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INTRODUCTION 

Hotels are service-based business ventures that 

offer leisure activities for sale (www.globalhotel-

data.com, 2013). The hospitality industry, where 
hotels are situated, is growing rapidly (Jamir, 

2007), owing to economic growth and advanced 

standard of living (Lee et al, 2012), contributing 
over 80% of worldwide tourism earnings This 

trend is also observable in Nigeria owing to 

growing penchant of Nigerians for leisure 
activities (Kalu, 2015). This has led to 

establishment of many hotels in Nigeria, with 

over 30,000 rooms, as at 2010 (Esiekpe, 2011). 

The existence of these hotels has made the 

hospitality industry competitive. However, the 

competition is basically facility-based (Onuoha 
& Agu, 2016), as these hotels render 

undifferentiated services (Onuoha & Igwe, 

2017). Nevertheless, hotels can differentiate 
themselves by moving to the realm of customer 

experience management, creating long-term, 

emotional bonds with their customers through 
the co-creation of memorable experiences 

potentially involving a combination of goods 

and services (Crossby & Johnson, 2007). The 

compelling need for creating value through 
customer experiences suggests a need for 

innovative methods, techniques, and R & D 

practices for services (Bitner, Ostrom & Morgan, 
2008). One of such techniques is what Shostack 

(1987) termed service blueprint – a customer-

focused approach for service innovation and 
service improvement. 

Realistically, firms-hotels inclusive – cannot 
wholly eliminate the possibility of negative 

customer post-purchase experience (Schoefer, 

2012). Nevertheless, what distinguishes successful 
firms from others lies in the efforts the firms 

make to keep negative post-purchase experience 

at the lowest ebb (Zeithaml, 1998). 

Considerable evidences show that consumers 

evaluate a firm’s offer by comparing their post-

purchase experience with their expectations 

from the firm before the purchase (Hansemark & 

Albinson, 2004; Angelova & Zekiri, 2011; Yi, 

1989; Cronin & Taylor, 1992). Consumers who 

subsequently perceive a gap between their 

expectations and the quality of service delivered 

by the firm would exhibit negative post-purchase 

behavior; otherwise, positive post-purchase 

behavior is exhibited (Tax & Chandrashekaran, 

1992; Hansemark & Albinson, 2004; Angelova 

& Zekiri, 2011; Blodgett et al, 1997). Thus, a 

firm’s strategy aimed at reducing the gap 

between consumers’ expectations and the 

product’s performance can have a dramatic 

impact on consumers’ post-purchase behavior 

(Khan, 2012; Ambler & Kokkinaki, 1997; Ziaie 

et al, 2012; Hnasemark & Albison, 2004). 

Consequently, service blueprint has been 

recognized as a critical means of service delivery 

(Polaine et al, 2013), as it brings new insight in 

evaluating service from the customer’s 

viewpoint (Spraragen & Chan, 2008). 
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Most consumer researchers have explored the 

impact of service recovery on post-complaint 

behavior (Smith et al, 1999; Estelami, 2000; 

Tax et al, 1998; Hess et al, 2003; Davidow, 

2003; Chebat & Slusarczyk, 2005; Awa et al, 

2015). These studies, as observed by Awa et al 

(2015), mainly concentrated on what service 

providers would do to appease consumers after 

service failure; while less attention has been 

directed towards an understanding of service 

blueprinting as antidote to service failure, which 

consequently makes service recovery strategies 

less attractive. The purpose of this study, therefore, 

is to examine customer evaluation of service 

blueprint and its implications for customer post-

purchase behavior in the context of service 

delivery in Nigeria’s hospitality industry. 

THEORETICAL FOUNDATION 

The baseline theory for this study was the 

Expectation Confirmation Theory (ECT), also 

referred to as Expectation Disconfirmation 

Theory (EDT), developed by Richard L. Oliver 

in a series of two studies in 1977 and 1980 (see 

Oliver, 1977 & 1980). It is the most popular 

satisfaction theory (Mattila & O’Neill, 2003). 

ECT is a cognitive theory which seeks to explain 

post-purchase or post-adoption satisfaction as a 

function of expectations, perceived performance 

and disconfirmation of beliefs (Oliver, 1977 & 

1980). The theory explains the judgments or 

evaluations that a person’s makes with respect 

to a product or service in comparison to the 

person’s original expectations, which culminates 

in positive or negative post-purchase behaviour 

(Oliver, 1980; Spreng, Mackenzie & Olshavsky, 

1996; Nevo & Wade, 2007). 

The theory posits that satisfaction is influenced 

by both expectations and perceived performance 

by means of a meditational relationship which 

passes through the disconfirmation construct 

(Nevo & Wade, 2007), therefore its application 

to service blueprinting and customer post-purchase 

behavior is worthwhile, bearing in mind that 

customers’ satisfaction of hotel services is based on 

their comparison of their expectations and actual 

performance of the service. 

Service Blueprint (SB) 

There are different but related definitions of 

service, as most definitions of a service focus on 

the fact that services are provided as solutions to 

customer problems (Gronroos, 1990) or create 

value (Gummesson, 2002). As defined by 

O’Flaherty et al (2013, p. 101), service is a 

“dynamic set of activities which create value/solve 

a problem through the lens of the customer”. 

What services, whether professional, retail, 

financial, telecommunication, hospitality, 

healthcare or offerings in conjunction with 

goods, have in common is an interface with an 

actual customer whether through technology or 

interpersonal interactions (Bitner et al, 2008). 

Services are “higher” products whose purchase 

does not result in the ownership of any physical 

object (Okpara, 2012). Also, the purchase of 

services is influenced by the physical evidence 

of the service point, and the contact persons 

(Bitner, 1992). These have, therefore, become 

challenges that make the sale of services 

difficult, and have equally underlie the need for 

an innovation technique like service blueprinting 

(Bitner et al, 2008). 

Service blueprinting is a framework for service 

delivery invented by Shostack (1982; 1987) and 

developed further by Kingman-Brundage (1993; 

1995; 1996) to visualise expected and or actual 

service process. Zeithaml and Bitner (2000) 

define service blueprint as a picture or map that 

accurately portrays the service system so that 

the different people involved in its development 

can understand and deal with it objectively 

regardless of their roles or individual point of 

view. It depicts the process of service delivery, 

roles of customers, roles of service employees, 

and visible components of service (Boughnim & 

Yannou, 2005). Service blueprint answers these 

questions: Who does what? To whom? How 

often? Under what condition? (Kingman-

Brundage, 1989). 

A typical service blueprint is made up of five 

components (Zeithaml, Bitner & Cremler, 2006), 

as shown in Figure 1. 

The strength of service blueprinting lies largely 

on its ability in creating a visual depiction of the 

service process that highlights the steps in the 

process, the points of contact that take place, 

and the physical evidence that exists, all from a 

customer’s point of view (O’Connor et al, 

2015). 

Post-Purchase Behavior 

Each stage of the buyer decision process is 

complicated, and marketers need to understand 

their customers’ journey as they construct 

meaningful campaigns and messages.  

These statements are even more important to 
reckon with in the last stage of the buyer decision 

process–post-purchase behavior (Ehigie, 2000). 
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Physical Evidence 
All tangible items that customers are exposed to when a 

service is being delivered, which can influence their quality 

perceptions. 

Customer Actions 
All of the steps that customers take as part of the service 

delivery process. 

Onstage/Visible Contact Employee 

Actions 

Line of Interaction 

Actions of frontline contact employees that occur as part of 

face-to-face encounter with customers. 

Backstage/Invisible Contact Employee 

Actions 

Line of Visibility 
Non-visible activities that contact employees do so as to 

prepare to serve customers or that are part of their role 

responsibilities (e.g. telephone calls). 

Support Processes 

Line of Internal Interaction 

All of the activities carried out by individuals and units within 

the organization who are not contact employees but that need 

to happen in order for the service to be delivered. 

Figure1. Traditional Service Blueprint 

Post-purchase behavior is simply defined as the 

stage of the buyer process where a consumer 
will take additional action, based purely on his 

satisfaction or dissatisfaction (Tronvoll, 2007). 

Post-purchase behavior measures the outcome of 
consumers’ evaluation of a firm’s offer after use 

(Hansemark & Albinson, 2004). The evaluation is 

based on the consumers’ perception of the 

ability of the offer to solve their problem (Knox 
et al, 2003). Consumers are satisfied if they 

perceive the product’s performance meets, or 

even exceeds, their expectations; and are 
dissatisfied if the contrary occurs (Ehigie, 2000; 

Khan, 2012; Ziaie et al, 2012). 

This study adopted the three dimensional 
measures of post-complaint behavior proposed 

by Davidow (2003) and validated by Awa et al 

(2015) in a Nigeria-based study. They are customer 

satisfaction; repurchase intentions, and word-of-
mouth publicity. 

Customer satisfaction is the paramount indicator 

of a firm’s quality of service (Vavra, 1997). It 
measures consumers’ state of contentment (Oliver, 

2006). According to Kotler and Keller (2009) 

customer satisfaction is a feeling of pleasure, or 

disappointment arising from someone who 
compares a product’s perceived performance (or 

outcome) against their expectations. It is one of the 

best indicators for future profit (Satiawan, 
2004), as it leads to repeat purchases, loyalty 

and customer retention (Zairi, 2000). 

Repurchase intentions refer to the degree in 
which a customer prefers a firm’s offering in 

future in relation to competitors’ (Kotler & 

Keller, 2009), while word-of-mouth publicity 

refers to the likelihood of advocacy after a specific 
post-purchase experience (Christopher et al, 

2002). These two are influenced by satisfaction. 

Satisfied customers are likely to repurchase the 

same product (Kelley et al, 1993; La Barbera & 

Mazursky, 1983) as well as share their 
experiences with others (Angelova & Zekiri, 2011), 

including potential buyers and competitors’ 

customers (Awa et al, 2011). Thus, repurchase 
intentions and word-of-mouth publicity is salient 

consequences of satisfaction/dissatisfaction 

paradigm (Oliver, 1996). 

Study Framework and Hypotheses 

Based on the foundation developed by Shostack 

(1982; 1987) and Kingman – Brundage (1993; 

1995; 1996), a number of authors had suggested 
certain dimensions of service blueprint, including 

service process, customer experience, and service 

development and design (Bitner et al, 2007); 
service experience and service process (Berry et 

al, 2002); service design and service experience 

(Polaine et al, 2013); customer service 

experience (Patricio et al, 2008). Gleaning from the 
foregoing, figure 2 shows the dimensions of 

service blueprint used in this study, as well as 

the proposed relationships, and three testable 
hypotheses. 

Service Design 

Service design is the activity of planning and 

organizing people, infrastructure, and 
communication and material components of a 

service in order to improve its quality and the 

interaction between service provider and customers 
(Shostack, 1984). The purpose of service design 

methodologies is to design according to the 

needs of customers or participants, so that the 
service is user-friendly, competitive and relevant to 

the customers (Levile, Downs & Reason, 2008). 

Organizations that are most successful in providing 

satisfying services keep their service development 
processes from being ad hoc (de Jong & 

Vermeulen, 2003). 
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Figure2. Research Framework 

Thus, satisfying services are prepared 

systematically through a set of planned stages 
from the establishment of clear objectives, to 

idea generation, to concept development, service 

design, prototyping, service launch, and customer 
feedback (Bitner et al, 2007). 

As services are becoming commoditized (Gilmore 
& Pine, 1998), service design is then becoming 

a vehicle through which memorable service 

experiences is provided (Norman, 2004). A well 
designed service that is pleasing to experience 

can provide the firm with a key point of 

differentiation from competitors (Bitner et al, 

2008), and is more likely to result in favorable 
service quality and brand image evaluations, 

which both have influence on customer satisfaction, 

loyalty and repatronage (Eduardsson & Oleson, 
1996; Stuart, 2006). 

H1: There is a significant relationship between 
service design and customer post-purchase behavior 

Service Process 

One of the most distinctive characteristics of 
services is their process nature (Gronvoos, 

2000) as services are dynamic, unfolding over a 

period of time through a sequence or combination 
of events and steps (Bitner et al, 2008). Service 

process, therefore, refers to a chain or combination 

of activities that allows the service to function 

effectively (Johne & Storey, 1998). A service 
process that is coordinated and managed as a 

whole, over time, produces value for the 

customer (Bitner et al, 2008). This value, thus, 
becomes a critical factor for customer positive 

judgment of the service encounter (Danaher & 

Mattsson, 1994), as well as object of favorable 

word-of-mouth (Singh, 1991). 

H2: There is a significant relationship between 
service process and customer post-purchase 

behavior 

Service Experience 

Service experience refers to “the cognitive, 
affective, and behavioral reactions associated 

with a specific service extent” (Padgett & Allen, 

1997). This definition represents a time-

bounded progression of related interactions 

involving the customer and other people and or 
technology in the production and consumption 

of a service (Bitner et al, 2008). Service experience 

is the key to differentiating one’s offering from 
those of competitors and escaping commoditization 

in an increasingly crowded competitive market 

place (Gilmore & Pine, 1998). 

Designing and managing the customer experience 

effectively requires presenting a series of clues 
that function holistically to meet or exceed 

customer expectations (Carbone & Haeckel, 1994). 

The total customer experience, as influenced by 

the clues, evokes perceptions of service quality, 
which in turn, influences preferences and loyalty 

(Haeckel, Carbone & berry, 2003). Delivering 

customer value through distinctive, memorable 
service experiences is more likely to lead to 

favorable customer post-purchase behavior (Meyer 

& Schwager, 2007). Thus, successful experiences 
are those that the customer finds unique, 

memorable and sustainable over time, and would 

like to repeat, build upon and enthusiastically 

promotes via word-of-mouth (Pullman & Gross, 
2004). 

H3: There is a significant relationship between 

service experience and customer post-purchase 

behavior. 

RESEARCH METHODOLOGY 

This study was carried out in Abia State, South-

East, Nigeria. National Population Commission 
(NPC) and National Bureau of Statistics (NBS) 

put the current projected population of Abia 

State at 3,622,900 (Nigeria Tribune, December 

30, 2016). For a population of 1,000,000 and 
above, a sample size of 384 is adequate (Sekeran, 

2003). Thus, data used in testing the hypothesized 

relationships were generated from 384 
customers of 16 hotels in two major cities of the 

State – Aba and Umuahia – using questionnaire, 

at 24:1 ratio. However, customers selected for 

questionnaire administration were those available 
in their hotel rooms or seen at the reception, 

checking in or out of the hotels, as at the time 

the questionnaire was shared. This is referred to as 
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convenience sampling technique (Ezejelue et al, 

2008). 

The 24-item questionnaire – 15 for service 

blueprint and 9 for post-purchase behavior – 
structured on 5-point scale ranging from 

“strongly agree” (5) to “strongly disagree” (1) 

was pre-tested on 15 customers in Apricot Hotel, 
Umuahia, in order to confirm its simplicity and 

consistency. The Cronbach test result, as shown 

in Table 1, surpassed Nunnally and Bernstein’s 
(1994) benchmark of 0.7, thus confirming the 

reliability of the research instrument. 

Table1. Reliability Coefficient of Study Variables 

Cronbach’s 

Alpha 

Cronbach’s Alpha 

based on 

Standardized items 

No of 

Items 

.878 .884 24 

ANALYSIS AND RESULTS 

Pearson product moment correlation and linear 

regression were used to establish the relationship 

between service blueprint (independent variable) 
and customer post-purchase behavior (dependent 

variable). 

Table2. Correlations between Service Blueprint and Customer Post-Purchase Behavior (N=384) 

 1 2 3 4 

Service Design Pearson Correlation  
Sig. (2-tailed) 

1    

Service Process Pearson Correlation  

Sig. (2-tailed) 

.909** 

.000 

1   

Service Experience Pearson Correlation  

Sig. (2-tailed) 

.950** 

.000 

.825** 

.000 

1  

Post-Purchase Behaviour Pearson Correlation  

Sig. (2-tailed) 

.836** 

.000 

.777** 

.000 

.795** 

.000 

1 

**Correlation is significant at the 0.05 level (2-tailed) 

The influence of service blueprint on customer 

post-purchase behavior of hotels was investigated 

using Pearson product moment correlation 
coefficient as shown in Table 2. There was a 

positive influence of service design, service 

process and service experience on post-purchase 

behavior as shown by their respective r values 

of 0.836, 0.777 and 0.795. This indicates that 
the adoption of service blueprint in hotels leads 

to positive customer post-purchase behavior. 

Table3. Results of Regression Analysis 

Predictor Coefficient (β) t-test Sig Decision 

Constant 3.09 4.562 0.000  

Service design 0.719 10.941 0.000** Accept H1 

Service process 0.745 4.817 0.000** Accept H2 

Service experience 0.693 5.478 0.000** Accept H3 

Model Summary: R = 0.684; R2 = 0.382; Adjusted R2 = 0.377; F - value = 61.742**; std error of estimate = 

0.067. Note: **p ≤ 0.05 

A linear regression model was used to explore 

the relationship between dependent variable and 

independent variable (predictor). It was used to 

predict customer post-purchase behavior. As shown 
in Table 3, the R2 value of service blueprint was 

0.382.  

This indicates that the predictor variables in the 

model explained about 38.2% variations of 
customer post-purchase behavior. Thus, customer 

post-purchase behavior is fairly driven by service 

blueprint. The regression model (Y = 3.09 + 

0.719X1 + 0.745X2 + 0.693X3) significantly 
improved the ability to predict customer post-

purchase behavior. The F - value (F = 61.742, 

p< 0.05) was significant, showing good model 

fit. 

DISCUSSION OF FINDINGS 

The β values of the dimensions of service blueprint 

had positive relationship with customer post-

purchase behavior, as shown in Table 3. From 

the Table, the t-values associated with β-values 

were significant (t-values > 0.05), thus service 

blueprint as the predictor was making a 
significant contribution to the model. 

The predicted relationship between service 
design and customer post-purchase behavior 

was significant (β = 0.719, p< 0.05), which 

suggests the acceptance of H1 that service 
design has significant influence on customer 

post-purchase behavior. This indicates that for 

each unit increase in service design, there is 
0.719 units increase in customer post-purchase 

behavior of hotels. This finding concurs with 

Norman (2004), Bitner et al (2008) and Stuart 

(2006) that service design is a means through 
which customer satisfaction, loyalty and 

repatronage are achieved. 
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The interaction between service process and 

customer post-purchase behavior was significant 
and positive (β = 0.745, p< 0.05), thereby 

suggesting the acceptance of H2 that service 

process has significant influence on customer 
post-purchase behaviour. The implication of this 

finding is that for each unit increase in service 

process, there is 0.745 units increase in 

customer post-purchase behavior of hotels. This 
finding agrees with extant studies that service 

process produces value for customers (Bitner et 

al, 2008) upon which they judge the service 
provider positively (Danaher & Mattsson, 1994) 

and spread such judgment to others (Singh, 

1991). The interaction between service experience 
and customer post-purchase behavior was 

significant and positive (β = 0.693, p< 0.05). 

This suggests accepting H3 that service experience 

has significant influence on customer post-
purchase behavior. This indicates that for each 

unit increase in service experience, there is 

0.693 units increase in customer post-purchase 
behavior. This finding is in line with the finding 

of Meyer and Schwager (2007) that memorable 

service experience mostly leads to favorable 

customer post-purchase behavior. The finding 
further agrees with Pullman and Gross (2004) 

that customers are likely to repertories a firm 

whose service experience is memorable, and are 
willing to promote such experience via word-of-

mouth. 

CONCLUSION AND IMPLICATIONS 

This paper attempts to extend the theoretical 

base of service delivery by developing a 

framework of service blueprint, with three 
dimensions, from literature. The reliability of the 

dimensions of service blueprint was statistically 

confirmed, and the hypothesized relationships in 
the framework tested using Pearson product 

moment correlation coefficient and linear 

regression. All the hypothesized relationships 

were supported at p< 0.05. The adoption of 
service blueprint enables hotels to provide 

customer-based services that guarantee 

satisfaction, repurchase of the service and 
willingness of letting others know about the 

services. 

By modeling service blueprint for hotels (see 

figure 3 in the appendix), this paper contributes 

to the theoretical and methodological discourse 
within the context of service delivery in general, 

and hospitality industry in particular. 

The model, as shown in figure 3, clearly shows 

the actions of hotel customers, both what they 

do that involves employees and other actions 
that customers engage in as part of the service 

delivery process (for example, sleeping, eating 

food from room services). The purpose of the 
model is to capture the entire customer experience 

from the customer’s point of view in the 

blueprint. Front desk employees who check in 
customers are performing an onstage action as 

are employees who deliver room service to 

customers. Employees who deliver service might 

also engage in backstage activities such as 
helping prepare the food and arranging the tray 

prior to delivering it to customers. There are 

also important support processes including the 
reservation and registration systems that affect 

the customer experience. Although presented 

only in a brief conceptual form here, any 
support processes that impact the customer 

experience could be described in detail. As shown 

in the model, hotels clearly have considerable 

physical evidence that customers are exposed to 
that can impact their quality perceptions. 

From a practical perspective, hotels are advised 

to adopt service blueprinting in assessing and 

improving their existing services. With this, 

everyone could see their critical role(s) on the 
blueprint and logical changes and improvements 

ensued. Also, inputs should be gathered from 

both business customer and employees on how 
to improve the core service. To achieve this, 

interactions with customers and visible/invisible 

contact employees are inevitable. 

REFERENCES 

[1] Abukhzam, M., & A. Lee. (2010). Factors 

affecting bank staff attitude towards e-banking 

adoption in Libya, The Electronic Journal of 

Information Systems in Developing Countries, 42, 

(2), 1-15. 

[2] Ahmed, A., D. Singh & I. Mohamed, (2011).  
Potential E-commerce adoption strategies for 

Libyan organization. Int. J. Inform. Commun. 

Technol. Res., 1: 321-328. 

[3] Ambler, T. & Kokkinaki, F. (1997). Measuring of 

success. Journal of Marketing Management, 13, 

665-678. 

[4] Angelova, B. & Zekiri, J. (2011). Measuring 

customer satisfaction with service quality using 

American customer satisfaction model. 

International Journal of Academic Research in 

Business and Social Sciences, 1 (3), 232-258. 

[5] Awa, H., Eze, S., Urieto, J. & Inyang, B. (2011). 
Upper echelon theory: A major determinant of 

information technology (IT) adoption by SMEs in 

Nigeria. Journal of Systems and Information 

Technology, 13 (2), 144-162. 

[6] Awa, H. O., Ogwo, E. O. & Ojiabo, U. (2015). 

Proposing an integrated correlates of service 

recovery and post-complaint behaviour. Journal of 

Marketing Thoughts, 3(2), 51-66. 

[7] Berry, L. L., Carbone, L. P. & Haeckel, S. H. 



Service Blueprint and Customer Post-Purchase Behavior of Hotels in Nigeria 

International Journal of Research in Business Studies and Management V4 ●I12 ●2017                           25        

(2002). Managing the total customer experience. 

MIT Sloan Management Review, 43 (3), 8-19. 

[8] Bitner, J. B. (1992). The impact of physical 

surroundings on customer and employees. Journal 

of Marketing, 56 (2), 57-71. 
[9] Bitner, M. I., Ostrom, A. L. & Morgan, F. N. 

(2008). Service blueprinting: A practical 

technique for service innovation. California 

Management Review, 50 (3), 66-94. 

[10] Blodgett, J. G., Hill, D. J. & Tax, S. S. (1997). The 

effects of distributive, procedural, and 

international justice on post-complaint behaviour. 

Journal of Retailing, 2, 185-210. 

[11] Boughnim, N. & Yannou, B. (2005). Using 

blueprinting method for developing product-

service system. Proceedings of International 

Conference of Engineering Design (ICED), 
Melbourne, Australia. 

[12] Carbone, L. P. & Haeckel, S. H. (1994). 

Engineering customer experiences. Marketing 

Management, 3(3), 8-19. 

[13] Chebat, J. & Witold, S. (2005). How emotions 

mediate the effects of perceived justice on loyalty 

in service recovery situations: An empirical study. 

Journal of Business Research, 58 (5), 664-673. 

[14] Christopher, M., Payne, A. & Ballantyner, D. 

(2002). Relationship Marketing: Creating 

Stakeholder Value, 2nd ed. Oxford: Butterworth 
Heinemann. 

[15] Cronin, J. J. & Taylor, S. A. (1992). Measuring 

service quality: A re-examination and extension. 

The Journal of Marketing, 56 (3), 55-68 

[16] Crosby, L. A. & Johnson, S. L. (2007). 

Experience required. Marketing Management, 16 

(4), 20-28. 

[17] Danaher, P. J. & Mattsson, J. (1994). Customer 

satisfaction during the service delivery process. 

European Journal of Marketing, 28 (5), 5 – 16. 

[18] Davidow, M. (2003). Organizational responses to 

customer complaints: What works and what 
doesn’t. Journal of Service Research, February, 

225-250. 

[19] De Jong, P. J. & Vermeulen, P. A. M. (2003). 

Organizing successful new service development. 

Management Decision, 41 (9), 844-858. 

[20] Eduardsson, B. & Olsson, J. (1996). Key concepts 

for new service development. Service Industries 

Journal, 16(2), 140-164. 

[21] Ehigie, R. B. O. (2000). Consumer purchase 

conflict and post-purchase dissonance: 

Psychological issues for marketing management. 
NIMARK Marketing Journal, 5 (2), 30-35. 

[22] Esiekpe, L. (2011). Indigenous hotels and 

competitive pressure from foreign hotels. Online: 

www.travelafrienews.com (10/9/2016). 

[23] Estelami, H. (2000). Competitive and procedural 

determinants of delight and disappointment in 

consumer complaint outcomes. Journal of Service 

Research, 2 (3), 285-300 

[24] Ezejelue, A. C., Ogwo, E. O. & Nkemnebe, A. D. 

(2008). Basic Principles of Managing Research 

Projects, 2nd ed. Aba: Afritowers. 

[25] Gilmore, H. & Pine, B. (1998). Welcome to the 

experience economy. Harvard Business Review, 

July-August, 97-105. 

[26] Gronroos, C. (2000). Service Marketing and 

Management: A Customer Relationship 
Management Approach. Chichester, West Susses, 

England: John Wiley & Sons, Ltd. 

[27] Haeckel, S. H., Carbone, L. P. & Berry, L. L. 

(2003). How to lead the customer experience. 

Harvard Business Review, January/February, 8-

23. 

[28] Hansemark, O. C. & Albinson, M. (2004). 

Customer satisfaction and retention: The 

experiences of individual with employees. 

Managing Service Quality, 14 (1), 40-57. 

[29] Hess, R., Shankar, G. & Noreen, K. (2003). 

Service failures and recovery: The impact of 
relationship factors on consumer satisfaction. 

Academy of Marketing Science Journal, 31 (2), 

127-147. 

[30] Damir, S. (2007). Contributions of the hospitality 

industry to global economy. Online: 

www.ask.com (10/9/2016). 

[31] Johne, A. & Storey, C. (1998). New service 

development: A review of the literature and 

annotated bibliography. European Journal of 

Marketing, 32 (3/4), 184-251. 

[32] Kalu, I. N. (2015). Service quality delivery and 
marketing performance of hotels in Nigeria. A 

study of selected hotels in Abia and Imo States. 

PhD Thesis, Abia State University, Uturu, 

Nigeria. 

[33] Kha, I. (2012). Impact of customer satisfaction 

and customer retention on customer loyalty. 

International Journal of Scientific and Technology 

Research, 1 (2), 106-110. 

[34] Kingman-Brundage, J. (1989). The ABCs of 

service system blueprinting: Designing a winning 

service strategy. Proceedings of the 7th Annual 

Services Marketing Conference, Chicago, 30-33. 
[35] Kingman-Brundage, J. (1993). Service Mapping: 

Gaining a Concrete Perspective on Service 

System Design. New York: Amacon 

[36] Kingman-Brundage, J. (1995). Service Mapping: 

Back to Basics. Chichester: John Wiley & Sons. 

[37] Kingman-Brundage, J. & George, W. R. (1996). 

Using service logic to achieve optimal team 

functioning. International Service Quality 

Association, 13-24 

[38] Knox, S., Makian, S., Payne, A., Peppard, J. & 

Ryals, I. (2003). Customer Relationship 
Management: Perspective from Marketplace. 

Oxford: Butterworth Heinemann. 

[39] Kotler, P. & Keller, K. L. (2009), Marketing 

Management, 13th ed. Upper Saddle River, New 

Jersey: Prentice-Hall. 

[40] Lee, S. M., Olson, D. L. & Trimi, S. (2012). Co-

innovation: Convergenomics, collaboration, and 

co-creation for organisational values. Management 

Decision, 50 (5), 817-831 

[41] Nevo, D & Wade, M. (2007). How to avoid 

disappointment by design. The communications 

http://www.travelafrienews.com/
http://www.ask.com/


Service Blueprint and Customer Post-Purchase Behavior of Hotels in Nigeria 

26                           International Journal of Research in Business Studies and Management V4 ●I12 ●2017                                                             

of the ACM, 50(4), 43-48. 

[42] Norman, D. (2004). Emotional Design: Why We 

Love or Hate Everything. New York: Basic Book. 

[43] Nunnally, J.  and Bernstein, H. (1994). 

Psychometric Theory, 3rd ed. New York: 
McGraw-Hill. 

[44] O’Connor, Y., Heavin, C., O’Connor, S., 

GaNagher, J., Wu, J. & O’Donoghue, J. (2015). 

Service blueprint for improving clinical guideline 

adherence via mobile health technology. 

International Journal of Medical, Health, 

Biomedical, Bioengineering and Pharmaceutical 

Engineering, 9(11), 768-772. 

[45] Okpara, G. S. (2012). Contemporary Marketing: 

Topical and Tropicalized, 2nd ed. Owerri: Avan 

Global Publications. 

[46] Oliver, R. L. (1977). Effect of expectation and 
disconfirmation on post-exposure product 

evaluations: An alternative interpretation. Journal 

of Applied Psychology, 62 (4), 480-489. 

[47] Oliver, R. L. (1980). A cognitive model of the 

antecedents and consequences of satisfaction 

decisions. Journal of Marketing Research, 17(4), 

460-471. 

[48] Oliver, R. L. (1996). Whence customer loyalty. 

Journal of Marketing, 63, 33-34. 

[49] Oliver, R. L. (2006). Customer satisfaction 

research, in Handbook of Marketing Research: 
Uses, Misuses and Future Advances, R. Grover & 

M. Vriens (eds). Thousand Oaks, CA: Sage, 569-

587. 

[50] Onuoha, A. O. & Agu, G. A. (2016). Service 

innovation and customer satisfaction of hotels in 

Port Harcourt, Nigeria. Journal of Business and 

Value Creation, 5(1), 232-245. 

[51] Onuoha, A. O. & Igwe, P. (2017). Choice criteria 

for customer patronage of hotels: A study of 

university lecturers in Abia State, Nigeria. Elixir 

International Journal, 107, 254-258. 

[52] Padgett, D & Allen, D. (1997). Communicating 
experiences: A narrative approach to creating 

service brand image. Journal of Advertising, 

26(4), 49-62. 

[53] Patricio, L., Fisk, R. P. & Joao, F. C. (2008). 

Designing multi-interface service experiences: 

The service experience blueprint. Journal of 

Service Research, 10 (4), 318-334. 

[54] Polaine, A., Lovlie, L. & Reason, B. (2013). 

Service Design: From Insight to Implementation. 

Brooklyn, New York: Rosenfeld Media, LLC. 

[55] Pullman, M. E. & Gross, M. A. (2004). Ability of 
experience design elements to elicit emotions and 

loyalty behaviours. Decision Sciences, 35 (3), 

551-578. 

[56] Schoefer, K. (2012). Customer Evaluations of 

Service Failure and Recovery Encounters. 

Fairfield, Ohio: GRIN Verlag. 

[57] Sekaran, U. (2003). Research Method for 

Business, 4th ed. New York: John Wiley & Sons, 

Inc. 

[58] Setiawan, B. (2014). Customer satisfaction index 

model on three level of socioeconomic status in 

Bogor case study: Customer satisfaction on 

branded cooking oil product. ASEAN Marketing 

Journal, 6 (1), 15-24. 

[59] Shostack, G. L. (1982). How to design a service. 

European Journal of Marketing, 16, 49-63. 
[60] Shostack, G. L. (1984). Designing services that 

deliver. Harvard Business Review, 62 (January-

February), 133-139. 

[61] Shostack, G. L. (1987). Service positioning 

through structural change. Journal of Marketing, 

59 (January), 34-43 

[62] Singh, J. (1991). Understanding the structure of 

consumers’ satisfaction evaluations of service 

delivery. Journal of the Academy of Marketing 

Science, 19 (3), 223-244. 

[63] Smith, A., Bolton, R. & Wagner, J. (1999). A 

model of customer satisfaction with service 
encounters involving failure and recovery. Journal 

of Marketing Research, 36 (8), 356-372. 

[64] Spraragen, S. L. & Chan, C. (2008). Service 

blueprinting when customer satisfaction numbers 

are not enough. International DMI Education 

Conference. 

[65] Spreng, R. A., Mackenzie, S. B. & Olsharsky, R. 

W. (1996). A reexamination of the determinants 

of consumer satisfaction. Journal of Marketing, 60 

(3), 15-24. 

[66] Stuart, F. I. (2006). Designing and executing 
memorable service experiences: Lights, camera, 

experiment, integrate, action!Business Horizons, 

49, 149-159. 

[67] Tax, S. S., Brown, S. W. & Chandrashekaran, M. 

(1998). Customer evaluations of service 

complaint experiences. Journal of Marketing, 62 

(April), 60-76. 

[68] Tronvoll, B. (2007). Customer complaint 

behaviour from the perspective of the service 

dominant logic of marketing. Managing Service 

Quality, 17 (6), 601-620. 

[69] Vavra, T. G. (1997). Improving your 
Measurement of Customer Satisfaction: A Guide 

to Creating, Conducting, Analyzing and 

Reporting Customer Satisfaction Measurement 

Programs. Milwaukee: ASQC Quality Press. 

[70] Yi, Y. (1989). A critical Review of Consumer 

Satisfaction. Chicago: American Marketing 

Association. 

[71] Zairi, M. (2000). Managing customer satisfaction. 

A best practice perspective. The TQM Magazine, 

12 (6), 389-494 

[72] Zeithaml, V. A. (1998). Consumer perceptions of 
price, quality, and value: A means-end model and 

synthesis of evidence. Journal of Marketing, 52 

(3), 2-22. 

[73] Zeithaml, V. & Bitner, M. J. (2000). Services 

Marketing. New York: Irwin McGraw-Hill. 

[74] Ziaie, M., Zivaryar, F. & Nargesiyam, J. (2012). 

Aims factors on customer satisfaction using 

SERVQUAL model. Quarterly Journal of Modern 

Marketing Research, 2 (6), 186-173. 



Service Blueprint and Customer Post-Purchase Behavior of Hotels in Nigeria 

International Journal of Research in Business Studies and Management V4 ●I12 ●2017                           27 

APPENDIX 

 

Figure3. Service Blueprint for Overnight Hotel Stay Service 
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