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Preface

I submit this dissertation for the degree of Doctor of Philosophy at Leiden University.
My interest in accounting performance management stems from my business background.
As an entrepreneur, I did not really like the idea of learning accounting until our accountant
suddenly left, and the next day, my company was assigned a books check.
I realized that accounting must be in my complete control and that it is easy to learn and
can be automated. Moreover, beyond the fiscal function, I can actually use it for monitoring
performance. Since then, I have been seeking ways to build and develop a zero-
maintenance system where all employees would make entries while fulfilling their daily
tasks, and I would control it. When I started my MBA at the age of 29 and met Dr Keith
Cleland, my professor in financial management, I learned about focused financial metrics
and literally saw their miracle in everyday practice. I realized that his belief and trust in the
TARI system were based on the ability of key performance drivers to bring the entire
organization together and focus on a common profit target. My experience in applying the
system to my own and other businesses that I consulted for was truly transformational. I
became dedicated to teaching other entrepreneurs and managers how to make accounting
instrumental and use accounting information to stream various departmental systems

towards the profit goals.

Unfortunately, not all innovative and creative approaches made it into mainstream
accounting textbooks; they largely stayed confined to consulting practices. There are plenty
of critiques of traditional accounting metrics, systems, and the accounting mindset, and yet
there is no alternative. I felt called to find and build the missing foundations for an
integrated system of controls that would be accepted by academia and practice. I was
searching empirical evidence to support my claim about better systems built on profit
drivers than traditional financial cost-based approaches. My quest for publicly available
data brought me to airlines, restaurants, hotels, and cruise lines. While none of these
industries would give me sufficient information I was looking for, the lodging data
appeared to be the most unclear and least informative. I spent years fighting the windmills
from different angles until my PhD advisor made clear that I must include customer
perspective in my model. I realized that in service-intense industries, there is much more

beyond gross profit and contribution-based activities. I developed a technical understanding



of the consumer perspective, which is a missing element in accounting systems and a heart
for the hospitality and tourism industry. As my dance teacher told me that favorite dance is
the one you keep failing, my fight for mastering lodging data developed into this collection

of articles built on industries containing hotel operations.

This research aims to serve theoretical as much as managerial purposes and covers
accounting, finance, marketing, and consumer perspectives. I present the consumer
perspective as a magic key that enables accounting information to serve marketing and
finance exchanges. This multidisciplinary series of studies offers valuable insights into
financial management, information systems, marketing, and customer experience. My goal
was to demonstrate profitable thinking on, for, and from the customer perspective. In doing

80, this thesis seeks to enrich the industry, research, and education.

Bestensee, 17" of June, 2025

Ganna V. Demydyuk
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