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Abstract
As is the case in service settings where relationships span long periods of time, customers’ attachment styles for brief hotel stays affect their perception of hospitality. Using a newly developed measure of how well guests feel they are treated—perceived hospitality—this study outlines the interplay of customer sacrifice with customer attachment styles. Based on a survey of 307 U.S. consumers who had recently stayed in a hotel, the study finds that attachment avoidance (resisting relationships) has a greater impact on perceived hospitality than does attachment anxiety (desiring relationships), and that customer sacrifice perceptions exert both direct effect on perceived hospitality and also mediate the effects of attachment styles on perceived hospitality. Perceived sacrifice in this context includes direct and indirect sacrifice, including the sacrifice of effort to plan and take the trip, monetary sacrifice, and emotional sacrifice. The implication for hospitality marketers is to understand and acknowledge customer attachment styles, and to address sacrifice where possible so as to better meet customer needs.
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Summary:
A newly developed indicator of the experience of customers being served — perceived hospitality — outlines the interplay between customer generosity and consumer attachment patterns. The study indicates, that the impact of attachment avoidance (resisting relationships) on perceived hospitality is more important to attachment anxiety and that customer-sacrifice attitudes have both a direct influence on perception of hospitality and the effects on perception of hospitality of attachment styles. In this context, perceived sacrifice includes direct and indirect sacrifice, including sacrifice of effort in the course of the journey, money sacrifice and emotional sacrifice. The implications for marketers in hospitality include the understanding and recognition of customer attachment styles and addressing sacrifices to better meet customers' needs.
Results should support managers with their public relations initiatives. In order to improve interpersonal customer interaction, the report suggests three guidelines for hospitality service providers. They are:
· To understand guest sacrifice
· To recognize guest sacrifice.
· [bookmark: _GoBack]To ensure an effective involvement of frontline staff in the field of sacrificial perceptions requires effective training and recruitment of the right staff.


Conclusion
We find it peculiar that sacrifice has received such marginal research attention, as scholars have long argued that customer perceived value is related to perceived benefits and perceived sacrifice. This study explores subjective perceptions of customer sacrifice and attachment styles, which are intertwined and are important to hotels’ relationship marketing. We found here that greater levels of subjective sacrifice are associated with higher levels of attachment anxiety, but increases in subjective sacrifice are associated with lower levels of customer attachment avoidance. Our results strongly suggest that service providers should not only pay close attention to customer sacrifice, but they should also make explicit efforts to acknowledge that sacrifice where possible. Using sacrifice cues to recognize attachment styles can help firms understand customers better and tailor services more effectively.
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