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I confirm that I have not used any AI tools in the research and creation of this assignment. I confirm that I have not presented any AI generated materials as my own work. I confirm I have copies of my drafts, notes, and other resources I used, which I may be asked to provide in evidence.
This student log will show a significant service failure I personally experienced during my placement at The Harboro Hotel. The hotel has cultivated a strong market reputation as the premier venue for functions and events in Melton Mowbray, built on a brand promise of offering exceptional, personalised service at a superior value-for-price point. This reputation creates an incredibly high level of guest expectation, which I felt acutely as a front-line staff member.
The purpose of this log is to apply the service quality models I have studied to deconstruct a "moment of truth" I had to manage. This analysis is my attempt to move beyond a simple, descriptive account of "what happened" (which would be a Level 4 approach) and to instead provide a deeper, Level 6-style analysis of a management failure, its consequences, and what improvement I can bring to the hotel.
My most profound learning experience came from witnessing a "moment of truth" where managerial performance failed to meet any standard of service excellence, putting me in an impossible position as an employee.
The incident began when I served a fish dish to a guest. The guest called me over and complained that the fish was "watery." This initial complaint represents a failure in Technical Quality (Grönroos, 1984), where the core product itself did not meet the standard expected. As a student of F&B operations, I recognised that a watery texture in cooked fish is a common sign of poor preparation, such as being cooked directly from frozen or improper defrosting. This is a failure in the basic "food production techniques and skills" that are supposed to underpin our service (Davis et al., 2018).
Following my training, I correctly escalated the complaint to the duty manager, Liam. The manager's response, however, turned a minor product issue into a critical service failure that I had to stand and watch. He dismissively told the guest that even if a new dish was cooked, it "would be the same." He then took the plate, declared it "ok," and returned it to the guest, offering no apology or alternative. This action was not just poor service; it was actively defensive and dismissive. The guest, understandably, did not touch the food for the rest of the meal. I was the one who later had to clear the full, untouched plate, which I then saw being sent for recycling—a 100% financial loss on the dish and a guaranteed dissatisfied customer.
This incident is a perfect illustration of the Gaps Model of Service Quality (Zeithaml et al., 2018).
Gap 1 - The Communication Gap: The hotel’s brand promise (renowned for "best services") created an expectation that was completely shattered by the manager's actions. The gap between the external promise and the actual delivery I was part of was immense.
Gap 2 - The Knowledge Gap: The manager, Liam, demonstrated that he did not understand (or did not care to understand) the customer's expectation of quality. His excuse that other diners "did not complain" is a classic operational fallacy. As complaint behaviour research shows, for every customer who complains, many more remain silent but will never return (Lovelock and Wirtz, 2022). Liam mistook silence for satisfaction.
Gap 3 - The Service Performance Gap: Even if the hotel had internal standards for complaint handling, the manager failed to deliver on them. His lack of empathy, apology, and resolution was a catastrophic failure in his own personal service performance, which completely undermined my front-line role.
A customer complaint is a "gift," offering the business a chance to recover. Effective recovery is often analysed using Service Justice Theory, which states that a customer's satisfaction with recovery depends on three forms of justice (Lovelock and Wirtz, 2022). Liam's response, which I witnessed, failed on all three counts:
Distributive Justice (The Outcome): The customer received nothing. They paid for a dish they could not eat. My own instinct—to replace the meal and offer a free dessert—would have satisfied this dimension by providing fair compensation for the failure.
Procedural Justice (The Process): The customer was offered no process for resolution. The manager's "process" was to deny the problem and walk away. A fair procedure, which I had hoped for, would have been to investigate the issue (i.e., take the dish to the chef to find out why it was watery).
Interactional Justice (The Human Element): This was the most severe failure. The manager was rude, dismissive, and made the guest feels foolish. This lack of courtesy and respect is often more damaging than the initial product failure itself (Lovelock and Wirtz, 2022).
By failing so completely, the manager missed the opportunity to create a "Service Recovery Paradox," a phenomenon where a customer who experiences a brilliantly handled failure becomes even more loyal than if no failure had occurred (Hart et al., 1990). Instead, Liam guaranteed the hotel would lose this customer forever.
This incident, which I was at the centre of, encapsulates the difference between Level 4 and Level 6 thinking. At Level 4, I would have focused on the food ("the fish was bad") and felt awkward about the "difficult customer" and my own failure to handle it. At Level 6, I now analyse this as a catastrophic management failure. The product was a minor issue; the manager was the major problem. His single interaction cost the hotel money (the wasted food), damaged the brand's premium reputation, and, critically, demotivated me, as I knew the correct, professional response but was overruled. This failure in "communication" and "problem solving" from a management level is a clear liability to the business.
The incident I experienced was not just a case of poor customer service; it was a systemic failure in management that directly threatens the Harboro Hotel's reputation as a premium event venue. The manager's response failed to address the initial product defect, and his subsequent lack of empathy and professionalism violated all three principles of Service Justice Theory (Lovelock and Wirtz, 2022). This widened the service quality gaps (Zeithaml et al., 2018), resulting in financial loss and a dissatisfied customer.
My recommendations are focused on building systemic competence:
People (Training): Implement mandatory Service Recovery Training for all managers. This must empower front-line staff like me with the autonomy to resolve issues on the spot, using a clear framework (e.g., Listen, Empathise, Apologise, React, Notify) to ensure Interactional Justice is always delivered.
Process (Investigation): Implement a formal Product Quality Review Process. Any dish returned by a customer must be sent to the Head Chef for immediate quality analysis, not dismissed by a manager. This addresses the root cause (Davis et al., 2018) and provides a data-driven approach to improving "food production techniques".
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