from their data base. 
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It is important to handle the complaint seriously since satisfied customers’ returns to the 
company, states Hedberg. She also emphasizes the importance of the personal meeting and 
continues by saying that when the handling is made to the customer’s satisfaction, it can 
strengthen the relationship. If not taking the complaint seriously, Hedberg means that it 
creates irritation and mistrust for the company. Further, she states that My Travels` customer 
complaint handling functions very well, and does not think that it is possible to improve it 
very much. She finds one aspect though; having more employees taking care of customer 
complaints in order to be able to handle complaints faster than today. 
 

4.1.2 Improvement of customer relationships  
 
When services and processes are changed within SAS due to customer complaints, it is 
compared to costs to the company, and afterwards evaluated to see if it is worth it. The main 
reason why changes may occur (if found financially acceptable) is that the company wants to 
satisfy the customers. For example, at the present, SAS tests selling sandwiches on flights 
between Stockholm and Gothenburg since many customers have asked for the possibility to 
get or buy meals on flights. The goal is to make their customers more satisfied with the on 
board service, and in the long run more pleased with SAS as an airline. 
 
Statistics and the knowledge of the CR employees are used when it comes to decide whether 
complaints should be taken to higher levels within the company. Most complaints concern the 
individual customer and are handled by SAS to satisfy this person, in order to keep him or her 
as a customer. Since most complaints are of the same caliber (baggage handling as delayed or 
lost luggage) there are standardized solutions worked out that strives to quickly please the 
customer. But since certain issues, or customers, need a more specialized solution, SAS 
choose to use individually adapted handling of the complaint, with the goal to make the 
customer happy. When it comes to customers who has left the company, no follow up is made 
to find out if the exit is made due to dissatisfaction/complaints that has not been handled to 
the customers’ satisfaction. 
 
Since the database has been used all the way from filing the first complaint, it will help CR 
when being designed to keep all useful information, and will also aim to find a fair solution 
no matter if the complaint is handled the first or second time. Even though there are many 
reasons why SAS use a database, one of the most important is to be able to gather and manage 
information regarding customer complaints in order to find the best solution to the customer 
and thereby hopefully, keep him or her as a customer. Hedberg at My Travel finds the 
information within the database to be a good way of getting detailed statistics of what, where 
and when the customers complain which aims at increasing customer satisfaction. This is also 
used in order to inform coming customers who may have booked a charter trip but has not left 
Sweden yet, for example if a hotel is not as quiet as the catalogue claims the customer would 
perhaps like to switch hotel. 
 
Another reason why the database is important is that Hedberg finds customers to be better 
informed about their rights and how to express their dissatisfaction today, than 10-15 years 
ago. She means that the expectation of the company has increased which affects and 
influences the purpose of having a well functioning customer complaint system. The 
personnel receiving and handling the complaint ought to do this with kindness and 
understanding, since My Travel requires this attitude in order to satisfy the customer. Another 
aspect aims at pleasing the customer, which is why My Travel wants to handle all customer 
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complaints within three weeks, since the company has found that a respond time on 4-6 weeks 
creates a huge irritation. Hedberg states that no follow up are made of customers who have 
left the company since she supposes that customers that are not satisfied contact the company 
again for another solution. She also means that follow up can make the customers 
dissatisfaction even bigger. By this, Hedberg means that there is a risk that the customers do 
not want any interference after the complaint is finalized. She states that when it comes to 
customers that have left the company, no analysis and/or follow up are made, except some 
questionnaires regarding different aspects, although Hedberg could not give us an example. 
  

4.1.3 Improvement of processes within the company  
 
As earlier stated, SAS does not follow up prior complaints or customers who have left the 
company. Not to learn about customers, or to find out if there are processes that has affected 
customer dissatisfaction, although this has been discussed and Imhauser finds it to be a good 
idea. She means that this would imply analysis and information to/from different parts of the 
company but at the present, due to the major changes the company is going through, this is 
not possible. Examples are the dismiss of 300 out of 2700 cabin attendants and 
reorganizations which has lead to employees working in other departments than they used to 
do. Imhauser states that when the changes are made, and the work climate has calmed and all 
employees feel safe then the ambition is to learn from prior complaints in order to improve 
the own business. This implies usage of the database, whereas the data system is important 
also when it comes to why the company needs to have a functioning system that logs essential 
information.  
 
Imhauser reveals that SAS has earlier used focus groups, with customers when the company 
wanted to communicate and learn more about what the customer thought of SAS. This could 
concern new destinations, service handling or what the customer wanted SAS to improve, but 
today is the former department (Customer Search) dispersed due to the earlier mentioned 
reorganization. Although nor she or Hedberg at My Travel have any numbers, they both find 
the handling of customer complaint worth it financially since they find dissatisfied customers 
extremely expensive to their companies. 
 
At My Travel, Hedberg too means that the data base, where all complaints are logged, helps 
KSS to give recommendations of improvements to the departments concerned, for example 
hotels, flights, destinations, marketing and activities. Further she says that the most common 
is that the complaint occurs on the destination, which means that the local service manager 
gets the information and responsibility for improvement. The database used by My Travel is 
designed to fulfill many purposes, where one can be described by the following example: a 
storm sweeps over Mauritius and all guests need to change hotels, then the information is 
logged in the data base and if and when customers might complain, KSS is prepared and able 
to give a good answer. It is also of great use for the sellers, since it contains information about 
for example misleading marketing and changed circumstances on the different destinations.  
 
The information that is logged every week in the data base gives, according to Hedberg 
valuable and easy to read information to the whole company which can make quick 
improvements on destinations. Further she claims that KSS takes responsibility in an early 
stage, in order to acknowledge if the number of complaints is deviant in the different areas. If 
so they do not wait for the monthly statistics.  
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4.1.4 Improvement of personnel aspects  
 
Within CR, the climate is informal and all employees share their knowledge so that customer 
complaints will be handled in a good way, according to Imhauser. The employees get 
feedback and information about earlier cases from each other which will motivate them to do 
a good job. Many of the employees (68 per cent) at the department have recently moved there 
from other departments. Imhauser says that she is aware of the fact that these members of the 
staff needs to find their role, so that customer complaints will be handled the way the 
company wants to.  
 
When a complaint case has received a positive answer from a customer, this will be passed on 
to staff in CR on department meetings, which according to Imhauser is positive feedback 
which will motivate the staff. The company tries to motivate all staff how to take care of 
customer complaints by educations and at CR, the individual employee gets praise or a 
flower. By this, the company hopes for the employee to feel appreciated and to perform the 
complaint handling the way the company desires. Another example is that CR lets all 22 
employees in the department decide what way to perform their own work, together with 
instructions, help and guidelines, in order to feel responsibility so that complaints will be 
handled in the way the company prefers. 
 
Hedberg at My Travel describes one of the reasons with a functioning data base, when it 
comes to personnel issues as the possibility to find in the data base examples like which 
marketer is best on marketing and who is a good problem solver and does not have to send the 
complaint case to KSS. Hedberg means that this information has to be seen in proportion to 
the size of the destination and number of customers, therefore a measurement has to be made 
in per cent.  
 
My Travel uses a bonus system, which implies that when the company is doing well, all 
employees gets a temporary raise which is due to motivate staff to do a good job, not only 
concerning customer complaints but as a whole. At KSS, alike SAS, the atmosphere is relaxed 
and praise can come from senior management, or with an occasional cake when having a 
coffee break. These actions are motivators to the staff at KSS, so that the employees feel 
appreciated. 
 
Staff at charter destinations can besides the compendium “Aktiv Kundservice” (Active 
Customer Service) contact KSS to find advice concerning customer complaints, in order to 
gain knowledge. My Travel does not want front line staff, as for example guides to carry 
money which could serve as quick compensation and therefore all complaints are brought to 
the service manager, who decides what kind of compensation should be offered. After this, 
the compensation may be delivered by front line staff but the decision is not made by them. 
Hedberg describes this as the service manager being freer, with own responsibility, and that 
front line staff, for example guides are more concerned with work tasks as outings with 
customers. 
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4.2 Customer complaint handling 

4.2.1 Issues to consider when handling customer complaints 
 
SAS has a formalized customer complaints plan, which is a part of a compendium called 
Scandinavian Airlines Passenger Service Commitment/General Conditions of Carriage. This 
compendium includes issues concerning quality and service before, during and after the 
travel. It is updated when found necessary and the latest edition can always be found on the 
website. The company has several channels for customers to use when filing a complaint; 
occasional inquiries like questionnaires, fax, telephone, e-mail, mail, on board magazine 
“Scanorama” and time table where the two latter includes addresses. “Letter to the president” 
is a formalized script which is handed out to customers from employees and is to be used 
when a customer feels displeased. Here, the customer can describe in own words and state 
his/her opinion. 
 
SAS finds themselves to encourage the customers, and making it easy to perform the 
complaint, by having the above mentioned channels. SAS goal is that no complaint should 
take more than 21 days to handle. Each day, CR receives about 100 phone calls which make 
this channel the most used, and according to Imhauser the one that works best. She estimates 
that out of all complaints that reaches CR, about 80 per cent of the customers feel satisfied 
with the final solution.  
 
My Travel, like SAS has a formalized plan of handling customer complaints, a policy 
compendium called Aktiv Kundservice (Active Customer Service) which serves mainly the 
staff on destinations, which aims to solve the problems directly, instead of leaving the 
customer dissatisfied during the whole vacation. Hedberg states that a great part of the staff is 
helped by the Active Customer Service, and if there are any problems or questions, they can 
call KSS. Unfortunately, we do not have access to the Active Customer Service, since it is 
confidential material. 
 
Hedberg at My Travel also claims to encourage their customers to complain, orally when 
arriving at the welcome meeting on the travel destination, or when handing all customers a 
questionnaire when leaving the destination. She finds these questionnaires, which are logged 
every week to be a great resource for gathering valuable information. The frequency of 
responds is 25-30 per cent which Hedberg finds high. Other channels to encourage My 
Travels customers are the catalogue and web site, which are mainly used after the customer 
has returned from the travel destination. She means that the company requests the customers 
to perform their complaints to My Travel on the destination, with the motivation that it is the 
easiest and quickest way to solve the problem since this is “best for the customer and least 
expensive for the company”.  
 
Both Imhauser at SAS and Hedberg at My Travel claim that 80 per cent feel satisfied with the 
final solution. Imhauser means that gratitude letters shows that her judgment is right. 
According to Hedberg, My Travel, just like SAS aims for a maximum of three weeks of 
complaint handling per complaint case. Due to the fact that My Travel lately has made several 
reorganizations this goal has not been reach all the times, but the strive is to lower the time for 
responds to the time limit that earlier could be reached. If not My Travel is able to end the 
case within three weeks, a confirmation letter is always sent out directly to the customer. 
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When it comes to compensation to dissatisfied customers, the recovery can be individually or 
standardized, SAS uses both methods. Since baggage issues are the most common source of 
customer complaints, SAS has a variation of formalized solutions for these issues. An 
individually tailor made solution can be setting up a meeting with some of the responsible 
within SAS in order to give the customer an apologize and explanation. All customers might 
not want financial compensations, then a sincere excuse and profound information about an 
occurrence may solve the problem says Imhauser.  
 
When handling complaints, CR compares the compensation to the price of the airline ticket, 
where a low air fare ticket may not give as high compensation as a more expensive one. But 
Imhauser states that all customers still need to be treated equally, and that everybody has a 
right to have their case tried in a just way. There are times when the company offers not 
cause-related compensation; this could be a free meal at Mc Donalds for a family with 
children, who were delayed due to weather conditions. Generally, says Imhauser, are 
compensation related to the air service (everything connected to the service the customer 
purchases and the airline can affect) more standardized. 
 
My Travel shows similarities to SAS when compensating the customer. The company has 
also, during the years developed a clear opinion about how to compensate their customers. 
The compensation is based on a percentage of the price of the journey that stands in 
proportion of the damage. Some “damages” have a standardized compensation, but individual 
judgments can also be made. The most common complaints concerns hotel standard, 
destination issues, and flights. Hedberg gives an example: When the pool is broken, it can 
lower the total experience of the journey. If the damage is really grave, a price reduction 
which is a percentage of the total journey can be made. 
 
If the customer still is not satisfied, there is a possibility to precede the case to a secondary 
judgment. If My Travel finds that an issue receives many complaints in the same area, the 
compensation can be raised. My travel has many years followed the norms, decisions and 
praxis of Allmänna reklamationsnämnden, the National Board for Consumer Complaints 
(ARN). If the problem still is not solved to the customer’s satisfaction, after the handling of 
My Travel he or she can contact ARN that makes an impartial judgment for free, but Hedberg 
emphasizes that this is rarely made. Hedberg claims that My Travel always follows the 
recommendations and decisions of ARN states which help them to find the limits for 
compensation. Except for the recommendations of ARN, My Travel also has a written policy 
that is reprinted every year, where different types of cases are described. Both companies aim 
for meeting, not exceeding customers’ expectations of recovery, since the rules and 
compensation are sufficient and if the customer still is not pleased, the task will be regarded 
again if contacted by the customer. If a complaint is handled in a proper way according to the 
customer, Hedberg finds that an even stronger relation to the customer may occur, that is the 
customers express their satisfaction and stays with My Travel as a customer.  
 
As earlier mentioned, the compensation is based on a standardized percentage of the price of 
the journey that stands in proportion of the damage, but a part of the policy is also to listen to 
the customer individually. Hedberg gives an example that for a family with children, a non 
functioning pool can cause great displeasure of the total experience of the journey, and shall 
therefore get more compensation than a person that would not have used the pool anyway. No 
compensation is given if a person does not make a complaint. Hedberg describes the main 
issue as treating all the customers the same way and giving the customer the same rights, but 
at the same time being aware of the individual needs. All customers shall be treated the same 
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way, no matter of price of the journey, the way of expression when complaining, or the 
frequency of traveling with My Travel. The compensation is most of the times monetary 
refund, but My Travel can also give flower vouchers when the complaint is not justified for 
compensation, but the customer still is considered to have been mistreated. Hedberg claims 
that the customer sometimes wants an excuse instead of money, and then the company 
apologizes to the customer.  

 

4.2.2 Complaint handling permeating the company 
 
Within SAS, all staff goes through three weeks of education when first entering the company, 
where customer complaint handling is discussed. CR also visits different departments as sales 
offices occasionally, and one day brush up courses takes place each year. Sometimes frontline 
and CR staff needs to explain to customers why compensation will not take place, even 
though the customer claims this, and SAS desires that all staff should be able to discuss 
rationally and friendly.  
 
When a customer delivers a complaint, it is likely to be directed to the SAS staff at different 
airports, cabin crew or sales personnel if not sent to CR via the channels that were described 
in 4.1.1. The desired attitude of the employee, according to Imhauser is to be emphatic, 
positive and not to disbelieve the customer or use a defensive attitude. This means that SAS 
accepts that a mistake has been made by the company. If the case is not settled at once, the 
employee gets back to the customer in a short while to explain what will happen next or how 
to proceed. Airport and on board staff is entitled to make decisions about compensation to 
customers, although the options are formalized and decided by the company. What is decided 
by frontline staff is the level or grade of compensation, for example if a passenger should be 
offered a new bag or a refund if the baggage was damaged. On board flights, the staff can 
offer displeased passengers “Pilots check” which implies an amount of money decided by the 
pilots and/or cabin attendants is handed to the passenger. Imhauser means that staff needs to 
follow directions and mainly standardized solutions, but that a personal judgement is 
necessary. SAS wants to solve problems as prompt as possible, preferably by the person who 
receives the complaint, but Imhauser claims that this is often not possible in order to find the 
best solution. 
 
About 10 per cent of all customer complaints are solved by the person receiving the 
complaint, the rest affects CR in some way. If the customer is not pleased with the way a 
complaint was settled with frontline staff, he or she can contact CR who makes a new 
judgment based on earlier information from concerned staff with help of data system. This 
means that data is gathered by administrative people at CR, who presents the case to the 
ombudsman/handling officer within the same department (CR) who analyzes and works out a 
solution.When many customers complain about the same factors, Imhauser concludes the 
information and communicates the information to staff at other departments, this has for 
example lead to a reopening of a business lounge at Arlanda airport.  
 
According to Hedberg, My Travel acknowledges customer complaints by representatives on 
the destinations, which is most common, or at KSS after the homecoming. Hedberg finds it 
important that the staffs who handle the customer complaints shall be good at interacting with 
different types of people. She says that it is important to be able to express oneself well, both 
when speaking and writing, but also to not take complaints personally. My Travel encourages 
their staff to listen to their customers, to do whatever they can to solve a problem and always 
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check that the problem really got solved. Education of staff stationed at charter destinations is 
made when entering the company, and brush up/follow up education takes place for service 
managers at destinations regarding how to handle customer complaints, and is to be used 
together with the earlier mentioned compendium “Aktiv kundservice” (Active customer 
service). 
 
At My Travel, Hedberg describes that the company’s ambition is to give the customer a quick 
and friendly answer, which follows the way SAS acts, and My Travel too offers a 
compensation that according to Hedberg is reasonable both for the customer and the 
company. If the problem is not solved on the destination, Hedberg describes that when KSS 
receives the complaint, an investigation about the case is made to find out what the customer 
has bought, why there is a deviation. Then a handling officer makes an investigation and 
analysis. After this, KSS contacts the personnel involved who gets the possibility to comment 
the complaint which leads to KSS decision of the outcome, what answer and compensation to 
give the customer. The offered solution is sent to the customer in a letter. Frequent or serious 
complaints can be taken to a higher level within the organization. Hedberg emphasizes that 
the complaint handling pervades the whole company but also that a complaint handling is not 
”well working” if it reaches KSS, since the case is not solved on the destination. According to 
Hedberg, approximately 50 per cent of the customer complaints are solved by the person 
receiving it. 
 
SAS logs all complaints; this implies registration and coding of all errands all the way from 
the start to the end. This means interaction between airport stations, where PIR (passenger 
information reports) registries mainly baggage issues, on board reports are filed by cabin or 
cockpit staff and CR´s own notes and information. With this database SAS gathers all 
information regarding a complaint which is the responsibility of all concerned staff to file, but 
also helps all concerned staff. This system also implies data about, for example, take off times 
for flights and what time the customer were checked in and this means that if uncertainties 
occur, facts can be found which helps staff and customers to a just conclusion. Imhauser 
considers the system to be effective and to fulfill its purpose. Parts of the same system are 
also used for statistics, for example when there is a need to find similarities. Sometimes other 
systems that gives statistics, as frequent delays or matters concerning certain destinations can 
be used together in order to gain understanding. The data system means that from the start, 
when a customer makes a complaint at an airport or on board for example, all actions can be 
found which helps CR to make a fair settlement when deciding if and what kind of 
compensation that is going to be offered. 
 
Also when it comes to logging and registration, there are similarities between SAS and My 
Travel. Hedberg says that all the customer complaints are logged by booking number in a 
computer data base. Every case is coded in a group, for example hotel, flight, marketing and 
service. In every group, more detailed information about the problem can be read, for example 
date and description of the codes that are logged. All the information is kept in the data base 
until the problem is solved. After that, the solution is logged; how much the customer has 
been offered in compensation and why. The data base helps My Travel to reveal statistics that 
facilitates the evaluation of the destinations as a whole, states Hedberg. She finds the system 
to work out well; especially when it comes to handle and evaluate complaints where monthly 
statistics are made, but mention that the fact that the code only gives one main reason for the 
complaint can create problems since some complaints consists of issues that consider several 
areas. The complaints can also include”grumble” which My Travel responds to, but does not 
log. 
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5 Analysis 
In this chapter, we will conduct an analysis by compiling and comparing empirical data from 
chapter four, together with chosen theories from chapter two. 
 

5.1 Analysis of customer complaint handling purposes 

5.1.1 General purposes of customer complaint handling 
 
According to Johnston (2001) all companies strives for enhanced profit, and the financial 
performance is affected by the complaint culture within a company; that is customer 
satisfaction, complaint processes and employee attitude. When compared to information from 
the respondents, we find that SAS as well as My Travel acts mainly consistent with these 
theories since the overall goal with their complaint handling is to satisfy their customers and 
to improve the own business. Even though both Imhauser and Hedberg point out the 
importance of the attitude of the staff, this is not something that nor respondent claimed to be 
significant when it came to why the company handled customer complaints.  
 
Kim et al (2003) find handling of customer complaints to be a possibility to protect 
profitability, improve customer service and produce more loyal customers. We find that both 
company acts consistently with the theory, and one example comes from Hedberg at My 
Travel who claims that complaints can reveal weaknesses within the company, which thereby 
can be changed and improved. And as Imhauser at SAS puts it, “we can be better”. Kahn 
(1995, p. 97) and Söderlund (1997, p. 126) also finds it important to encourage customers to 
perform complaints when dissatisfied since these customers can become even more loyal 
customers in the future, Hedberg at My Travel states that customers who have found the 
complaint handling positive, returns to the company and that the relationship thereby has 
strengthened. The theory is consistent with SAS as well, since Imhauser finds it expensive to 
retain customers. She also states that the company encourages their customers to perform 
complaints, of the same reason. 
 
When comparing Söderlunds (1997, p. 126) theory that dissatisfied customers spread their 
annoyance to more people than pleased customers do, to information from Imhauser at SAS, 
we find consistency. She means that dissatisfied customers tend to tell their friends in a higher 
extent than do pleased customers, which can put the company in a negative position.  
 

5.1.2 Improvement of customer relationships  
 
Arnerup and Edvardsson (1992, p. 213) find customer complaints to be something positive 
which can improve conditions which can strengthen relationships to the customers and SAS, 
as well as My Travel uses customer complaints that are delivered by many customers, or 
specified complaints to change processes and/or actions within the company with the goal of 
satisfying their customers. This means that theories and actions of the companies agree, and 
an example of this is the decision of reopening a business lounge at Arlanda since SAS 
customers’ complained about the closing of the lounge.  
 

 27



Analysis 

Both companies, but especially My Travel, emphasize the use of data system/data which 
implies all information and actions taken concerning the issue when handling customer 
complaints in order to find ways of changing/improving tasks. These changes aim for 
satisfying the customers and strengthen the relationships, even if Imhauser at SAS points out 
that that financial aspect needs to be considered before actions are taken. The data system/data 
base for both companies also includes data which provides for a fair judgment.  
 
According to Hedberg at My Travel, customers today have more knowledge considering their 
rights as customers, and therefore My Travel strives to keep a functioning complaint handling 
system so that good relationships can remain, but also that solutions should be acceptable for 
the own company. We find this consistent with Dolinsky (1994), who finds customer 
complaints to offer opportunities to the company to provide constructive ideas which in the 
cases of SAS and My Travel also implies use of their data base/system. Hedberg at My Travel 
finds the factor that the database can be used in a preventing aspect as customer oriented. One 
example of how “customers help customers” via My Travel, is when complaints are used to 
inform and help future customers regarding issues that the company have not noticed.  
 
By using a two-way communication with the customer, Assael (1995, pp. 649-650) finds it 
possible for companies to gain competitive advantages and both respondents considers 
themselves to act friendly, open minded and not to disbelieve the customer, which to us 
means that the companies strive for a two-way communication. According to Gummesson 
(1999, p 73) the settling of a claim/complaint must be constructive, and not just a mechanical 
routine which if handled appropriate can strengthen a relationship. When the company is 
offering the compensation, it can be standardized in order to satisfy the customer quickly, or 
individualized since there may not exist a standardized solution, or the customer does not 
settle with the standardized solution. This too agrees with both Assaels and Gummessons 
theories, Imhauser claims that they act this way since they do not want to be known as an 
unreliable company which can be considered a competitive advantage to the company.  
 
Learning from communication is crucial and companies can learn from customers who has 
left the company according to Engel, Blackwell and Miniard (1993, p. 578). Söderlund (1999, 
p. 80), and Gummesson (1999, p. 70) also points out that analyzing customers exit is an 
option to understand dissatisfied customers. Information from our respondents at SAS and My 
Travel shows that neither company analyze customer who has left the company, or prior 
complaints. Imhauser at SAS states that she finds this to be a good idea, but that due to 
reorganizations within the company it is not possible at the moment, and Hedberg at My 
Travel says that it is not interesting to My Travel, since she thinks that it could annoy 
customers. By this, we find that theory and handling at SAS and My Travel does not match, 
but that the companies have different reasons of handling the way they do.  
 

5.1.3 Improvement of processes within the company  
 
When it comes to theories as well as empirical data regarding processes, most of them are 
connected to customer oriented tasks since the processes serve to increase customer 
satisfaction. One example is Brandt (2003) who claims that customer support processes 
throughout an organization can reduce the need and cost of service recovery. SAS and My 
Travel acts accordingly this in some aspects; both companies focus on changing processes 
that customers have found negative, in order to satisfy their customers, and both companies 
have great use of their data system which coordinates actions and data.  
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Both respondents find it important to have functioning processes throughout the company 
(including complaint handling) since it helps personnel to find solutions. But when it comes 
to analyzing and coordinating processes that regard follow up measures, and/or processes 
concerning complaints not affecting customer satisfaction, the companies may not act 
according to Brandts (ibid) theory. Kahn (1995, p. 98) claims that companies can ask 
customers for help when it comes to improvements, for example regarding services and other 
processes. This is not used by SAS or My Travel, whereas we find a mismatch between the 
theory and the empirical data from our respondents. 
 
Grönroos, reviewed in Blomquist, Dahl, J and Haeger (1993, p. 86) claim that the absence of 
communication is alarming, since it is perceived as negative communication and we find that 
My Travel, by using customer complaints and the data base prevent dissatisfaction. This since 
the data is gathered in order to inform staff and/or future customers about different issues, and 
we therefore consider the company to act in agreement with the theory, that is to prevent 
absent/negative communication. 
 

5.1.4 Improvement of personnel aspects  
 
When it comes to the personnel aspect in consideration to customer complaint, this is without 
a doubt the least acknowledged; in theory as well as information from our case companies and 
how and why motivation takes place are closely linked. Johnston (2001) finds that even 
though improving operational and organizational-wide processes may represent a cost to the 
company, this may be reduced in the long run since it can be associated with costs regarding 
absenteeism, but also since employees can feel the effect of not having to deal with 
unresolved problems and irate customers. When it comes to SAS and My Travel, they focus 
on processes that affect customer satisfaction, which may help and/or affect personnel issues. 
But it does not, as in theory, seem to be thought of or considered the main goal to improve 
processes regarding personnel  
 
Frazer-Robinson (1999, p. 66) points out that employees on all levels should be aware of 
company vision considering customer complaints, which within SAS and My Travel implies 
that staff is motivated by educations, meetings or occasional praise. The author states that 
motivated, customer-driven employees creates satisfaction to customers as well as own well-
being, as long as this is encouraged by the company. Both SAS and My Travel communicate 
good reviews for handling of a complaint in order to motivate him or her, and staff at both 
companies receives occasional praise or flower. Since CR and at My Travel, KSS are the 
group of employees that handle most customer complaint, we have not investigated whether 
or why other departments receive motivation from the company. 
 
By this, we find that SAS and My Travel aim at motivating staff in order to make them 
customer driven, with the focus on customer satisfaction. This means that we find the theory 
and empirical information from the companies as quite agreeable, even though the part of own 
well being is not as formulated as the other part. 
 
As earlier stated, nor SAS or My Travel analyzes or follow up earlier complaints in any 
aspect. Williams (1995, pp. 85-88), finds follow up to be useful to employees. He means that 
feedback can be given to employees at different levels, with different design since members 
are helped by this, but that many companies do not use it although available, and since both 
SAS and My Travel uses well developed data bases/system together with educations it would 
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probably be possible to carry out. Today, neither of the companies acts like this which means 
that theory and empirical facts mismatch. 
 

5.2 Analysis of customer complaint handling 

5.2.1 Issues to consider when handling customer complaints 
 
Compared to Söderlunds (1999, p. 80) classification of how to restore customer 
disappointment; price reduction, correct what was erroneous, employees on higher levels/ 
other employees take over the customer contact and/or to correct what were erroneous and 
also offer the customer additional compensation, we can see that both SAS and My Travel 
aims at correcting what was erroneous at first spot, then hand the case to superior levels 
within the company. In these cases, compensation can be offered, but only to an expected 
level, in other words no additional compensation is handed out. Both companies use mainly 
standardized solutions, but can also make individual judgments in particular cases.  
 
When it comes to compensating a customer, Gummesson (1999, p. 70), and Söderlund (1999, 
p. 80) suggests the theory of customer delight which means not only meeting customer 
expectations, but exceeding them by offering something extra. Nor SAS or My Travel offers 
their customers something extra, since they find their compensation to be sufficient and 
accurate. My Travel bases this on the fact that they have regulations and standards which 
together with recommendations from ARN helps the company to set the limits. Imhauser at 
SAS also claims that the customer can get back to SAS if not pleased. With this information, 
we find that Gummessons theory does not match the way SAS or My Travel acts regarding 
exceeding or meeting the expectations of compensation. 
 
Johnston (2000) and Brandt (2003) emphasize that companies should have a complaint 
system that is easy to use for the customers and Arnerup and Edvardsson (1992, p. 206) finds 
the main reason why customers choose to not complain to be not knowing how and where to 
complain to get result from it. When comparing this with the two case companies we can see 
that SAS has several channels for customers to use when filing a complaint; occasional 
inquiries like questionnaires, fax, telephone, e-mail, mail, on board magazine “Scanorama” 
and time table where the two latter includes addresses. The complaint channels for the 
customers to My Travel are questionnaires, the catalogue and web site. None of the 
companies agrees with Johnstons (2000) opinion that there should only be one single point of 
contact for complainants.  
 
Nyer (2000) and Kahn (1995 p. 97) find it important to encourage their customers to 
complain. SAS finds themselves to encourage the customers, and making it easy to perform 
the complaint, by having the above mentioned channels. Hedberg at My Travel also claims to 
encourage their customers to complain, at the welcome meeting and by handing out 
questionnaires, which means that there are agreement between the companies and the theory.  
 
Both SAS and My Travel have a time limit of three weeks for complaint handling, which 
agrees with Williams (1995, p. 81), that emphasizes the importance of having a strict time 
scale and Johnston (2000) that finds a speedy response adequate. SAS goal is that no 
complaint should take more than 21 days to handle. My Travel has got difficulties to reach 
this goal lately because of reorganizations. Even if My Travel is not able to final the 
complaint case within three weeks, a confirmation letter is always sent out directly to the 
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customer who follows Johnstons track when saying that keeping the customer informed 
during the whole complaint process is desirable.  
 
When it comes to education and training of staff, Schlesinger and Heskett (1991) see it as 
being of great importance, but perhaps the most important aspect is to make sure that staff has 
adequate knowledge, manners, authorities and support. Within SAS, all staff participates in a 
three weeks education when first entering the company, where customer complaint handling 
is discussed. CR also visits different departments as sales offices occasionally, and one day 
brush up courses takes place each year.  
 
My Travel educates all staff stationed at charter destinations when entering the company. 
Brush up/follow up education takes place for service managers at destinations regarding how 
to handle customer complaints, and is to be used together with the earlier mentioned 
compendium “Aktiv kundservice” (Active customer service). We can thereby see that 
education and training takes place within the companies, as the theories suggests. However, 
our respondents could not provide information concerning education of other employees.  
 
Brandt (2003) means however that the key issue, when handling customer complaints and 
recovering service is attitude. The desired attitude of the employee, according to Imhauser is 
to be emphatic, positive and not to disbelieve or “attack” the customer back. This means that 
SAS accepts that a mistake has been made by the company. If not settled at once, the 
employee gets back to the customer in a short while to explain what will happen next or how 
to proceed. This way of working agrees with Vavras (1995, pp. 137-138) description of how 
to handle outspoken complaints, which is an understanding, emphatic approach without 
disbelieving or defense. Hedberg at My Travel also valuates a soft, friendly, problem solving 
attitude towards their customer, without taking complaints personally. She says that it is 
important to be able to express oneself well, both when speaking and writing.  
 
There are different opinions about who shall have the authority to solve the customer’s 
problem. Johnston (2000) thinks that all employees shall be empowered to deal with the 
situation, while Williams (1995, p. 81) recommends that companies shall have procedures for 
escalation. Within SAS about ten per cent of all customer complaints are solved by the person 
receiving the complaint, the rest are handed to CR. SAS wants to solve problems as prompt as 
possible, preferably by the person who receives the complaint, but Imhauser claims that this is 
often not possible in order to find the best solution. This agrees with Williams (1995, p. 81) 
recommends that companies shall have procedures for escalation, but not to Gummesson, 
(1999, p. 73), Hart, Heskett and Sasser (1990) and Johnston (2000) who see problems with 
escalation since at may lead to inefficient work and silly replies from the frontline staff. My 
Travel is somewhere in between the different opinions above, when approximately 50 per 
cent of the customer complaints are solved by the person receiving it, while frequent or 
serious complaints can be taken to higher level within the organization. Their aim is to solve 
the complaints on the destination. 
 

5.2.2 Complaint handling permeating the company 
 
Engel, Blackwell and Miniard (1993, p. 576), Gummesson (1999, p. 107) and Williams 
(1995, pp. 79-81) suggest that the companies should aim for having someone responsible for 
hearing the consumers voice and recommend formal regulations/institutions in order to 
improve complaint handling. SAS and My Travel act accordingly to the theories since SAS 
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has a department called Customer Relations (CR), responsible for complaint handling, and 
My Travel has the responsible institution KSS (kund och säljservice/ customer and sales 
service). There is also one service manager that is responsible for each destination; this person 
serves as head of chief for frontline staff that is tour guides. 
 
Williams (1995, pp. 79-81) claims that the complaint system should be described in detail. 
Further, Johnston (2000) finds it relevant to establish a guiding policy that gives all the 
personnel easy of access to the complaints. Blomqvist Dahl, Haeger and Storbacka (1999, p. 
139), state that the company can create a script prepared for different types of events. Both 
SAS and My Travel have formalized customer complaints plans; SAS has the compendium 
called Scandinavian Airlines Passenger Service Commitment/General Conditions of Carriage 
that includes issues concerning quality and service before, during and after the travel. It is 
updated when found necessary and the latest edition can always be found on the website. My 
Travels formalized plan of handling customer complaints, a policy compendium called Aktiv 
Kundservice (Active Customer Service), serves mainly the staff on destinations. Hedberg 
states that a great part of the staff is helped by the Active Customer Service, and if there are 
any problems or questions, they can call KSS. This means that we find agreement between the 
theories and the way the studied companies act.  
 
According to Gummesson (1997, p. 162), data about customer satisfaction, such as customer 
complaints are of follow up character. Johnston (2000) states that follow-up procedures matter 
in order to be able to check customers’ satisfaction after resolution. One recommended way of 
doing this, claims Williams (1995, p. 81) is to log all complaints in an effective registration 
system. SAS logs all complaints which imply registration and coding of all errands all the 
way from the start to the end. 
 
With this database SAS gathers all information regarding a complaint which is the 
responsibility of all concerned staff to file, but also helps all concerned staff. The system 
includes besides the complaints, general daily information and statistics. Imhauser considers 
the system to be effective and to fulfill its purpose. Also when it comes to logging and 
registration, there are similarities between SAS and My Travel. Hedberg says that all the 
customer complaints are logged by booking number in a computer data base. The data base 
helps My Travel to reveal statistics that facilitates the evaluation of the destinations as a 
whole, states Hedberg. She finds the system to work out well; especially when it comes to 
handle and evaluate complaints where monthly statistics are made. 
 
Gummesson (1999, p. 70) states that the company should encourage the employees to handle 
complaints by involving them in the development and implementation of the complaint 
process to make them motivated. Engel et al (1993, p. 577) claims that organizational 
willingness to listen and respond to customer complaint decrease as the number of complaints 
increase. The development and implementation in both SAS and My Travel are mainly 
designed at higher levels than where the complaint handling is performed, which do not agree 
with the theories. 
 

5.3 Summary of the analysis 
 

There seem to be a common understanding within theories that companies can learn a lot from 
dissatisfied customers, and therefore should encourage those who actually make complaints, 
since most dissatisfied customers never bothers to communicate. The information received 
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from our respondents showed that SAS and My Travel considers themselves to use an open 
minded two-way communication with their customers, in order to correct what went wrong 
and change issues and processes within the company with the main goal to please their 
customers. Both companies are helped by their data base/system which permeates the whole 
company and are used by staff at different levels, with the aim of finding just and positive 
solutions for the customer.  
 
Hedberg at My Travel also emphasizes that, just as theories points out; a good recovery can 
turn dissatisfied customers into even better, more profitable customers, which can be made by 
staff meeting complaints with a friendly and professional attitude according to Imhauser and 
Hedberg. This however does not mean that the companies try to exceed expectations as 
theories points out; both SAS and My Travel compensate their customers to an expected level 
since they find the offered compensation sufficient. Another mismatch between theories 
regards the fact that several authors find follow up activities useful and positive, which is not 
used by either of the companies, SAS finds it to be a good idea but states that due to 
reorganizations, it is not possible. My Travel suspects that customers may not want to be 
contacted after settlements are made, and therefore choose not to follow up complaints in any 
matter. 
 
When looking at the complaint system, the companies seem to act accordingly to theories 
when aiming for a complaint system that is easy to use, with a time scale for handling the 
complaints, using registration systems, formalized plans and responsible institutions for 
handling complaints. Both companies use a large number of channels where the customer can 
perform the complaint, which is according to some theories. There is however theories 
suggesting one point of complaint collecting, instead of several available channels. When a 
complaint is collected, there are different opinions whether a company should have 
procedures for escalation or give the employees authority. The studied companies claims to 
strive for solving the problems at the first spot, but have clear procedures for escalation, since 
the main part of the complaints are handled higher up in the organization. This means that 
staff in different departments may be involved, and training and encouraging the staff is 
seemed as important by many authors. The companies’ educate the staff when entering the 
company, which is followed up with brush up education every year. We have not found any 
outspoken ways of encouraging the personnel. Both companies emphasize the importance of 
having an understanding and emphatic attitude, just as the theories suggests.  
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6 Conclusions and reflections 
In this chapter we will present the conclusions we have drawn, and reflections we have made 
while working with this thesis. This includes contributions to the investigated companies as 
well as other companies or persons that may have interest in this kind of study. We have 
compiled a concluding text with issues we find important to consider, focusing on the purpose 
of this thesis which is to elucidate companies handling of customer complaints within the B2C 
market together with the research questions; why and how companies handle customer 
complaints. The chapter ends with suggestions of further research. 
 
Many authors discuss purposes of complaint handling; customer satisfaction and improving 
business and to learn from prior mistakes are common. By this study, we find that both SAS 
and My Travel keep formalized plans and systems for collecting and handling customer 
complaints, and that they are well aware of why they choose to conduct complaint handling; 
to satisfy the customer since they do not want to be regarded as unreliable companies. Both 
found that they had experience from customers who had stayed with them after positive 
settlements of complaints, which makes us think that even though we do not know how often 
this happens, at least they are aware that this is possible.  
 
Even though both companies use different channels and staff at different departments for 
acknowledging and collecting customers’ complaint, we speculate if that is sufficient 
encourage so that customers will perform complaints. We would however, suggest that both 
companies became more open minded to other benefits that well functioning complaint 
handling can lead to, for example issues that may involve benefits to the own personnel, such 
as increased responsibility or learning from prior complaints. 
 
Another reason why our respondents claimed to handle customer complaints was to change 
activities/processes that customers have shown annoyance with, and both respondents could 
give us examples of how and why they had acted. This led us to believe that at least 
sometimes; both companies react and act on customer complaints. Even though both 
companies learn from current complaints, we think that they could benefit from analysing 
customer drop outs and the processes that has precede these dropouts since as theories 
suggests, there is much to learn from these occurrences, this could also imply learning from 
prior complaints. Follow up measure could also learn companies more about whether 
customers truly feel pleased with the offered solutions; even if both our studied companies 
claims to have high percentages of customers who are satisfied with the companies complaint 
handling, they have no facts or data to ground this belief on.  
 
They both have well developed data systems and departments for complaint handling, and to 
us, it seems as if the systems are important and functional to staff at different levels since they 
imply lots of different information. We especially find the way interaction takes place 
between departments as positive, much thanks to the constructive data base/system. We do 
suggest that employees should be encouraged to learn from data in the data base/system, 
which can be considered a follow up procedure that could improve the commitment of the 
employees. 
 
The investigated companies claim that they desire complaints to be solved at first point of 
filing the complaint, and in order to do this SAS use different, mainly standardized solutions 
that can be used by frontline staff in order to quickly satisfy the customer. My Travel finds the 
service manager, but not frontline staff to be important when solving customer dissatisfaction 
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promptly. However, we question whether companies act the way they claim to do since SAS 
finds only ten per cent to be solved by first contact; My Travel states that this happens half of 
the times.  
 
We do think that if frontline staff could be entitled and authorized to make more own 
judgment than today, this could increase the numbers of customers being satisfied with the 
solution offered by the first person they contact. We also find that both companies ask a lot of 
their front line staff; emphasizing the friendly attitude and actions in order to satisfy the 
customer. We agree that front line staff receiving of complaints is important, and that it can 
make a big difference to the following procedure.  
 
By that, we wonder if the motivation given from the company is enough; we think that 
occasional education and meetings are good but that more individual praise and own 
responsibility could perhaps be even more efficient. We also think that this would give all 
staff a feeling of belonging and emphasizing the importance of the employee to the company. 
We also reflect on the fact that there might be more to it; if the personnel feel pleased with 
their work as a whole, and have sufficient knowledge and responsiveness customer 
complaints could perhaps be handled even better.  
 
When it comes to staff at CR and KSS, the two-way communication between customer and 
company seems to be working more smoothly than for front line staff, we find this possible 
since these staffs receive more authority and can concentrate on the actual issue, which we 
find positive to the staff and therefore also the customer. One can therefore speculate; if these 
complaint matters solve better than the ones handled by frontline staff, and since frontline 
staff has limited authority should more/all complaints be handled by customer relations 
departments? Or should the premises for frontline staff change in order to improve the 
working situation and thereby imply more satisfying solutions to the customers, offered at 
first spot? 
 
Both companies seem to have developed, detailed complaint handling policies/plans which 
agrees with theories as well as us, and these are of great help when deciding what kind of 
solutions/compensations should be offered by the companies. Both companies use 
standardized and customized compensation and we think that this is a good idea which should 
please customers. This, because the companies have learned that there are issues that occur 
often and should have speedy standardized solutions, but that other tasks require customized 
solutions. This is also something that we suspect provide difficulties when it comes to 
frontline staffs authority, since their possibility to offer more individualized solutions appears 
limited.  
 
We feel that both companies should consider offering something extra, to exceed expectations 
instead of meet expectations of compensation. This because, we think, and many theories 
discuss the aspect that dissatisfied customers will receive a much more positive view of the 
company if offered something unexpected and additional. Finally, when reflecting on the title 
of the thesis; yes, the companies seems to care when it comes to complaining customer, 
although there is definitely room for improvement, especially concerning personnel and 
processes within the company. 
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6.1 Further research 
 
When it comes to further research, we can think of many important areas concerning this 
subject. One is to examine customer complaint handling from the customers view point, how 
it is perceived by the dissatisfied customer. Another possibility would be to focus on the 
personnel aspect, perhaps from front line staff point of view since theories and information 
from the companies seem to be mainly focusing on the customer satisfaction aspect. There is 
also the possibility to study follow up of customer complaints and customers who exit from 
the company, both from the company and customers point of view. Since we have noticed that 
the companies’ data bases are of great importance, it could be interesting to study the subject 
with a CRM perspective. Of course, there is also the financial aspect to study – can companies 
afford not to learn from dissatisfied customers? 
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Appendix A. Letter and questionnaire to the respondents – Swedish and 
English version 
 
Hej! 
 
För några veckor sedan talades vi vid och bestämde då att ett frågeformulär gällande ert 
företags klagomålhantering skulle sändas via e-mail. Vi kom då överens om att ni skulle läsa 
genom frågorna och besvara dem via e-mail inom en vecka. Frågorna finner ni i den bifogade 
filen. 
 
Välj själv huruvida ni vill spara dokumentet och besvara frågorna på så vis, alternativt skapa 
ett eget dokument för svaren. När frågorna är besvarade, sända åter till oss och vi har 
analyserat svaren, uppföljs kontakten med en telefonintervju för att komplettera svaren och 
utreda eventuella oklarheter. Ge gärna förslag på lämplig dag och tid för telefonintervju, om 
möjligt under vecka 20.  
 
Vi hoppas att vi redan i den skriftliga versionen kan få så tydliga och utförliga svar som 
möjligt på alla frågor, för att underlätta för båda parter. Om ni inte känner till viss 
information, eller om någon fråga inte berör ert företag, så kommentera gärna detta. Anser ni 
att frågorna överlappar varandra, så hänvisa till den fråga där vi kan finna svaret. Framstår 
frågorna som oklara eller om ni undrar över något annat så får ni gärna höra av er till oss via 
e-mail eller telefon. 
 
Vi vill än en gång tacka för ert vänliga bemötande. Med hjälp av er hoppas vi kunna dra 
viktiga lärdomar vilket förhoppningsvis kan komma både er och oss till nytta. Ni får 
självklart, om intresse finns, ta del av det slutgiltiga arbetet. 
 
Med Vänliga Hälsningar 
 
Linn Berglund: berlin-0@student.luth.se, 070-304 60 95 
Erika Nyström: erinys-1@student.luth.se, 070-237 37 54 
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Dear Katarina/Lill-Anita, 
 
As you may recall, we spoke on the telephone a couple of weeks ago regarding a 
questionnaire that was going to be sent to you by e-mail. We agreed that you would respond 
by e-mail within a week. You will find the questions attached as a file. Once we have received 
your answers, we will analyze them and than contact you for a telephone interview to 
complete, and possibly, clarify certain answers. It would be kind if you could suggest 
appropriate day and time for this interview, preferably during week 20.  
 
 It is your choice whether you would like to download the document and reply within, or 
create your own document with your answers. If you lack information, or if a question does 
not concern your company, feel free to comment this. If you find questions to be of the same 
character please refer to the question where we can find your answer. Should the questions 
appear unclear or if you reflect over something, please contact us by telephone or e-mail. 
 
Once again, we would like to thank you for your sincere and kind receiving, by your help we 
hope to find important conclusions which could gain us, as well as your company. We will 
gladly hand the final work to you, should there be interest for our thesis. 
 
Kind regards  
 
Linn Berglund berlin-0@student.luth.se 070 – 304 60 95 
Erika Nyström erinys-0@student.luth.se 070 – 237 37 54 
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Introduktion 
 
1. Ditt namn och befattning i företaget 
2. Antal år anställd i företaget 
3. Huvudsakliga arbetsuppgifter och ansvarsområden 
4. Beskriv med egna ord vad företaget kännetecknas av, exempelvis atmosfär och anda 
5. Nämn 2 – 5 variabler som känns viktigast för att skapa förbättringar inom företaget 
 
Alla företag torde ha kunder som inte är fullt nöjda med det man köpt eller hur man 
behandlats. En del framför klagomål till företaget medan andra väljer att lämna företaget, 
eller uttrycka sitt missnöje till andra än företaget. Vi kommer nu att ställa ett antal frågor för 
att få en bild av hur, och varför kundklagomål hanteras inom ert företag. 
 
 Del 1 – Uppmärksamma och samla in klagomål från kunder 
 
6. Uppmuntrar företaget sina kunder att framföra klagomål? 
 a. Om ja, varför och på vilket/vilka sätt? 
 b. Om nej, varför inte?   
7. Hur och av vem/vilka uppmärksammas företaget på klagomål från kunder? 
8.   Varför vill ert företag uppmärksamma klagomål från kunder?  
9. Har företaget en uttalad, formaliserad plan för klagomålshantering? 
 a.  Om ja, beskriv den 
 b. Om nej, beskriv med egna ord företagets klagomålshantering 
10. Vilka kanaler kan kunden välja bland när det gäller att framföra sitt missnöje? 
 a. Vilken är vanligast förekommande? 
 b. Vilken anser ni fungerar bäst? 
11. Uppskattningsvis hur många procent av klagomål från kunder löses av personen som 
mottar klagomålet? 
12. Om ej möjlighet finns att lösa problemet/klagomålet på plats, hur ser klagomålsprocessen 
ut när flera nivåer/personer är delaktiga? 
13.  Registreras/loggas kundklagomål?  
       a.  Om ja, hur och med vilket syfte? 
       b.  Om nej, varför inte? 
      
Del 2 – Bearbetande av inkomna klagomål 
 
14. Är kompensationen till missnöjda kunder standardiserad eller individanpassad?
  
15. Kompenserar företaget missnöjda kunder upp till förväntad nivå, eller försöker man 
överträffa förväntningar genom att dessutom erbjuda något extra?  

a.          Om ja, med vilket syfte? Ge gärna ett exempel. 
b.   Om nej, varför inte? 

16. Finns det tidsbegränsningar för hur lång tid ett ärende får hanteras, från dess att 
kunden ger uttryck för missnöje till dess att ärendet är avslutat? I så fall, hur lång tid? 
17. Hur ofta (ungefärlig procentsats) anser ni att klagomålshanteringen och 
kompensationen utmynnar till kundens belåtelse?  
 
18. Finns det, och i så fall vilka kort- respektive långsiktiga för- och/eller nackdelar anser 
ni att er hantering av kundklagomål ger företaget gällande era kundrelationer? 
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Del 3 – Personal   
 
19. Utbildas personalen gällande företagets klagomålshantering? 

a.          Om ja, varför, hur ofta och vad ingår i utbildningen? 
b.          Om nej, varför inte? 

20. Vilken attityd önskar företaget att de anställda ska ha till hantering av klagomål?  
21. Vilka befogenheter har personal på olika nivåer till att vidta förbättringsåtgärder till följd 
av kundklagomål? 
22. Motiveras de anställda till att hantera kundklagomål på det sätt som företaget önskar, i så 
fall hur och varför? 
23. Informeras personal på olika nivåer om tidigare klagomål och hur de har hanterats? 
      a. Om ja, på vilket/vilka sätt och varför? 
      b. Om nej, varför inte? 
24. Finns det, och i så fall vilka kort- respektive långsiktiga för- och/eller nackdelar 
anser ni att er hantering av kundklagomål ger företaget gällande den egna personalen? 
 
 
Del 4 - Interna processer  
 
25. Följer man upp avslutade klagomål, i så fall hur och varför? 
26. Gällande kunder som klagat och sedan lämnat lämna företaget, analyserar företaget dessa 
kunder och föregående processer? 

a.           Om ja, hur och varför? 
b.           Om nej, varför inte? 

27. Analyseras kundklagomål separat och/eller tillsammans i syfte att finna möjligheter till 
förändring/förbättring av olika aktiviteter inom företaget?  

a.           Om ja, varför och ange gärna exempel på förändringar som skett 
b.           Om nej, varför inte? 

 
Avslutning 
 
Finns det något ni vill tillägga, som denna intervjuguide inte berört, gällande hur och varför ni 
hanterar kundklagomål? Skriv fritt! 
 
Tack för er tid och engagemang!  
   
 
 
 
 
 
 
 
 
 
 
 
 
 

 



Appendix 

Introduction 
 
1. Your name and position within the company.   
2. Number of years within the company 
3. Main work tasks and areas of responsibility 
4. Describe in own words what characterizes the company, for example atmosphere 
5. Mention the 2 – 5 most important variables for improvement of your company 
 
All companies ought to have customers not fully satisfied with what one bought or how one 
was treated. Some presents their annoyance to the company while other choose to leave the 
company, or to express their dissatisfaction to other persons/channels than the company. We 
will now ask a number of questions to find out how, and why customer complaints are 
handled in your company.   
 
Part 1 -  Acknowledgement and collecting of customer complaints 
 
6. Do the company encourage their customers to perform complaints?  

a. If yes, why and in what ways?  
b. If no, why not? 

7. How and by who in the company attends customer complaints? 
8. Why do your company want to attend customer complaints? 
9. Do your company use a formalized plan for customer complaints?  

a. If yes, describe it.  
b. if no, describe in own words your companies handling of customer complaints 

10. Which channels can your customers choose between when it comes to perform their 
dissatisfaction?  
a.  which one is use the most?  
b. which one do you find works out the best? 

11. Approximately how many per cent of customer complaints are used by the person 
receiving the complaint? 

12. If there is no possibility to solve the problem at the first spot, what does the preceding 
complaint process look like? 

13. Do you register/log your complaints?  
a. If yes, how and in what purpose?  
b. If no, why not? 

 
Part two – handling of customer complaints 
 
14. Is the compensation to dissatisfied standardized or individually adapted? 
15. Do the company compensate customers in order to meet or exceed expectations by 
offering something extra/additional?  
       a. If yes, in what purpose?  
       b. If no, why not? 
16. Do you have a time scale for how long time a complaint errand can be handled, from 
performing the complaint until closure of the errand? In that case, how many days/weeks? 
17. How often (approximately in per cent) do you perceive that complaint handling and 
compensation finalizes in customer satisfaction? 
18. Are there, and in that  case what short- and long-term advantages/disadvantages do you 
perceive your handling of customer complaint implies regarding your customer relations? 
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Part 3 – Personnel 
 
19. Is staff educated regarding the company’s handling of customer complaints?  
           a. If yes, why, how often and what is included in the education.  
           b. If no, why not? 
20. What attitude does the company desire the staff to have regarding customer complaints? 
21. What authorities do staff at different levels receive in order to handle customer complaints 
the way it is desired by the company? 
22. Is staff motivated to handle customer complaints the way it is desired by the company, in 
that case how and why? 
23.Will staff at different departments receive feedback/information regarding prior complaints 
and how they have been handled?  
            a. if yes, how and why?  
            b. if no, why not? 
24. Are there, and in that case which short- and/or long-term advantages/disadvantages can 
you find your handling of customer complaints can give regarding your own staff? 

 
Part 4 – internal processes  
 
25. Are prior complaints to be of follow up character, in that case how and why? 
26. Regarding customers who have filed complaints and then left the company, do the 
company analyze these customers and the processes that have preceded the exit? 
             a. if yes, how and why?  
             b. if no, why not? 
27. Are customer complaints to be analyzed separately as well as together, in order to find 
possibilities to change/improve different activities/processes within the own company? 
             a. if yes, why and feel free to provide us an example  
             b. if no, why not? 
 
 
 
 
Finally, if there is anything you would like to add or comment on, that our questions have not 
covered regarding how and why your company handle customer complaints, please tell us in 
own words! 
 
Thank you for your time and commitment! 
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Appendix B. Interview guide- Swedish and English version 
 
Katarina Imhauser, SAS 
 
1. Vi önskar en grundligare förklaring av huvudsakliga arbetsuppgifter och 

ansvarsområden inom CR 
2. Vad innebär ”Letter to the president?” 
3. På vilka sätt anser du att SAS kan bli bättre, gällande varför företaget bör 

uppmärksamma kundklagomål? 
4. Kan vi få ta del av Scaninavian Airlines Passenger Service Commitment/General 

Conditions of Carriage, om inte, ge gärna en beskrivning 
5. Berätta mer om möjliga kanaler för kundklagomål, och varför du anser att telefon 

fungerar bäst? 
6. Vilka befogenheter har personal på andra platser än CR till att vidta förbättringsåtgärder 

till följd av kundklagomål? 
7. Räcker de motivatorer till personalen som angetts, varför eller varför inte? 
8. Finns det funderingar på om uppföljning av kundklagomål kan vara intressant, varför 

eller varför inte? 
9. Fråga 12, 15, 18, 24 önskade respondenten besvara via telefon 
 
Monica Hedberg, My Travel 
 
1. Hur skulle du beskriva företagskulturen gällande personalen? 
2. Berätta mer om vilka anställda som får ta del av kundklagomål än KSS, och vad 

klagomålsprocessen kan innebära i olika steg, samt exempel på ”typiskt” fall 
3. Vad gäller standardiserade/individuella lösningar, hur kan dessa se ut och varför väljer 

man de olika lösningarna? 
4. Ser ni några icke kundrelaterade fördelar med er klagomålshantering? 
5. Berätta mer om utbildning av personal gällande klagomålshantering 
6. Vilka personal motivatorer finns det, och räcker dessa? Varför eller varför inte? 
7. Finns det funderingar på om uppföljning av kundklagomål kan vara intressant, varför 

eller varför inte? 
8. När man funnit svagheter som uppdagats genom kundklagomål, hur går man vidare med 

dessa? 
9. Fråga 5 och 24 var ej besvarade, bad om svar på dessa vid telefonintervjun 
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Katarina Imhauser, SAS 
 

1. We would like to have a more detailed explanation regarding work tasks and areas of 
responsibilities within CR (Customers Relations department) 

2. What does “Letter to the president” imply? 
3. When it comes to improving the business with help from customer complaints, we 

would like more detailed information 
4. Is it possible to take part of Scandinavian Airlines Passenger Service 

Commitment/General Conditions of Carriage, if not please tell us more about it 
5. We would like to learn more about the channels for customer complaints, and your 

opinion about how they work out 
6. What authorities do staff at other departments aside from CR have, when it comes to 

improving different processes/activities within the company based on customer 
complaints?  

7. When it comes to motivating the staff, is it made accurately or do think that 
more/different types of motivators should be neede? 

8. Are there considerations concerning follow up of prior complaints, if so why or why 
not? 

9. The respondent wanted to answer question 12, 15, 18 and 24 on the telephone instead 
of by the questionnaire 

 
 
Monica Hedberg, My Travel 
 

1. How would you characterize the company culture from the personnel viewpoint? 
2. Tell us more about which employees inside the company take part of customer 

complaints aside from KSS, and more detailed information regarding the different 
steps of complaints handling 

3. When it comes to standardized/customized solutions, what can they look like and why 
do you different solutions? 

4. Do you perceive any not customer related advantages with your complaint handling? 
5. We would like to know more about the education of staff regarding complaint 

handling 
6. What kind of personnel motivators are there, and are they sufficient? Why/why not? 
7. Are there considerations when it comes to follow up prior complaints and whether this 

can be useful to the company, why/why not? 
8. If and when the company has found weaknesses within the company thanks to 

customer complaints, how and why is this handled? 
9. Since the respondent did not answer question 5 or 24, we asked for comments on 

theses questions  
 
 
 
 
 
 
 

 


