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ABSTRACT
Service quality ideology emphasises the meaning of good services and the significance of professional 
personnel. Along with this ideology, the relationship between personnel and customer is one of the 
most important factors affecting estimations of service quality. The purpose of this paper is to ascer-
tain how personnel work methods influence a customer’s satisfaction.

The analysis is based on a customer satisfaction survey (n=40,692), and a personnel satisfaction sur-
vey (n=1,507) from the year 2000 carried out by Finland Post (today Itella). In this study I compare 
post offices in which customer satisfaction is particularly high (n=10) and post offices wherein cus-
tomer satisfaction is particularly low (n=10). The results of the analysis were complemented by inter-
views with five service experts in spring 2010.

The main finding of the research is that those post offices in which customer satisfaction is particu-
larly high have aimed at certain methods of procedure which are mutually directed at customer satis-
faction. Also, target-oriented and dexterous activity, the quality of the supervisor’s work, openness 
and experience of working under a fair amount of pressure are typical of these post offices. In the 
future, the organisations will be able to improve their procedures by checking that all employees 
know and understand the organisation’s targets and their own job descriptions. It is also important to 
encourage employees to work together and monitor how employees treat the customers.
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INTRODUCTION
Ongoing global regression affects an organisation’s operational environment. In this situation it is 
important to monitor costs and take care of customers. Customer service is one area where different 
organisations can compete and where they can develop a competitive advantage. The service-oriented 
organisational culture creates higher value and a better result.

The purpose of this paper is to ascertain how personnel work methods influence a customer’s satisfac-
tion. The article proceeds in the following manner. First, I briefly review the literature regarding ser-
vice quality and service innovations. Second, I analyse via quantitative and qualitative data how per-
sonnel work methods influence a customer’s satisfaction. In the analysis, I compare post offices in 
which customer satisfaction is particularly high and post offices wherein customer satisfaction is par-
ticularly low. Finally, I present the implications and limitations of the research.

LITERATURE REVIEW
Connections between Job Satisfaction and Customer
Service Quality
The service quality ideology emphasises the meaning of good services and the significance of profes-
sional personnel. Along with this quality ideology, the role of the personnel is becoming more 
signifi-cant. The relationship between the personnel and the customer is one of the most important 
factors affecting estimations of service quality: In most cases, services are delivered during the 
interaction

126

Journal of Global Strategic Management | V. 4 | N. 2 | 2010-December | isma.info | 126-136 | DOI: 10.20460/JGSM.2010415830



between customers and employees. Thus employees’ attitudes and behaviours towards customers af-
fect how customers perceive service quality and how satisfied they are. Skilled and professional per-
sonnel are considered the essential resources and a strategically competitive advantage for organisa-
tions. (Buzzell & Gale 1987; Bowen & Lawer 1992; Heskett, Jones, Loveman, Sasser & Schlesinger
1994; Zeithaml, Berry & Parasuraman 1996; Chance & Green 2001; Román & Ruiz 2005.) Some re-
searchers even claim that the personnel are one of the most important resources of any organisation.
(Ulrich 1997; Ganesh, Arnold & Reynolds 2000; Farrell, Souchon & Durden 2001.) Especially in ser-
vice sector is the role of the personnel important, because their actions affect customer satisfaction and
an organisation’s profitability: job satisfaction is the mainstay of customer-oriented behaviour, and
satisfied workers provide better service for their customers (Saura, Contrí, Taulet & Velázquez 2005).
Also, it has been observed in Finnish quality research that the personnel significantly affect the way in
which customers evaluate the quality of service (Jakosuo 2002; 2005).

Thus managing the customer relationship also means monitoring how employees treat the customers.
According Kaplan and Norton (1996; 2001; 2004), without understanding the organisation’s vision
and strategy, employees cannot adapt their work to contribute to effective strategy implementation.

Like service in general, the quality of service is also quite difficult to describe. Simplistically, we can
say that the quality of service is based on the customer’s experience, that is, what s/he gets (technical
quality) and how s/he experiences the service process (functional quality) (Grönroos 1990; 2009, Ja-
kosuo 2002). Usually customers’ evaluations of the quality of service are based on many different
factors.  During  the  service  process  they  normally  evaluate  the  quality  of  interaction,  how long they
must queue and what kind of premises the organisation has. Further, the organisation’s corporate im-
age effects a customer’s willingness to use services. This business image is build upon what the cus-
tomer’s experience of the business is. Even though the organisation’s top management creates the
outward prerequisites, the personnel can affect the outcome of the service process.

The quality of interaction is built upon the customer’s experience, which in turn depends on how the
personnel behave, what their attitude towards work and customer service is, how willing they are to
serve customers and how well they are able to co-operate (Grönroos 1990; 2000; Jakosuo 2002).  As
we shall see, the quality of interaction is composed of those things which are related to an organisa-
tion’s culture and the behaviour of its personnel.

The qualities of the physical resources are composed of elements in the service production process
and those products that the organisation offers its customers. These resources consist of, for example,
goods, the physical environment, machines, business premises, furnishing and clarity of signs. Al-
though the personnel cannot normally affect an organisation’s physical resources, they have the re-
sponsibility of ensuring the tidiness of the service points (Jakosuo 2002; 2005). Equally, when we
consider the availability of a service, the personnel cannot affect what the location of a service with
regard to transport facilities will be, but they can affect the length of time the customer must queue.

Previous studies have found that the way the organisation treats employees and puts the emphasis on
customers, affects the feelings and attitudes of employees, and their ability to deliver service quality.
The service-oriented organisational culture creates higher value and a better result (Saura, Contrí,
Taulet & Velázquez 2005; Little & Dean 2006).

A supervisor’s actions are also significant. The supervisor’s actions have a significant influence on the
employees’ commitment and ability to provide high quality service. The supervisor, who acts as a role
model, builds employee self-confidence and enhances employee satisfaction. If the supervisors do
have a clear vision, then usually job satisfaction in the work environment and customer satisfaction
will be greater (Kantabutra & Avery 2006; Little & Dean 2006). Yoon, Seo and Yoon (2004) found
that the degree of supervisory support influences the employee’s motivation, job satisfaction and per-
formance. They also found that the employees’ cognitive appraisals of customers’ active participation
in the service delivery process have a direct, positive impact on their job satisfaction and service ef-
forts, and this in turn influences the customer’s perception of employee service quality.

According Emery and Barker (2007, 93), in successful teams workers have a high degree of responsi-
bility, authority for making day-to-day decisions in areas such as tasks, assignments, training, work
methods, quality control and problem solving. Team work has been found to increase job satisfaction
and decrease employee turnover. The commitment of the team is important, because it has been
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shown that team commitment translates into a willingness to help co-workers and an increase in job  
performance. Employees who are committed are also less likely to change employer and require less 
time-consuming and costly supervision. Allred (2001, 9) emphasises that it is very difficult to create 
high levels of external customer satisfaction without equivalent levels of internal customer satisfac-
tion.

Practices and Procedures as Service Innovations
The definition of innovation is hard to pin down.  Innovation can be an idea, a practice or an object 
that is perceived as new. Also, an innovation can be an old idea in a new application or exploitation 
used as a new method of production or product handling. Innovations can incorporate or adopt new 
technology for improving products, services or/and processes. Innovations can be so-called marketing 
innovations, which introduce new marketing methods for products, or so-called organisational innova-
tion, which is linked to practices, workplace organisations or external relations. (Orange, Elliman, Kor 
& Tassabehji 2007, 244–245.)

According to Lin, Chen and Chiu (2010, 114) there are two key aspects of innovation: the degree of 
innovation and the scope of innovation. The degree of innovation varies from radical innovation to 
incremental innovation. Radical innovation is a dramatic breakthrough in new areas and incremental 
innovation modifies current products, services or technology. The scope of innovation capability con-
sists of both technical and administrative innovation. Technical innovations include products, market-
ing, services and the technology used to produce products, product sales or render services directly 
related to the basic work activity of an organisation. Administrative innovation is related to organisa-
tional structure and administrative processes. These are indirectly related to the basic work activity of 
the organisation and are more directly related to its management. Snyder and Duarte (2003) empha-
sises that innovation should create a new, better product or service that offers something valuable for 
customers and a sustainable competitive advantage for the supplier.

Service sector innovations can relate to different practices and procedures. Den Hertog (2000) pro-
poses five patterns for service innovations. These are 1) supplier-dominated innovation, 2) innovation 
in services, 3) client-led innovation, 4) innovation through services and 5) paradigmatic innovation. 
Thus, service sector innovations can fluctuate from environmentally friendly banking services to facil-
ity management of commercial centres. According to Allred (2001), for example in Browning Com-
pany innovations were linked into the activities. The company improved its activities and profit, that 
is, organised specific product and service training for employees and developed new procedures which 
improved customer satisfaction (e.g. all customer orders would be imported directly into the ordering 
system and all incoming calls would be answered within ten seconds).

Lin, Chen and Chiu (2010, 116) emphasise that customer involvement has a positive effect on prod-
uct, process, administrative and marketing innovations. The organisations which are more customer-
oriented than their competitors are more capable of understanding and forecasting the changes in fu-
ture markets.

According to service quality theories and innovation theories, the personnel’s work methods influence 
customer satisfaction quality. One way organisations can increase their competitiveness is by improv-
ing the work methods. In this study I shall try to discover if there are any features which are common 
to those post offices in which customer service quality can be described as quite excellent.

DATA AND METHODS
Themes typical of personnel surveys are, for example, motivation, professional skills, the physical 
environment, management, a supervisor’s actions and rewarding (Staines & Quinn 1979; Ang & Soh 
1997; Morrel-Samuel 2002; Rollison & Broadfield 2002; Hampton & Hampton 2004). Customer sat-
isfaction surveys usually measure a service point’s physical resources, personnel kindness and profes-
sional skills, corporate image and waiting times (Parasuraman, Berry & Zeithaml 1991; Zeithaml, 
Berry & Parasuraman 1993; Jakosuo 2002; 2005). These themes were included in Finland Post’s cus-
tomer satisfaction surveys (Service Quality Indicator) and personnel satisfaction surveys (Personnel 
Inquiry).
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The analyses are based on post office customer feedback and Finland Post’s Personnel Inquiry from
the year 2000 and interviews from the year 2010. The customer material had been supplemented by
post office customer feedback from spring 2000 (n=40,692), while the personnel material comprised
Finland Post’s Counter Services personnel research in autumn 2000 (n=1,507). This study considered
of only Finland Post’s own post offices, and not other postal agencies. I augmented the results of this
analysis by interviewing five service experts in spring 2010. The interviewees represented different
fields in the service sector (e.g. management, development and education) and different regions
(Uusimaa and Päijät-Häme).

Once a year Finland Post measures how satisfied post office customers are. This survey is called the
Service Quality Indicator. By answering this survey, customers can contribute to the development of
the Post’s services. In the year 2000 all post offices owned by Finland Post and the 300 biggest agen-
cies took part in the survey. The inquiry was based on 12 questions. These questions considered the
quality of customer service, such as interaction, the quality of actions and physical resources. By an-
swering this survey, personnel could contribute to the development of their work. In the year 2000 the
inquiry was based on 93 questions. These questions considered such areas as work climate, the Post’s
image as company and employer, leadership and management.

For this research the postal codes taken from the observations were used for connecting the data
(Figure 1).

Figure 1. The Combining of Customer Satisfaction Data and Personnel Satisfac-
tion Data

Here I took into account only those post offices for which the results of customer satisfaction surveys
and personnel satisfaction surveys were available (n=363) (Table 1). The Personnel Inquiry was based
on structured statements on a scale of one to seven (1 = totally disagree, 7 = totally agree and 4 = nei-

Customer perspective

Service Quality Indicator

N = 40,692

Employee perspective

Personnel Inquiry

N = 1,507

Quality of post office

Combining data

N = 363

Personnel Inquiry  Service Quality Indicator Background questions

Q1…
(mean)

…Q93
(mean)

Q1…
(mean)

…Q12
(mean)

personnel
(n)

customers
(n)

postcode

1. post office information FIN-00100

. . . . . . .

. . . . . . .

. . . . . . .

363. post office information FIN-99980

Table 1.  Structure of the Combining Data Matrix (N=363)
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ther agree nor disagree). The Service Quality Indicator measures level of service on the scale: excel-
lent (5), very good (4), good (3), satisfactory (2) and poor (1).

After  data  connection,  I  made a  sampling  based  on  the  offices’  customer  satisfaction  results.  First,  I
calculated the general customer satisfaction index for each post office and then I sampled the ten best
and the ten weakest post offices. This grouping was based on a mean which was determined from the
Service Quality Indicator’s questions 1–11. In this research, I did not take question 12 into considera-
tion because it did not measure the post office’s internal activities. In this study I concentrated only on
those customer service factors which the post office personnel can influence.

RESULTS
The Analysis of Quantitative Data
In Figure 2 it can be seen that in customer satisfaction, the biggest differences were related to the post
offices’ physical resources (Q7), smoothness of carrying on business (Q10) and swiftness and effi-
ciency of service (Q5). The difference between the best and weakest post offices was the smallest in
that  question  which  measured  Finland  Post’s  image  (Q12).  It  is  noteworthy  that  in  this  study  those
factors which describe the interaction between sales persons, such as the smoothness of doing busi-

1 = poor... ...5 = excellent

4.76

4.77

4.75

4.54

4.64

4.54

4.66

4.54

4.66

4.69

4.67

3.30

3.95

3.87

3.96

3.59

3.47

3.56

3.47

3.41

3.55

3.52

3.55

3.02

1.00 1.50 2.00 2.50 3.00 3.50 4.00 4.50 5.00

1. Friendliness and politeness

2. Willingness to be of service

3. Skills and proficiency

4. Information and presentation of different alternatives

5. Swiftness and efficiency

6. Solving of possible problems

7. Office's general appearance and tidiness

8. Clarity of signs

9. Your queuing time

10. Smoothness of doing business

11. Evaluation of the overall service in this post office

12. General estimate of Finland Post Ltd's services

The best post offices (n=10) The weakest post offices (n=10)

ness and the office’s general appearance and tidiness, are high. This result suggests that in the weakest 
post offices the quality of the individual sales person is quite good, but teamwork between different 
sales persons needs to be developed.
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Figure 2. Customer Satisfaction: A Comparison between the Best Post Offices
and the Weakest Post Offices

Next, I tried to establish those Personnel Inquiry variables which distinguish the best offices from the
weakest. In this analysis, I took into account only those Personnel Inquiry questions in which the dif-
ferences between different variables were the highest. The selection criteria were the differentials be-
tween the best offices’ scores and the weakest offices’ scores, which must be at least 0.50.

According to the results, the best post offices’ personnel feel that their work unit operates smoothly
and the quality of action is good (Table 2). It is interesting that in the best post offices, the personnel
critically  evaluate  those  questions  which  measure  the  quality  of  a  supervisor’s  actions  and  Finland

Post’s employer and corporate image. The differences between the best and the weakest post offices
are the clearest in those questions which measure the work unit’s actions and quality of actions.

* In this table the score differences between the best and weakest post offices have been calculated.
For example: the best post offices Q10 (mean 5.70) - the weakest post offices Q10 (mean 4.62) = dif-
ference between means is 1.08.

In the best post offices, the personnel feel that the work climate is good (Q4), rewarding systems pro-
mote initiative and responsible action (Q16) and all adhere to established methods (Q10). It is typical
that in these post offices employees can easily obtain all the information they need at work (Q7), dif-
ferent groups work together and they do not seek their own interests (Q9), possible conflicts are han-
dled constructively (Q5), and people have a chance to learn from the behaviour of others (Q8). Also,
target-oriented and parallel activity is usual in these post offices (Q11 and Q13).

In those questions which measure the quality of activity, respondents are especially satisfied with
work arrangements (Q64) and methods through which they can react quickly and flexibly to customer
needs (Q65). Why then are the personnel satisfied with their work arrangements? One explanation
might be that in the best post offices, the personnel’s view is that the amount of work stress is reason-
able (Q46). They also understand the bases for rewarding, unlike the personnel in the weakest post
offices (Q89).

In Table 3 it can be seen that in the best post offices the personnel evaluate critically those questions
which measure the quality of a supervisor’s action, and discussion of development (Q40, Q49, Q52,

Personnel Inquiry questions Difference *

Q10. Our unit adheres to established methods 1.08

Q16. Our rewarding promotes initiative and responsible action 0.98

Q4.  The work climate is good 0.88

Q11. Our methods support Post’ targets and are parallel with other units 0.83

Q46. Amount of work stress is reasonable 0.81

Q65. We react quickly and flexibly to customers’ requirements 0.77

Q18. Our unit goals support company goals 0.74

Q13. Our work is focused on reaching our targets 0.73

Q8. We have a good chance of learning from others’ behaviour 0.70

Q5. We handle disagreements constructively 0.65
Q64. The quality of work arrangements is good 0.64

Q9. Different groups can work together while not seeking their own interests 0.59

Q7. I can easily obtain all the information I need in my work 0.55

Q89. I know the bases of rewards 0.54

Table 2. Strengths of the Best Post Offices
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Personnel Inquiry questions Difference*

Q72. Supervisor know my educational and developmental needs -1.70

Q24. I trust in the Post’s  future -1.09

Q40. I have enough information to evaluate performance -1.03

Q73. The development discussion with my supervisor is useful -0.77

Q35. The Post’s top management respects employees -0.75

Q23. The Post is a successful company -0.75

Q56. Supervisor tell us how to obtain our targets -0.75

Q41. I get acknowledgement and feedback in my work -0.66

Q53. I get feedback from my superior -0.61

Q49. I have an open relationship with my superior -0.59

Q76. My supervisor tells me about and clarifies my targets -0.54

Q26. The Post is a good place to work -0.54

Q52. My supervisor gives me acknowledgement -0.53

Table 3. Weaknesses of the Best Post Offices

Q53, Q56, Q72, Q73 and Q76). In addition, these employees take a critical view of the Post’s future 
(Q24) and statements that Finland Post is a successful company (Q23) and a good place to work 
(Q26).

* In this table the score differences between the best and weakest post offices have been calculated. 
For example: the best post offices Q73 (mean 2.92) - the weakest post offices Q73 (mean 4.62) = the 
difference between means is -1.70.

These results confirm earlier studies: high customer satisfaction seems related more to a post office’s 
internal quality than to its external quality (Jakosuo 2002). For example, the critical evaluations of 
Finland Post as an employer do not have a negative influence on customer service quality. High cus-
tomer satisfaction seems to be more linked to the post office’s internal quality of action than to the 
Post’s employer image. It is interesting to bear in mind that in this study the supervisor’s actions doe 
not much influence customer satisfaction quality. One explanation might be found in the construction 
of  the  data.  Over  90  per  cent  of  Finland Post’s  salespersons  have  worked over  11  years  for  Finland  
Post.  This  means  that  they  are  professionals  who do not  need the  supervisor’s  guidance  as  much as  
their younger colleagues.

The Analysis of Qualitative Data
After the qualitative data analysis, I conducted five interviews in which I tried to identify how organi-
sations can improve their procedures. In the interviews my aim was to discover how organisations can 
help employees to adhere to established methods, how organisations can help employees to learn from 
others and motivate them to work together without seeking their own interests. I was also interested in 
their opinions about information and rewarding. These themes were based on the results of the quanti-
tative data.

According to the findings from the interviews, increasing interaction between different employee 
groups is one way of helping employees to adhere to the established methods. At the work places 
there are two key aspects of interaction: the degree of interaction and the scope of interaction. It is 
very important that interaction from the top down functions properly and the organisation culture sup-
ports an attitude of receptiveness. If the organisational culture is open and healthy, possible conflicts 
can be handled constructively together. Successful work units confer together and reach a common,
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shared understanding of what the organisation’s targets and processes mean to the unit. It is very diffi-
cult to provide a high level and homogeneous customer service without a common, shared view.

Organisations can enhance the way in which employees learn from the behaviour of others so that
clear targets and understandable indicators may be established. Also, it is important to encourage em-
ployees to continuously improve their service to customers. Learning one another is linked to the em-
ployee’s motivation and satisfaction. If employees are unmotivated and dissatisfied, they will not usu-
ally be prepared to share their know-how. According to the findings from the interviews, organisations
can motivate different groups to work together without seeking their own interests, thus setting a clear
vision, making clear job descriptions and providing attainable targets. Further, it is important for the
monitoring to be continuous and for the organisation culture to reward success.

The interviewees emphasised the important of information. Employees which work on routine tasks
do not have much time to read messages and guidelines. Therefore, the length of the text must be short
and the content of the message clear and unambiguous. The service sector uses a lot of part-time and
temporary employees. These employees do not always understand the operational environment and
the organisation’s projects catchwords. Hence, it is also good to avoid abbreviations and work slang.

The interviewees also discussed rewarding, which affects employees’ job satisfaction and the way in
which they treat customers. These interviewees observed that it is important for the reward system to
be fair, justifiable and open. It is important for the supervisor to set the targets at the beginning of the
year, so that employees will have enough time to reach the targets. Also, it is necessary for the organi-
sation’s middle and top management to stand behind these targets and act as a role model. For exam-
ple, if the supervisors are not interested in monitoring the standard of activity and the results, it is dif-
ficult to expect the employees to adhere to these procedures. Two of the interviewees emphasised that
the rewarding system must consist of two parts: individual performance and team performance. They
said that this model rewards individuals for outstanding results and yet also takes into account those
employees who have their own important role in common projects, although they do not belong the
group of top sales people. One of the interviewees noted that if the reward system is based solely on
the supervisor’s own opinion about an individual employee, an employee who is not the supervisor’s
favourite might find it hard to receive a merited increase.

DISCUSSION AND IMPLICATIONS
The main purpose of this study was to find out how the personnel’s work methods are related to cus-
tomer satisfaction. My qualitative examination is based on two large quantitative research studies:
Finland Post’s customer satisfaction (n=40,692) and personnel satisfaction surveys (n=1,507) from the
year 2000. In this research, I benchmarked post offices wherein customer satisfaction is particularly
high (n=10) and post offices in which customer satisfaction is particularly low (n=10). I augmented
the results of the analysis by interviewing five service experts in spring 2010.

According to the results, those post offices in which customer satisfaction is particularly high have
aimed at certain methods of procedure which are mutually directed at customer satisfaction. Also,
target-oriented and dexterous activity, the quality of the supervisor’s work, openness and experience
of working under a fair amount of pressure are typical of these post offices. This receptiveness
showed up especially in conflict and learning situations. In such cases differences of opinion were
handled in a constructive way and people had a good chance of learning from the behaviour of others.

In the best post offices, the personnel were satisfied with their working arrangements, and they con-
sidered that the workloads are reasonable. In practice, the benefit of a good working arrangement is
that the personnel are in less danger of becoming overworked and this means better opportunities to
offer a good service to customers.

It was noticeable that in the best post offices, the personnel adhered to established practices and differ-
ent groups did not seek their own interests. These post offices reacted quickly and flexibly to customer
needs,  too.  One explanation  for  this  finding may be  that  in  the  best  post  offices  the  personnel  were
awarded a prize for initiative and responsible action. Also, a target-oriented approach guided the per-
sonnel’s activities in these post offices. For example, in all the best post offices the personnel knew
how their own work unit’s targets were related to Finland Post’s targets. Target-oriented and parallel
action is very important, because it helps to attain Finland Post’s targets.
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This finding, related to target-oriented action, supports a view that the personnel’s understanding of an 
organisation’s target has a positive effect on its profitability (Kaplan & Norton 1996; 2001; 2004). In 
Finland Post’s case target-oriented action affected customer satisfaction positively.

Even the best post offices’ personnel, who were satisfied with their own work unit, criticised Finland 
Post as an employer. This result does not support the view of Grönroos (2000; 2009) that an organisa-
tion’s internal climate also reflects an organisation’s culture.  In this research the personnel felt that 
the work unit’s work climate was good—even then they felt that Finland Post’s upper management 
does not appreciate its employees enough. This result supports the opinion that an organisation’s inter-
nal and external reputations are connected (Bromley 1993; Young 1996). Also, the findings support 
the theory that a good work climate improves employees working ability (Robbins 1986).

My empirical findings suggest some important managerial implications. First, I found that it is impor-
tant to identify the organisation’s positive and negative attitudes and procedures and determine how 
these things affect the organisation’s activities. In Finland Post’s Counter Services in 2000 positive 
attitudes were reflected in established methods, responsible action based on rewarding systems, flexi-
ble procedures, the chance of learning from others’ behaviour and constructive methods to handle 
disagreements.  Lack of information, lack of acknowledgement and undervaluation of employment 
were examples of negative attitudes.

Another important finding is that in the view of the day-to-day management’s it is important that su-
pervisors

 check that all employees know and understand the organisation’s vision and targets

 check that all employees know and understand their own job descriptions

 encourage employees to work together

 continuously encourage employees to improve customer service

 reward teams and individuals for success

 monitor how employees treat customers

 act as a role model.

One way to encounter future challenges is to improve the organisation’s managerial skills and supervi-
sors’ actions.  The other way to encounter future challenges is to admit that maybe not all wisdom 
comes from within the organisation; rather from customers. Customer-oriented organisations see cus-
tomers  as  active  partners  and  they  are  able  to  utilise  the  customer’s  know-how.  Customers  can,  for  
example, test new procedures and products in authentic situations. Employees can also, for instance, 
observe and follow customers’ actions so that they understand better customers’ needs. These proc-
esses help organisations to make their action comprehensible to the personnel and focus on the right 
things. In the service innovation’s view these new procedures are incremental innovation, because 
these procedures modify current services and create higher value for customers (Snyder & Duarte 
2003; Lin, Chen & Chiu 2010).

LIMITATIONS
The principal limitations of this study concern four aspects: the scope of the study, the task type, the  
simplicity of the data and the age of the data. First, this study was carried out in the context of the Fin-
nish postal services, which represent public services. Therefore, there may be several possible prob-
lems related to cross-national or cultural research. In addition, the employees represented sales per-
sons, whose tasks consist of routine services. For this reason, the results may vary in non-routine ser-
vices. Because the data consisted of results from only 20 post offices, these data represent only a small 
part of the post office network and generalisation from the results is impossible. Finally, the quantita-
tive data is 10 years old and only the qualitative data is new. Therefore, the combination of the quanti-
tative and qualitative data is questionable. On the other hand, according to the interviews, the ques-
tions concerning developing work methods and rewarding are still current.
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