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This paper presents a research on the value of good service for front desk employees in high-
end hotels in Helsinki city center. The main aim of the study is to establish the value of good
service for employees, customers and the industry as well as its influence on the motives of
employees to provide it.

The literature review chapter is divided into three main parts. The first subchapter gives an
overview of the person’s intrinsic value and his dependency on others. The second subchapter
addresses the meaning of work as a service to the society and its significance for the self-
actualization of the worker. Finally, the third subchapter handles the engagement of the em-
ployee on three different levels of motivation.

The methodology of the study was a qualitative analysis with an inductive approach. The re-
search was carried out by un-structured open-ended interviews to front desk employees, with
the aim of getting narratives of good service’s instances. The data was analyzed with a combi-
nation of content analysis and a thematic approach of narrative analysis. Overall fifteen inter-
views were conducted during the July 2013.

The main finding in the study was that good service gives the possibility to the employee to
give himself to others, to achieve self-actualization and satisfaction through it. This provides
to the employee with a solid motive to render a good service, with all the positive conse-
quences for the customer, the industry and the server himself. Additional research on the top-
ic should be carried out in order to cover other types of hotels and job positions. Educational
centers should be as well interested in providing knowledge to future hoteliers on the tran-

scendental value of good service.
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1 Introduction

The service industry is growing quickly and steady. In Finland, it represents almost the
70% of the gross domestic product (Statistics Finland, 2012), which means that ser-
vices support more than half of the country’s economy. This is understandable since
through services the human being meets his necessities. The society has been develop-
ing in many aspects. Through businesses and service companies, people are able to
cover their needs. Every day people go to work, through it, they serve others and help

them to meet their needs while they receive money to cover their own needs as well.

These ideas bring some questions to mind. Is there a deeper meaning than getting
money and making business when providing services to other people? Does service
have consequences in people’s lives? Service is the essence, the core, and the funda-
ment of the hospitality industry. However, it is not something that people could touch
with their hands, neither is it something to be defined as one specific activity. Actually,
researchers and industry professionals consider service as an intangible product that
could include diverse and countless amount of activities (Klaus & Maklan, 2007, 116).
Each person perceives it in different ways, but everyone benefits from it and its conse-

quences.

Much research has been done during several years about how to improve customer
service in the industry and the impact that it has on the business. Researchers tackle
the issue by giving operational solutions. They expose many ideas about employees’
attitudes towards their work. It is not my intention to negatively criticize to past re-
search. Besides, those approaches are important parts of the service. However, good
service may be more than good employee’s attitude and processes on an operational
level as a means to make good and profitable businesses. What if service has a deep
influence in a customer’s life and even deeper in the person’s life who is providing the
service? Who benefit from good service? Would that have a strong, positive and long
lasting impact on an employee’s work? What is the real meaning and value of serving

well? Moreover, what is the fundamental motor behind the operational solutions and



attitudes? These questions open up a path to research deeply the understanding of ser-

vice.

1.1  Research problem and justification

In the business and academic world, these questions arise. During the Young Hotelier
Submit 2013, hoteliers challenged the participants to look for new ways to make more
attractive the overall image of the hospitality industry. The question pointed out how
would people, including future hoteliers, be able to acknowledge the value of service?
(Young Hotelier Submit, March 2013.) This together with the previous query caused
the question of whether good service has a fundamental meaning or is it only a materi-
al transaction between two people? In this research, the author will establish the value

of good service for an employee and the importance of its acknowledgment.

It is fundamental for an employee’s motivation and satisfaction to realize whether the
service that they render has an influence on another person’s life, or is it just one more
deal. The employee can provide better customer service if they know why it matters. It
is not only attitude and operational solution. Moreover, good service stands on values
full of meaning. This study aims to establish the benefits of good service empirically.

More concretely, its aim is to establish the value of well-done service for the employee.

The main purpose of this study is to establish the value of well-done service for an
employee. To be able to reach the aims, the author set three objectives. First of all, the
research should establish, conceptually and empirically, the value of good service. The
second objective is to find out the impact of good service to both customers and to
employees. The importance of well-done service for the hospitality industry shall be as
well remarked. Finally it is necessary to understand the principal motive for the em-
ployee to provide good service. The last objective connects the value of good service

with the employee’s understanding and practicing of good service in every day work.

A deeper examination of the human person is, therefore, a necessary foundation for
determining what constitutes good service, which, in turn, will provide clear evidence

for the thesis we propose: who benefits from good service. The research project is



based on a narrative analysis of interviews with servers in four of Helsinki’s top-

ranking hotels

1.2 Thesis structure

The first part of the study will open up the literature review divided into three sections.
The first one refers to the intrinsic value of the person. The essence of the hospitality
industry is service from one person to another, each one unique and with his own in-
ner wotld. The author provides the definition of the person. In order to establish the
value of service, the value of the human being, who he is and his qualities, has to be
acknowledged. Together with referring to the importance and great aspirations of the
human being, the chapter reveals the person’s dependency on others and his limita-
tions. The fulfillment of human needs makes a call for services and especially for the
hospitality industry in an interdependent society. We will address the dependency of

each individual, his impact on others people’s lives and on the industry.

The second section explains the value that work has for every person. Through work,
the human being can develop himself, reach self-actualization and become a better per-
son, externally and internally. The possibility that every person has to develop can be-
come a reality throughout every day actions. Through work the human being can
achieve qualities. In the hospitality industry, each person can reach self-actualization

through service.

Finally, the last section exposes the engagement of the person to the work. After estab-
lishing the intrinsic value of the service, it is important to acknowledge if good service
and its impact on people’s lives can be the primary motive for the employee. The an-
thropological model offered by Juan Antonio Perez Lopez explains three different lev-
els of motivation. Following each level, an integral view of the causes and effects of
work towards employees and society can be appreciated. The three levels that form
part of the anthropological model are: mechanical scope, psychosocial scope and hu-
manistic scope. (Perez 2002, 104; Serrano 2011, 232.) The acknowledgment of the
benefits of good service to employees, customers and the industry should become a

solid motivator.



Through the methodology chapter, the study aims to establish the value of a well-done
service empirically. For this, a qualitative research was carried out. The data was col-
lected through the means of in-depth interviews. The interview got narratives from
instances that happened in the everyday work of employees, which illustrate good set-
vice. The samples were front desk employees working in boutiques or luxury hotels
that are located in the city center of Helsinki. The data was analyzed with content anal-
ysis method in combination with thematic model of narrative analysis. A discussion of

the value of good service, its process and the motive to carry it out arose.

The results of this research could have a strong impact on the server’s disposition to-
wards his everyday work. Companies, HR departments and hospitality-related educa-
tional centers may be interested as well. This work establishes the value of good service
for employees, customers and the hospitality industry. The primary motor of well-done
service, if any, as well as the picture of the present situation in Helsinki hospitality sec-
tor appears. The result, whether positive or negative, could help people to acknowledge

the importance of their work, and produce changes towards it and their life.

1.3 Literature review

In this subchapter an introduction to the five most quoted authors in the literature re-
view is provided. Each one of the authors contributes with different points of view of
the topic. The result is a combination of the sciences of psychology, philosophy and
business that give light to the hospitality industry. The authors are Chirinos,

Csikszentmihalyi, Yepes, Chalmeta and Serrano.

Maria Pia Chirinos has a Ph.D. in Philosophy form the University of Navarra, Spain.
Some of her research interests concentrate in anthropology and work, and the influ-
ence of hospitality towards culture and literature. (Social Trends Institute 2014; Piura
University 2014.) Chirinos, through her articles and books, shows a keen interest in

communicating the value of manual work and service to others.



Mihaly Csikszentmihalyi is currently a professor of psychology and management in the
university of Claremont. He has a PhD by the University of Chicago and his current
research line leans towards positive psychology. This includes areas of studies such as
creativity, motivation, optimism and flow management. Csikszentmihalyi is also the
founding co-director of the institute of Quality life research. (Claremont Graduate

University, 2014.)

Ricardo Yepes Stork (1953 - 1996) was a researcher of the Institute of Family Science
and a professor of Anthropology at the University of Navarra. He had a PhD on Phi-
losophy and is the author of several books of philosophy and anthropology. Through
his work, Yepes aimed to open a door to the person, so he can reach the greatness of
his possibilities. He was firmly convinced, as shown in his publications, that the human

being is a person, who is valuable and has a great possibility to invent and create.

(Aranguren 2000.)

Gabriel Chalmeta has a Bachelor in Law from the University of Deusto in Bilbao and a
PhD in Philosophy from the Pontifical University Urbaninana in Rome. He is a pro-
fessor of ethics and social philosophy in the Pontifical University of the Holy Cross.
He has published several works concerning the ethics of the person in society, political
justice, freedom and the common good. In addition, Chalmeta has directed various

doctoral theses in relation with social sciences, philosophy and politics. (Chalmeta

2003))

German Serrano is the director of the executive MBA of INALDE Business School.
Serrano has a PhD on organization management and culture. The thesis handled the
topic of management skills and competencies and how they aid the person to be better.
The motives of the work are as well addressed. His research interests are related with
human behavior and management skills development. (Sabana University 2014; Navar-

ra University 2014.)



2  Who benefits from good service?

In everyday life interaction between people is something common. People talk, live,
share and take care of each other. In a working environment, employees work together
in order to achieve common goals. When people interact with each other, relations can
be built. The essence of the hospitality industry lies in the service that people give to
one another. At the core there is an individual human being: one human being is relat-
ing to another one. When looking at it more closely we see that there are no longer
employees, or customers, or any other category of people or even people, there is a
person. A specific person, unique, that cannot be exchanged for another. In the case of
the hospitality industry this means a unique person serving and a unique person receiv-
ing the service. Each time a service is rendered or received the peculiar characteristics
of each of the persons engaged, create the result. In this thesis “create” and all its de-

rivatives signify a new way of being of an already existing reality.

The beneficiaries of good service are found at all levels and occur both directly and
indirectly. The direct beneficiaries include the customer, the server and the enterprise.
Indirectly, also included, are the colleagues and at a third circle of beneficial influence,
the families of all involved, who also partake of the benefits of the good service ren-

dered or received.

Let us recapitulate at this juncture our basic tenant of the creative person to person inter-
action between server and customer: Each time a service is rendered or received the
peculiar characteristics of each of the persons engaged, create the result. When applied to
good service, the result impacts positively in the life of the server in an immediate and
lasting way. The positive impact on the customer is also both immediate and lasting.
The enterprise profits from a reinforcement of a positive image from which derive
economic benefits. Since the positive image, more than just an image, is a reality that
manifests itself in good service, satisfied customers and happy servers, colleagues also
benefit from the positive work atmosphere that is created and/or maintained which in

turn foments among colleagues to strive to render good service. Families of the server



benefit as well because the server brings home the joy of having rendered good service

and the permanent disposition to serve others.

2.1 The intrinsic value of the person

Why does each person matter? Why is a person valuable? These questions may sound

foolish or needless because the answer may be obvious. However, as mentioned above
a deeper examination of person is necessary in order to establish a clear concept of good
service, since good service is necessarily a person to person service and a service to the per-

sons — who singly or collectively benefit from it.

The human being is born, lives, develops and perfects himself through his actions dur-
ing his lifetime. From infancy to adulthood, profound transformations occur in him
and around him - people, events, etc. also undergo change -, yet it is always unmistak-
ably a question of the same person. There is a common human nature, which is con-
cretely present in each human being The type of being proper to mankind is the per-
son. This personal humanness is the mode that connects one human person with another,
with all others. (Wojtyla 1979, 83.) Person makes direct reference to someorne, as op-
posed to something. It is a human person. According to the Oxford dictionary of Eng-
lish (2010) personhood means “The quality or condition of being an individual per-
son”. Personhood specifies the core of what a human being is (Yepes 2003, 61; Wojtyla
1979, 83).

Each human person has his own inner, intimate world. Yepes (2003, 62) defines the
inner world as “the inside the only the self knows, and where thoughts plans, ideas and
desires are. It makes a person to he and not someone else”. He experiences the need to
manifest his interior world to others through dialogue and has the freedom to decide
with whom he will enter into dialogue through words, gestures or actions (Sarmiento et
al. 2000, 306). These characteristics are common to every person in a potential way and

make each person unique. He cannot be someone else and someone else cannot be he.

(Yepes 2003, 63.)



Every human being has the potentiality to know the world around him and the free-
dom to decide his own actions (Woijtyla 1979, 90). The person does not only follow in-
stincts. He is open to the whole of reality and chooses among the possibilities open to
him the course of his actions, assuming responsibility for his decisions and actions. It is
through his intellect that man knows something as good, i.e. as desirable, and with his
free will, he chooses a way to transform it into action. (Chalmeta 2003, 48; Yepes 2003,
25.) Thus, rationality and free will go together, enabling a person to know the good and
to decide the aims of his life (Sarmiento et al. 2006, 338).

This intimate world is open to that person and hidden to the others. Each person is the
sole possessor of this intimate se/f. This inner self is thus protected the others. By mani-
festing himself to another, the person takes of himself and gives it to the other (Yepes
2003, 63). On it is based for example, the fundamental right to privacy and respect that
every human being has. The respect of the inner, intimate se/falso extends to respect of
the right of others to choose where, how and to whom, they manifest their inner world
(Sarmiento et al. 2006, 239). In the hospitality industry, this is evidenced by the fact
that in a hotel, private rooms are available and people pay more in order to have a pri-

vate room acknowledging in this way the value of privacy.

Each person can develop, expand and enrich his inner world through relation. It is also
this inner world that gives rise to creativity. This intimate self is not static, but in con-
stant motion. The person can open himself to the world and through relation, gives
birth to something new: something new begins to exist in the world, something unedit-
ed. The need to manifest his inner se/fis connected with the obligation of respecting
the inner self of others and its manifestation. Since the human being lives in society,

the respect must be mutual. (Yepes 2003, 64.)

Sarmiento states that the human being is valuable always and in every place, no matter
his condition, age or points of view; regardless of his state in life, race, and beliefs. The
mere fact that it is a human life gives it value. A human being is perceived as sozzeone.
He has an identity as a personal subject. He is an I, which means that he is unique as

he is and not the other. A person will be that same person during his whole existence.



Moreover, because he is valuable in himself, others may not utilize him for their own

ends. (Sarmiento et al. 20006, 76)

The intrinsic value of the person lies precisely in the human being’s personhood, in his
being who he is. Person assumes personhood. The most important quality of being a
person, the decisive one, comes from the inner world of each person and the unique
and unrepeatable combination of this inner world with the particular attributes of each
person (Chalmeta 2003, 32). The inner world of the person possesses two fundamental
faculties, intellect and will, which make possible recognition of and relation to the oth-
er. The above characteristics are the same ones that constitute a person as such, and
explain that the value of the human being comes from his condition as a person; his very

being is person. (Yepes 2003, 61.)

Human freedom needs to be further examined since it is inseparable from service. On-
ly freedom makes it possible for the human being to give himself to others and, as we
will confirm in the following chapters, the very essence of good service is the gift of
self. Human freedom resides in the will of the person. It is preceded by an act of the
intellect. First, a person knows and then he decides on a course of action and subse-

quently carries out his decision. (Yepes 2003, 69.)

Although the human being is free, he has limitations. A student is free to travel wher-
ever he wants but he cannot travel everywhere: time, availability of transport, food and
lodging as well as the need of money constitute clear limitations. A person could also
want to be at the same time in two geographically different places in the world and that
is not possible, or to learn languages in the blink of an eye and that is equally impossi-
ble. Human freedom is not absolute. It is limited by time, abilities, nourishment, cli-
mate, relationships etc. (Llano 2002, 110; Chirinos 2009, 34). The limitations are both
external, such as time, climate and internal, such as abilities, the citrcumstances in which
he is born. A limitation, expressing itself as a need nourishment, shelter, socialization,
acquisition of knowledge beyond personal experience, etc. creates dependency. At this
juncture it is of interest merely to establish the fact that the human being is both free

and at the same time dependent. Freedom and dependency will be further explored as



positive, enriching aspects of the human person as we proceed to deal with work, self-

actualization and service. (Meirans, 4 Nov 2013.)

The human being is dependent on others. Far from being a deterrent, dependency on
others through relation- opens the door of his superior faculties, intellect and forms his
will (Chirinos, 2009, 7). Dependency on the world is an attribute of his human condi-
tion. Man is the most defenseless, the most vulnerable being, easily wounded in his
inner and outer world. The human condition is one of extreme dependency. In all the
things in which he is dependent, he is vulnerable. His need of relation to others is an
integral, essential part of the development of the nonmaterial faculties of his inner,

intimate self. Because human dependency is primarily in relation, it is interdependency

(Meirans, 8 Nov 2013.)

Interdependency is reflected. A hotel can provide a glass of milk because there is a
chain of dependencies of suppliers. It is not that common that the hotel has a cow be-
side the kitchen. Form the very beginning of human life we depend on others. One
fundamental idea in business and marketing is precisely that customers have zeeds and
the aim of the company is to fulfill them (Kotler & Armstrong, 2008, 42). Therefore,
because the human being has limitations and he is not able to provide himself with
everything that he needs, we can say every person is vulnerable (MacIntyre 2001, 4).
Wherever a society is more developed, the human being is more vulnerable because he
is more dependent on others. Human freedom assumes dependency, whereas it does
not assume interdependency. The more he develops, the more dependent he becomes
on others ways. This characteristic of the human being is one of the causes of hospitality

industry, since everyone needs some sort of care and nourishment (Chirinos, 2007, 46).

Each person owes partially his own development and achievements to another one.
Even more, Chirinos writes that people need others “in order to achieve their flour-
ishment as human beings” (2007, 7). That relation between people materializes de-
pendency in every day life (MacIntyre 2001, 7). Hospitality is a direct expression, a
concrete answer and strong acceptance of the person’s dependency and of people’s

willingness to fulfill others’ needs (Soto-Bruna 206, 14).
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Hospitality as an industry and its characteristics will be described further on; however,
now it is remarkable how this industry deeply relies on the vulnerability and dependen-
cy of its customers. Because a traveler cannot provide himself a room where to spend
the night in a strange city, he needs someone who provides that room for him. It is
difficult to imagine in today’s world, people who would be able to have their own
apartments in every city where they travel. A second example refers to a hotel. The
customers will always expect that there is a person who provides the service. Hotels
expect to have customers who receive the service. We could actually say that in order
for service to exist, there is a need to be a provider and a receiver. In other words,
there should be someone in need and some one who meets that need (Clark 2002, 325;

in Buford 2002, 325). It is the law of supply and demand. One part needs the other.

By understanding that freedom and dependency are not in contradiction with each
other, a fundamental reality of the human person is appreciated. Dependency is not
negative. What is negative is the dependency in the sense of addiction like drugs, alco-
hol, and tobacco. Those take away the freedom of the people while they are not crucial
for the people to survive. (Llano 2002, 110.) However, the human being cannot live
without nourishment, clothing, etc. These can be met through relation with other peo-
ple, which is interdependency. To work with the sense of dependency transforms all
work into service. The human being depends on others’ work as others depend on his.

There is mutual dependency, which makes the human being to form part of a society.

(Chirinos 2009, 8.)

Every person lives in the world and relates constantly to others. For a relation to be
positive, it needs to be one of mutual respect as both are persons and therefore valua-
ble in themselves. (Sarmiento et al. 2006, 239; Meirans, 17 Apr 2014.) The above de-
scribed and observed characteristics of a person permit us to conclude that the human
being is an intricate and delicate personal being. Therefore he is in need of protection
of his inner world as well as protection and care not only in his developmental process

from infancy to adulthood but throughout his life.

11



2.2 Self-actualization in work

The following chapter of this study aims to define work and its role in the life of a per-
son and of society. Concepts such as potentiality, act, and self-actualization will be de-
fined for the purposes of this thesis. Their importance and connection with the hospi-

tality industry will be underlined.

When carrying out actions a human being is bezng in different ways, he is actualizing
each his own self. Actualization is defines as the transition form potency to act. It indi-
cates a certain “becorning in the relative sense, that is to say, becoming on an already ex-
isting being and from within its inner structure”. (Wojtyla 1979, 64.) Actualization
comes from the word actualize which means, “make a reality” (Oxford 2013). When the
person is acting, he is being. He has not only the potentiality of being but he is actually
being now in a better or worse way on an effective level. With his acts, the person is
achieving a positive or negative actualization since it is with every single small and
sometimes even unnoticeable act that he is able to be in the way that he is at that mo-

ment. (Chirinos 2006, 130.)

At this point, the author would like to acknowledge the work of Maslow on motiva-
tional theories. They deal with self-actualization as a need of the human being. Maslow
(1954, in Carr 2011, 23-24) maintains however that self-actualization is sought and
achieved only “after the basic physical needs for food, shelter and safety” of the person
are satisfied. In this research, the author will not refer to Maslow’s theories. A philo-
sophical point of view is taken. As it will be seen, the process of self-actualization hap-

pens and can be developed on a daily basis and through any activity.

Let us now analyze each part of the process of self-actualization. Potency and act are two
important characteristics of every being, and therefore of every human being. The hu-
man being is actual because he 7s. In addition, the human being has potentiality of be-
ing, “which is the possibility of passing into being” (Stein 2009, 104). Every person has
the potentiality to act (Chirinos 20006, 75). This means the potentiality of being through
acts (Stein 2009, 105).
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Potentiality does not mean that a person does not exist; rather it refers to his imperfec-
tion and possible future (Stein 2009, 105; Fernandez-Burillo 2005, 203). As every pet-
son is in fact, every one has as well the potentiality to be in a more perfect way. To
have the potentiality means that the person is able to be in another way, that he is not
yet (Fernandez-Burillo 2005, 203). The Oxford dictionary (2013) defines potentiality as
“a power or a quality that exists and is capable of being developed”. Moreover, every
person is orientated to act and to reach that perfection. Let us put an example to clarify
the concept. A fish and a high school student are not cooks. However, the student has
the potentiality to become a cook, whereas the fish will never have it. (Fernandez-
Burillo 2005, 203.) The same happens with the human being and his natural character-
istics. Everyone has the same basic potentialities; however it is only through single acts

that these can become a reality that actualizes the person (Chirinos 2006, 107).

It is understandable that the conquest of perfections is only possible if each person
puts the necessary means to get them. A boy has the potentiality to read and learn
management whether someone teaches him or not. He poses the potentiality. The hu-
man mind has many options of knowledge, however it is limited by external factors for
example time. A student can desire to learn all the available knowledge for his future
profession, but he needs the time, hard work and patience to acquire that knowledge.
The person’s acts either will seek to meet that need or not act. Nevertheless, his mind
has the potentiality to learn. According to Aquino (in Chalmeta 2003, 33), ”every ra-

tional person is infinite either actively or potentially.”

Seen from another perspective, the human being can act, because he has potentiality.
The act is the actualization of potentiality it is its fulfillment (Wojtyla 1979, 63). An act
involves a whole process inside the person. One has to have knowledge and desire of
the “product” of the action. A person needs to acknowledge a necessity. Then the per-
son experiments the desire or the rejection towards the need. According to these pas-
sions, the person is able to intervene in a way or another. At work, employees would

have goals and will try to reach them. (Chirinos 20006, 118; Fernandez-Burillo 2005,
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203.) To quote one professor at Haaga-Helia, “nothing will happen if you don’t make it
happen” (Bjorkqvist, A. 16 Sep 2013).

The whole person is fully involved in an act. His intelligence, his will and his freedom
will work together to either carry out a task or omit it. Chirinos (20006, 118) expressed
that “While the process of an act occurs in every human being’s action, it leaves a mark
on the person who carries it out.” When a person is carrying out an action, he is defin-
ing himself in a way or another. As Dante, quoted by Csikszentmihalyi (2003, 25)
wrote: “Everything that is, desires to be. As we act, we unfold our being.” The human
being is eager to live, to expand himself and to be. Aristotle (in Chirinos 20006, 70)
wrote: “to be is to live”. From a reality with potentialities and through acts, a person

manifests who he is. He is transforming himself into a better or worse being.

Because the human being has an interior world, he can make it grow through acts, by
relating to others. Relating involves the sharing of oneself, giving and receiving indif-
terently from another. Thus the human being reaches his self-actualization through
self-giving. It is a dialogue with another person with an intimate world, which makes
the person’s inner world grow. The actualization occurs through free decisions that
become acts in countless different ways and that permit the person to take control of
his life, to some degree. He becomes, in a better or worse way, what he is. (Chirinos

20006, 94; Gardner et al. 2001, 13.)

2.2.1 Work as a lasting value

At the present the 215t century is a work-centered one. Everyday activity is impregnated
with words such as efficiency, progress, science, and technology. This perception of
life is understandable since it is natural for the human being to work. Work is the hu-
man being’s search to overcome his own fragility. It is an expression of his dependent
being. Some authors even define the human being by adjectives that make a reference

to his relation to work: /aboro centrico, whereas others use the term zndividual practitioner

(Gardner et al. 2001, 15, 21; Chirinos 2000, 13, 112).
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What does work mean? According to the Oxford dictionary (2010) work is an “activity
involving mental or physical effort done in order to achieve a result”. Kahneman
(2011, 41) describes mental work as purposeful activity “requiring attention, effort and
concentration”. According to Chirinos (2000, 75) “work is precisely an activity, a sum
of many acts, with a purpose that the person carries out. From these definitions, we
can conclude that work has a goal toward which man’s mental and/or physical energies
are directed. This is a joint effort of the personal qualities of intelligence, freewill. Thus

the whole person is involved in what he is doing, when he carries out a task (Chirinos

2000, 16).

Thus it is possible to affirm that everyone is able to work because everyone interacts
with his immediate environment and mentally can project beyond (Gardner et al. 2001,
13). The human being is open to the world. He human being finds in everything that
surrounds him something relevant and acts according to it. (Chirinos 20006, 68.) He is
immersed in a given time and location, in given circumstances. It is there that he has to
be the one who he is, adapting the environment to his necessities. (Yepes el al. 2003,
72.) This is possible only because he understands his surrounding as an instrument
through which he could reach his goals (Chirinos 2006, 54). Thus a person is not only
an observer but he wants to take control of his life through his own decisions and acts,
in one word through his work (Gardner et al. 2001, 13). Chirinos (20006, 116) states
that, “the worker intervenes efficiently transforming the matter without creating it.” He
brings into existence something new, which did not exist before in that way. This is
experienced, according to Wojtyla “in the person’s calling the act into being out of
himself and completing the unfinished reality of his own human being” (in Clark 2002,
326; Torell6 2003, 115).

At work, the human being has the capacity to actualize and to develop his inner world
through the relations that he has with other people and with the world (Serrano 2011,
233; Solovijev 1988, in Chalmeta 2003, 32; Csikszentmihalyi 2003, 29). He is capable of
learning through others’ help and example. The everyday realities give an authentic
content and meaning to his life (Gardner et al. 2001, 10). At work the person serves

the society. Work is service (Termes, 1998). Chalmeta (2003, 32) further observes the
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fact that the potentiality that a person possesses of acquiring perfections can lead to
self-improvement, at least on theoretical ground. Thus, Chalmeta continues, the hu-
man being surpasses the human being, himself. Through relation, the person can ac-
quire the perfections of those he knows and appreciates. Without the above relations,

the person would be left alone, unable to develop himself or at least severely damaged.

The person is a relational being, who completes him through service, through work
(Soto-Bruna 2006, 76; Chirinos 2006, 78). The person has a personal responsibility
within community, which is called participation (Clark 2002, 326). Through his activi-
ties, the person is contributing to the well-being of others and improves society. Be-

cause the human being is personal, he can open himself to others and work towards

his and others’ good (Soto-Bruna 20006, 76).

Work is the place where a person spends the most of his time. It is also one of the
places where he can become a more perfect or imperfect being, because it is there
where he can decide to act with his full will in one way or another while serving others
(Chirinos 20006, 127). If the work brings the person closer to good habits through good
actions, harmony will arise and lead to a “personally fulfilling and socially rewarded
life” (Gardner et al. 2001, 16). When executing freely some habits as a mature person,
the employee is being more as a person. The person goes from potentiality to of the act
being in a new way. Work is thus a means of perfection (Chirinos 2000, 83). Since the
carrying out of a task requires a repetition of acts, work becomes a means to perfection
as a human being. He is becoming sozzeone in a more specific way. (Fernandez-Burillo

2005, 208.)

2.2.2 Developing identity through work

At work the person can achieve qualities (Fernandez-Burillo 2005, 238). Through his
acts, the human being has three ownership possibilities on a rational level, which de-
velops his identity; who he is. The first one is in a practical manner and it relates to
basic needs. For example, people need to learn how to carry out a profession. It refers
to issues that are more technical. The second one goes into a deeper underground and

refers to the knowledge. For example, an employee can posses the theory of the hotel
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management. Finally, the person can possess on an ethical ground. (Chirinos 2000,

125.) This refers to the possession of positive or negative habits, which become quali-
ties (Fernandez-Burillo 2005, 238). For example, we call a person trustworthy, since he
has shown throughout the repetition of trustworthy acts, that he possesses this quality.
Those habits actualize the person in a way that informs him deeply. The person is able
to grow his interior being and to transmit it to others. (Chirinos 2006, 126; Clark 2002,

325)

The more a good habit is possessed through acts by the inner world of the person, the
more his intimate self grows. This makes possible for the human being to posses more
and to give more. Through his work, the person acquires qualities and he becomes ca-
pable of self giving and serving (Chirinos 2006, 126). In the following paragraphs, the
different qualities that the person could achieve through work and more concretely
through a service oriented industry such as hospitality will be discussed. The achieve-

ment of these qualities would lead to the person’s self-actualization and development.

The first quality to be developed is the self as well as others recognition as a person
(Csikszentmihalyi 2003, 29). When the human being works, he underlines his human
condition, his being as an indigent. He needs others just like others need him. Medicine
is an extraordinary means to cover human needs; on the other hand, food is considered
an ordinary one. Through service to others, the employee is acknowledging and accept-
ing his and the service receivers’ condition as a person. (Chirinos 20006, 129.) He com-
prehends another person’s needs and “tells” them, you are important, you are someone
with a context, with an inner world and it is worthy to use my time to serve you. The
recognition and comprehension while serving reveals the identical value of every per-
son (Chalmeta 2003, 31). Through the service a dialogue arises between two intimate

selves, in which each one recognizes the other (Yepes et al. 2003, 63).

The interior world can be manifest to others. If the person wishes to do so, he initiates
a dialogue with another person or persons. This capacity to relate oneself with others is
called intersubjectivity. (Sarmiento et al. 2006, 37.) The human being needs to have a

dialogue with others. In order to talk, the person needs other people to listen. The dia-
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log implies openness and enables a person to enrich himself while listening and enrich
others by sharing. Even more, this faculty allows a face-to-face encounter with the oth-
er person, which shows the identity of the person. The intersubjectivity let the person
to realize his own existence. He can acknowledge that he is he and he is not the other
person. This happens through “the dialog with the not e, the encounter with the you.”

(Yepes 2003, 68.)

The dialog is the way that problems are fixed (Yepes 2003, 68). Communication is one
skill that is fundamental for the human life in society. It is important for the good de-
velopment of a company as well as for the success of events or business transactions.
Good performance of the everyday activities in the hotel and in the case of conflict,
managing and resolving it, depend on it (Jennifer & Jones 2011). Caring is a profound
and important human value. It should be present in everybody’s lives from the begin-
ning to the end. This attitude requires the recognition of the person and one’s capacity
to relate to others. It stands on the idea that everyone is weary at some moments of his
life. Also every human being can care about others and provide means that relieve their
“misery”. (Innerarity 2001, 109, in Chirinos 2006, 105; Soto-Bruna 20006, 13.) Once
more, the double position of every person, as a subject and as an object of the action,
his condition as a relational being becomes apparent (Clark 2002, 325). Through work

a person cares about another one.

Together with initiatives and challenges, the person has the need for self-improvement.
He can reach excellence in order to reach harmony, satisfaction and happiness
(Csikszentmihalyi 2003, 33; Fernandez-Burillo 2005, 238). Through work, he can
achieve strength of character. This comes along with struggling, and making the effort
to give it all that the person has. At the end of each day, he should be able to say I Zid
everything I conld, even if the moment seemed difficult, challenging or even impossible.

The reward would be a stable and robust fulfillment of the person happiness (Gardner

et al. 2001, 249; Chirinos 2006, 100).
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2.2.3 Hospitality industry

The hospitality industry serves the person directly. The service industry has a value and
an influence on people’s lives, which this study aims to establish. Service supports hos-
pitality; furthermore, it is the essence of hospitality (Sturman et al. 2011, 6). Therefore

this chapter will first describe what hospitality means. Then service will be defined and

its influence towards people’s life will be exposed.

The word hospitality comes from the Latin word hostis, which means an equal unknown
person. Simultaneously it refers to a person in need for compensation (Benveniste
1973, 71; Sturman et al. 2011, 6). Chirinos and Benveniste (2007, 46; 1973, 76) agree
that the hospitality comes form the old tradition of taking a stranger in to ones person-
al home and “ treat him as an equal by providing the necessary means for survival”.
This would suggest that the person executing hospitality would be always in a good
and privileged condition, in order to offer such a services. It would also show how
both, the host and the guest are important and no one is inferior to the other one.
They are just on different conditions. Even more, the host would be proud of being
able to offer such a service to the guest and the guess would be thankful for the recep-
tion. The host would be hospitable and make the guest feel at home (Chirinos 2007,
46; Hanks 1989, 604, in Brotherton 1999, 167).

With the time, the phenomenon of hospitality has been changing and a more business-
like concept has covered it. Brotherton (1999, 168) define hospitality as a “voluntary
human exchange that is designed to enhance the mutual wellbeing of the parties con-
cerned through the provision of accommodation and food or drink”. Here, Brotherton
is talking about an exchange. The person receiving the service should compensate in
some economical way the service received. Somehow, it is the contrary than before in
the old traditions, where being a guest in a house would not bind to any economical

responsibility.

However, the fundament remains. The person merits receiving a service to enhance,
ensure or facilitate his wellbeing. The importance of wellbeing for the person receiving

the service is easily appreciated. No one will look for a hotel were wellbeing is denied.
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No hotel would advertise itself as a non well being provider, and actually mean it. As
well, it is noted that there should be a relation between people, the guest and the host
(Fitzsimmons 2011, 214). It is a human and social activity that covers some basic phys-
ical needs of the person: food and a place where to stay. It provides as well fulfillment
for some of the non-material needs of the person, such as protection to his intimate
self. This is achieved through discretion from the hotel, and each one of his employees

towards the customers. Service should not be noisy but rather silent and soft. (Meirans,

8 Nov 2013.)

From the definition of hospitality, it is remarkable how the hospitality industry is a mir-
ror and enhancer at the same time of society and cultures. The services are directed to
the people, to their cultures and to their likes. As Chirinos (2012, 117) points out, peo-
ple create the culture and the ways of living. They transform the reality as they wish
within their limits to cover their needs. It is not enough to provide some food to sur-
vive. Instead, hotels, managers and employees try to present the specific food in an
esthetic way for the guests according to their likes and traditions. Hospitality is an indi-

cator of culture and living manners, where techniques and arts are involved (Chirinos,

2012, 118).

A human being can use his intellect and design different ways of serving and providing
the best to guests. By doing so, they also provide a sense of recognition to their guests.
These manners talk about people and their relations. The hospitality industry is the
industry of the people (Young Hotelier Summit 2013). Many authors such as Casse,
Reuland, King, Hepple and Burguess (in Brotherton, 1999, 1606) always include the
human factor in their definition of hospitality. The industry is created by people and
for people. Its value comes from the value of the person. Therefore, the person and
good service to him are the essence of hospitality industry (Young Hotelier Summit
2013; Sturman el al. 2011, 7). It is important to understand the meaning of person in
the philosophical sense to truly understand the hospitality and service industry. Hospi-
tality is a direct expression, a concrete answer and strong acceptance of people’s de-

pendency and willingness to fulfill other persons’ needs (Soto-Bruna 2006,14).
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2.2.4 An Industry of Service

In this chapter, the concept of service will be approached. This includes its definition,
its meaning for the person and factors that make it possible. Service is a fundamental
characteristic of the person (Chirinos 20006, 130). In every work, a person serves an-

other one and transforms the society.

Service is an activity that comes from the free and responsible election of providing a
“good” to another person, either directly or indirectly, tangible or intangible and that
improves the receiver and the server (Martinez 20006, 2; Bowie & Buttle 2011, 22; Soto-
Bruna 20006,13). Precisely, because service is directed to a person, it is unique. It is giv-
en to that specific human being that is vulnerable and not to another one. This makes
each service, and each part of the hospitality industry important and meaningful. The
hospitality industry provides service in a more directly way to the human being by ful-

filling some of his material and non-material necessities.

The human being is free and it is exactly this faculty, which makes him able to serve
others (Barrio 1999, 9; Martinez 2000, 2, Torell6 2003, 115). Since every human per-
son is free, every single person is able to posses his own self. Therefore he is also able
to give a part or the totality of his own self to others in countless ways (Chirinos 2000,
127). Service needs the person’s freedom. When a receptionist, for example, uses his
knowledge to provide service to a customer of the hotel, he is giving a part of himself
to the customer. That person is serving by giving his time, his attention, his knowledge,
his experience, his kindness, patience, interest etc. to the other one. Because the human
being is free, he is able to serve; he is able to give himself, partially or totally, to others
without losing himself. No one can give what he does not have. Even more, the per-
son’s freedom gives an important note to the service. This differentiates service from
servility. “The second is the caricature of the first one. Servility means the blind adhe-
sion and subjection to the will of another person” (Eguibar 2001, 59) whereas, service
is the free “personal act, which is directed to another person and improves both, the

one providing it and the one receiving it” (Soto-Bruna 2006, 13).
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The service happens when some one contributes to other person’s life by the realiza-
tion of different actions (Martinez 20006, 2). The influence to the other person must be
good and valuable. The employee has a great impact on the customer’s life. However
the impact affects also his own life in a deeper way. The life of the person serving takes
the form of help and respect towards the good of the other person (Soto-Bruna, 20006,
13). It fosters the gift of self. The employee makes it possible for the customer to ex-
perience respect and protection. While providing this help to others, the employee de-
velops some of his own qualities as a person. It gives him the opportunity to actualize
himself and therefore, be happy (Serrano 2011, 233; Chirinos 20006, 130; Gardner 2001,
248; Csikszentmihalyi 2003, 29; Torell6 2003, 115). A hotel can, for example, provide a
room with the necessary amenities. In addition, it also has private places where a per-

son can be safe.

In the service industry intersubjectivity is put into practice almost at every moment.
For service to be successful, an employee must be heedful of the other person. When
intersubjectivity takes place, the employee identifies himself with another person, the
customer. He should realize that both of them are valuable as a person and therefore
the guest deserves a good service from him. If that were not the case, the service
would be denied. Moreover, the service rendered, must be a good for that specific per-
son; thus it is personal and therefore unique. However, if we look at service from the
business point of view, it is obvious that, no one will purchase a service that is done
badly or is unfavorable for him. The purchased product has always a “good” or value
for the customer, it must be a good for the customer. (Reynolds & Gutman, 2009, 1;
Fernandez-Burillo 2005, 238; Martinez 20006, 2.) In practice, hotels implement a cus-
tomer-oriented marketing. The employee becomes fully aware of the influence that the

concrete service is having on the customer’s life and on his own. (Serrano 2011, 15.)

In work and even more notorious in the service industry, it can be appreciated the ca-
pacity that the human being has to give himself to others in countless ways: a service
can be considered almost anything (Klaus & Maklan 2007, 117). Many times the variety
of services and products depend on the intelligence and skills of the person. They

could reach almost an infinite number. The human being is personal, he has his own
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intimate self from which new ideas are born and developed. He transforms reality. It is
proper of him to have initiative (Chirinos 2006, 61). People look for new challenges
and ways to innovate (Marée, J. 15 Jan 2013). When there is a problem that needs a
solution, an employee of a hotel, for example, will look the best way to arrange the
necessary means to provide it. The person, through reason is able to find solutions and
help others to meet their needs. Even better, he finds the solution on a human way. If
a customer looks for a room where to spend the night, the receptionist will not give a
corner of a room where others are. Instead, he will try to provide the best available
room that meets the customer possibilities and needs. It is not simply providing shelter
for someone, but it is providing it artistically, with creativity and conjugating the avail-
able resources and abilities (Chirinos 2006, 94). The material appreciations of initiative
in the hospitality industry are all the different concepts of hotels that exist in today’s

market.

Creativity goes along with variety in the service since providers offer service in innu-
merable ways. Service could be almost anything that is provided by one person to an-
other person, as long as it assists the person receiving it, whether he perceives it or not.
Variety is evident in the hospitality industry. Different hotels offer different services
that allocate each of them into a category. There is the famous budget hotel that offers
only a bed to sleep. Sometimes, there are even strangers in the room. The other ex-
treme is a luxurious five or even seven start hotel that provides its customers unlimited
options of services. This variety can exist because the provider is a person. A person
has the capacity of giving himself to others in as varied ways as the variety of his abili-
ties and faculties (Martinez 2000, 2). The inner world of the person has the capacity to
invent new ways of doing. A person is creative (Yepes 20006, 32). Service is a natural
capacity of the human being. What is more, it is a way to express his different faculties
and abilities. As a result, hospitality industry has a wide variety of services developed by
people for people. Culture that “is the ideas, customs, and social behaviour of a partic-
ular people or society”’(Oxford dictionary 2013) is as well a clear expression of this
phenomenon. A person not only needs the right amount of food to live, but also the

right kind of food that is cooked and presented in a certain way. (Chirinos 2010, 5.)
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Life is a constant service to others because we are in a continuous interaction with oth-
ers. It is natural for the human being to relate, to give himself, to help and to serve
others. Man is a social being. In other words, persons are transcendental beings that go
outside of themselves to interact with other people. Solitude, selfishness, extreme
aloofness or indifference do not lead to happiness and self-actualization (Serrano 2011,
232; Chirinos 20006, 126; Gardner 2001, 248; Sarmiento et al. 2006, 37). In these terms,
the famous quote of Tagore makes a lot of sense. It reads, “I slept and dreamt that life
was joy. I awoke and saw that life was service. I acted and behold, service was joy”.
This is about seeking the meaning of our actions. Human being can find meaning only
by going outside of him and examining the outside world including other persons

(Frankl 1965, 170 in Serrano 2011, 233).

2.3 Engagement: good service as motivator and generator of benefits

Service is intrinsically good and positive, because it enhances the capacity of the per-
son’s self-giving, by serving another one. In hotels, service requires the server to look
for the good of the other person. Through service the person is actualizing his most
interior self. Otherwise, service would not be service and the server would not reach
self-actualization, but vices. The person will not enhance his qualities but rather he will
leave them as mere potency. The person will not grow his interior world, but he will
reminds as a mediocre being. He would be no more than just an average quality. And

the customer would not receive all the possible good and be satisfied.

Service has intrinsic value, however, it becomes a good service if it serves the person,
develops both, the employee and the customer and transforms society. Service im-
proves along with the presence of three types of human motivation. The combination
of the intrinsic, extrinsic and transcendental motivation is exposed in the anthropologi-
cal model. According to Csikszentmihalyi (2003, 57) extrinsic motivation refers to the
expectation of some gain”. On the other hand intrinsic motivation comes from the
attractiveness of the work and the reward that it brings. Transcendental motivation
comes from the consequences of a person’s actions towards other person (Termes
1998). Let us have an understanding of the anthological model, followed by good ser-

vice achievement.
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Let us focus now on companies that for the purpose of our study are the service pro-
viders. A company is an organization of persons that fulfill certain needs of society. Its
activities make an impact on the future of clients, suppliers and employees (Serrano
2011, 15). To evaluate a company as a provider of service the following question
should be posed and answered: What is the company doing? How is the company do-
ing it? For which reason is the company doing it? Companies have different manage-
ment strategies. They are defined by the type of motives that the company and there-
fore the employees have. The motives to work are informed by the values of the com-
pany and its employees. For these values, the concept of the human being is crucial.
(Serrano 2011, 225; Hill & Jones 2008, 29.) A company’s motives and the underlying
concept of the person will then configure in an organization its way of working, how
managers and employees will conduct and do business, which managerial model they

will use (Hill & Jones 2008, 30).

The anthropologic model sees the organization not only as a social entity but also as an
enhancer of the values that gives to the company its reason to exist: Serving (Serrano
2011, 219). When service’s values are not only a desire but also a constitution of reality
for the persons that form the company at every level, from top to last, they become the
strength of the business. Through those strengths, it is possible for the company and
the employees to overcome all the challenges (Seligman 2011, 84). As Viktor Frankl
(2004, 109) wrote ”He who has a why to live for can bear almost any how”.

The model refers to the quality of the person’s motivation in three scopes. They
ground on the necessities of the human being and show the motives that move the
person to act in a specific way. And more importantly, each scope shows its concept of
the person, on which the company fundaments their interests (Loépez 2000, 116, in
Serrano 2011, 234). The scopes that build the anthropological model are the mechani-
cal scope, the psychosocial scope and the humanistic scope. The combination of these
three assumes a complete vision of human motivation, which would be the principal
reason to act (Serrano 2011, 14, 225; Seligman 2011, 232; Taylor 1996, in Chalmeta

2003, 32). Without any of them, motivation would be incomplete.
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Figure 1. Anthropological model by Juan Antonio Perez LLopes (in Serrano 2011, 232)

The combination of the three scopes as the anthropological model suggest makes that
the person not only carries out efficiently and with satisfaction his work, but also that
he cooperates with his own initiative in the company and the society (Termes, 1998).
Engagement is the “commitment to the server to provide good service, which in prac-
tice equals to put his entire person to the service of the client to the degree of assum-

ing his situation and his difficulties as his own”(Meirans, 17 Apr 2014).

2.3.1 Mechanical scope

The mechanical scope is one of the most frequently used models through out the his-
tory of companies. It sees the organization as a technical system where the person is
the means to reach the economical benefit. The most important goal in this scope is to
reach the results efficiently. The working system of the company only follows formal
procedures such as the processes to reach production without regarding the initiative

or interest of the employee. Rules, processes and systems are the only path for deci-
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sion-making. There is not a dynamic environment where the employees would be en-

couraged to develop new skills or knowledge (Serrano 2011, 227).

The mechanica