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 Service productivity is different (external and internal productivity) 

 Several strategies have been proposed to increase productivity 

 A simple and cheap strategy: Framing (opt-in versus opt-out) 

 Natural field experiment: Framing increases service productivity 

 Longitudinal lab experiment: Identifying the drivers of framing 

Agenda 
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Service productivity 

 Service productivity is hard to define because of the integration of the external factor 

 

 Service productivity = revenue / [ capacity + internal input + external input ] 

 

 Trade-off between productivity (cost-related internal efficiency) and quality (revenue-

related external efficiency) 

 

+ 

- + 
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Leveraging service productivity 

POTENTIAL 

- Information 

- Forecasting 

- Connecting actors 

- Qualification 

- Flexibility 

- Signaling 

 

 

PROCESS 

- Integration 

- Information 

- Resource-planning 

- Connecting actors 

- Process-optimization 

- Scaling 

- Yield management 

 

OUTCOME 

- Quality-control 

- Cost-control 

- Connecting actors 

- Reputation-management 

- Standardization 

- Customization 

- Modularization 

- Customer-retention 

PRODUCTIVITY 

Fraunhofer  IAO (2013), The strategic partnership „Productivity of services“ 
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Power of framing 

 People hardly deviate from a given default (opt-in versus opt-out) 

 

 Famous example: organ donation (Johnson et al. 2002) 

 

 Germany (opt-in): 12% participate in organ donation 

 

 Austria (opt-out): 99% participate in organ donation 

 

 Further examples: retirement savings (Carroll et al. 2009), investment decisions in the 

US mutual fund market (Kempf and Ruenzi 2005), participation in web surveys (Jin 

2011), car configuration (Park et al. 2000) or tourist packages (Jin et al. 2012)  

 

 Consumers may know the effect of default setting by firms. Defaults can be ill perceived 

or even backfired (McKenzie et al. 2006, Brown and Krishna 2004)  

 

 Question: Does the decision architecture, e.g. opt-in versus opt-out, influence internal 

and external efficiency in a service process? 
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How framing works 

 Transaction costs 

 Prospect theory  

 Loss aversion 

Effect of  

default  

setting 

Transition Costs 

Implicit Information 

Psychological Aspects / 

Cognitive Misperception 

 Anchoring 

 Recommendation by the service provider 

 Marketplace metacognition 
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Framing and service productivity 

 Research question: Can framing improve service productivity? 

 Hotel setting: How do hotel guests react if the cleaning is changed from opt-out to 

opt-in with respect to the amount of cleaning (internal efficiency) and customer 

satisfaction (external efficiency)?  

? 

 

Internal 

Efficiency 

External 

Efficiency 

? 

 

? 

 

? 

 

+ 

 

- 
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Natural field experiment 

 Changing the cleaning service from opt-out to opt-in 

 Conducted in a central budget hotel in Leipzig, Germany 

 Three experimental groups:  

 Group 1 (control group): opt-out (N = 85) 

 Group 2: opt-in (N = 59) 

 Group 3: opt-in with framing “ecological impact/loss of privacy” (N = 79) 

 Customer satisfaction based on established scales (Matzler et al. 2006) 

 Amount of cleaning is measured by the number of requested cleanings relative to 

the number of days spent at the hotel minus one 

 
Number of nights 

1. night 2. night 3. night 

1. overnight-stay  2 . overnight-stay  … 

1st night 2nd night 3rd night 

1st overnight-stay 2nd overnight-stay 
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Impressions 



11 

Results 

 Relative amount of cleaning (requested cleanings / overnight stays) decreases 

 Control group: Opt-out = 0.99 cleanings/overnight 

 Opt-in = 0.22 cleanings/overnight, opt-in with framing = 0.15 cleanings/overnight 

 No impact on customer satisfaction (overall, service, rooms, price perception) 

 Control group = 1.62 on a 5-likert scale; opt-in = 1.42; opt-in with framing = 1.67 
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? 

 

Internal 

Efficiency 

External 

Efficiency 

? 

 

? 

 

? 

 

+ 

 

- 

 

Framing and service productivity 

 Research question: Can framing improve service productivity? 

 Yes! Internal efficiency improves and external efficiency remains stable, hence 

service productivity increases 

+ 79% (opt-in) 

+ 86% (opt-in with framing) 
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Future research: Drivers of framing 

 Longitudinal lab experiment, balanced within-subject design 

 The same students participated in two time periods (N = 86):  

 t=1: opt-in questionnaire; t=2: opt-out questionnaire 

 Temporal, proximal, and psychological separation  

 A number of psychological constructs were collected for every participant 

 Participants had to configure a salad (incentive aligned): 

 “Opt-in salad”: 3.60 Euro; “opt-out salad”: 14.60 Euro 
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Future research: Drivers of framing 
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BACKUP 
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Framing treatments 
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Questionnaire 
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Results 
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Results 
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Results 
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Results 

A significant impact of the process on the 

amount of cleaning  can be observed,  

F(2, 204) = 256.701, p < .001. 


