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dlMe 2 Al Zﬂv ZP Ao B8, AFAA] A T FEH = BAVRE 2ARS] F23 JEFS e
U, Aol nAFe] A5AEE T AvHe AL Arlz T4 AR wslsiiA TS AEedle FolAEA
o] el gz} HEe] WAL Fodol FAHL k. & Aol e AT 2R =Tt nARtEd nAE o
F& AT} BAZA G i G TR AuHlT
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A, AR AT B (+)9] d&E viAE v, Ao = AT Bt opet AT 2 F() 9] 9%
< "Ae AoE vt JiA, 842 %‘ZVMOﬂ TR ¥ e i, 2R e WAV Fr 4%
v Eg 2wt AV v BAAR] G BAVH G viAlE FgAQl dgEg o 2 A0R ey
o vRAge2 AR ZE 2R vlAE G A7 7L AR v lL FFLFIY T8 Aoz ek
o A FielM vos #AVHE AMEAERE bee AT ghEely Fasith AH2ARdN 84
g aAze] e 7197 slol AP or 23 ARkl 740114. EXJHJJP 71 AH| 2 2o dojd A
Hep a7 eh aARkse] BAARl &S v1d 4 Tk rHReR AT AHE niEe R 3 et o] 24, A4
A S =odskla, A gAY 3 3 A7 IS AAE

FAlOl AE2AA, G, 2R, nAZHA], AT, BATEA, AR

t

bl
0

q

ot
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U
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What makes the desert beautiful is that somewhere
it hides a well...

What is essential is invisible to the eyel!

It is only with the heart that one can see rightly!

- &0k & MEIF H 2|(Antoine de Saint-Exu—péry)
9| <The Little Prince> SUIA -

AE FA0) AN A2 Ages b}
A" sheivede] Watstan aae e 283
Zakold, 1A A 7F 7K E AEAE 5 Y F

83 Ao Q14 H L 9lth(Vargo and Lusch,
2004). ¥ Holx #34 A4 Eo] z95d A
el = AlF A9 Eﬁ xﬂ% A = x4
*‘%ﬂb A 74 7} A

2 ¢] FaAo] v Ei A 31 ‘% ﬁOlE}
HHske dd ARdA = BYgle] Mgtete 1
Aol 71t 8FE T AT AAE T
AAA 7199 A7NA BAFHE 15ste Aol =
23t} ol AFA R £y e A~
AR FE nAze J5284-S 53 ue] <

1014

gi7)et - ol 7 X

o rr oY
o
2
ol
ol
o,
fd

o
N
fins
1o
o
o

H(McKenna, 1991; Reichheld, 1993: Vargo
and Lush, 2004). 2A9ES dojx 2475
FTote 25 2 VIGECdA ol #AWAE
o[A] Myo] ofet 719 AES A I 57401
HAT (ol - o] 54, 2015: oA, 2013
Gwinner, Gremler, and Bitner, 1998).
719091 glo} 2740] AZeke 7L BAEE )
F88 Ago] v Al ag ol Aul g
2zl J5Ae B TARelT} 1Y WA
ojubm #AS Al Zo] FAE = AlHo]7] wiEe]
(Bitner, Booms, and Tetreault, 1990). 1.4
I M2 FHA] TS BAA T AT
< o JE HEYH (inseperability) & AYE A
x]ﬂ—a].i: /\1

317]41:1} oﬂ ﬁ@ﬁo] 0312'70

< Lol rlo o

H] A9 —«/HAI }\113]/\14760]]/\1 170]

—Hu
AESCEERE IS

oI (elAl, 2013; oAl - o] ™, 2014).
2hA] e 2 F}d o] 1S tidte PEolt et
= e Aux g F @Akl Ha gle
o, 229 el FaA e7¥ e A4S FA)
T do] THd=el o8 FAHojof & AR F
L3 FJesrt Ha Jeh(343E], 2009: Wharton,

1993).

719elA aFete 7]l BEol S BAlS
1 gzl 2 el w2l e EdE
ofsh= @/l thall 1] &3 Hochschild,
1983) gt sknf, 71990l a7dhe A £
T THLEY =g tiste] 24 =% (emotional
labor)°]2kar Wata ArH(#H 23], 2009 Ben-Zur

and Yagil, 2005). a2 2499 7S

ZUstoiT Ma4A M4Z 20154 8



28R X2 Ad|A

=
==

FﬂB

o) ALEHm AulAEAAY AH e nAdA
Weold & 9lth(Barsade, 2002; Bartel and
Saaverdra, 2000). #Hx=ss T Ao F
23 XLQ HH]}\ ;G;Hoﬂ/q = .rJo] e} 2 7§/ﬂ
e gop=ifolt}.
%780l AojH

(authenticity) = 7HAx %
Zol o] AH &3l ¢

3
2%

=
5

o]

019)& AL uML o] 2 9AE & 9lom (7143,
2009), °|E HtFoE Au|zd] thgt F7h7} o F
AR yoprh nAEI 7Sl = FFS T
A7 Ao,

2443 div|== dE-e 222 & (manipulative
intent)olt}, ol AHl2Zdgle] Aol Asl2
Luﬂu}o E;G o= _,/]._1,:_5]. ;GEL% }\]E—a},tt:] 'y7]—]_9.
Ao didezArt ddists Aot
AMe| 2 Tl 23 e
A A& (psychological reactance)<
2 A3 A2 g BEET} # A6
gk ojUet f2e AFujArE H3 g
(Jones, Taylor, and Reynolds, 2014).
oA 2297} A& gkl B3l E}Okd %)
Q750 EASAT Al gl £HIAT A
S L R EIEC L= e

ol 3t AP A= zroli ] FETH( Ao} - o]
A4, 2015).

9

il JN

el
eN cE u
p = —

R

34
P
B

o>
2

7

=

Bitner, 1998; Reichheld, 1993, Schlesmger

and Heskett, 1991). whgbd Mu]~ F4L9 A

A3 22 =) nA ] n)xE Gk tiE)
=

B e ]
493 o B AR JFE oA o

[¢}

Hoistol

T ®M443 M4AZ 20154 8

Ak A Oﬂmﬂ EEES
| Azkske AA P % AL 2
I o4 G vlatel @) v

¢ Q7eAe g4 5a drdont

Mo

A
o

A

¢
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H(2010)2 XAl M|z F2d 1|
X (rapport) & "I7iHFE
5(2010), #nd, w2y
ﬂ%oﬂ/ﬂﬂ 217749 Ag st
colHE 2014). T3 2
& CSRellA &u|Ate]
2 vetgt A5 Sl

21778 Jﬂr 2o % | AA A 9 A
of ot} xR g A
ott, a8y AAA 3 xxL_q
et} w3l A%
& Aol mA= G
& ﬁaﬂ"d?"é—(Henmg—Thurau et al., 2006;
Price, Arnould, and Deibler, 1994)& 7185
Ao, 27 o] aA o] A ztsh= ZA| 7kx| ¢ A
7O mlA e G, 283 2Ae w7t 7o) A
Z¥she A7 o FAZMA A WA= dE§S
ATE dTe AY gle Aot 59 2F=
O 73T B3 AeA Y] FE F Gl e A
ATe v SRt A3 FHA A A5
go| o] Fo|R & AH| A gl AH|Ap7} A2
1] Z2ke =7h A 7ER| e ARk of ] gk

]
Ak gd B ATe OW g

_O|L
s
e o

o
ol
iﬁ
_EL
oy
o é
ol

[
DO
(e
(@)
©
=

SRR A A 2440
o WA= dFE vlA|
ot 7k ol tiste] Yim,
Chan, and Lam(2012)¢] Mo 71vkat #
A7 BAZA 2 Wro] e Huzk g
npA| et 2 A 7EX| ¢ AA 7F2] 7F ARk ol
3t J3FS Fx|o] Hslo] ZioA] =g]d ZAE
Zopr 7} gt

rr

1016

gi7)et - ol 7 X

2.1

kA

o|z

Z2}9| % (manipulative intent)E 4

ruZi
ol
PN R

ol
i
X,

(inappropriate), #93tal(unfair),

28k =(manipulative) WHozZ AUus A
1A} gt =8 T3tH(Campbell, 1995).

%ﬂ‘)ﬂ/ﬂ o FHrE B B E

o upekz g 740]3}: kAol 73‘8]]9}%

2

T
o

| .llﬂ
ofs
ol

ol

=V
%0
o

‘ﬂ&‘i}z *(counteralgument) o] Z7kst

(erght 1974), A%< sl (Aaker and
Bruzzone, 1985), A5¥ 0] 24 (Greenwald and
Leavitt, 1984: Petty, Cacioppo, and Schumann,
1983)gtt}. Ul2lEl® ¥ (narrative ad)olA] 3
17| AR AT W LB FAFT)
Hx4;<4 -5]. H]—HJ oz A pSR=x 0]_33] 5].1;}3 _zr%o]_;ﬂ 5]134
1 A% 2H A WEHHERRYH 2AlE EEA
A Ho} EAA0 ¥l o2 Hrtslr] €Y (Cotte,
Coulter, and Moore, 2005). ©|x & F31/J3}o|
A 22Ol ke oln| HFE Ao, TR
48] AA FsAgo] o] Rl T AH| 2 A
Ae T99Y 2Amrt ol dEFE A =7t
el Aw i uhrt it

Friestad and Wright(1994)2] A EX]
(persuasion knowledge model)dl| &3l
AL THYY AS e 2 A5 B54E& 3
3lar 9™ (Kirmani and Wright, 1989)
FEE FEH R Wolsole Zlo] oz A
ojm oA o FEsta et SP“E}
AR A 22k &= (Campbell, 1995)&
A =9 ole A= A5 dig A2Aed W

ZO oyl

>,
ofl

J

s mZ: a4 re IZ fd

T T | S D

i [
N

AT H44R M4z 20154 8Y



28R X2 Ad|A

=
==

FﬂB

(psychological reactance: Brehm, 1966: Brehm
and Sensenig, 1966)5 FAGEE 3] A=583
& UFe 29E 2y g

HEAN 9F 23425

(cognitive resources)¥ A&7

o 3F

Fe AR
A+(Wentzel,
Tomczak, and Herrmann, 2010) = i< %3}
=7t @A 2 e WeEHE Ayt e
T AR mstel] ofaf G WA F7] Wl
AAF-a7F e H B Fare] tigh &n|zke] whgof
daS v A B3 (Bruner, 1986; Gerrig,
1993). 22y FuFo 2aelert AT 7ol
AAA o] fr&e o wet An|ate] H 7ol
gol Il Evt. EF5A] & LHake A5A

7}547]7 I Az Boh B A o
v+ oI 2 ¥ @ iumb A7)

T =27

[QR=

rlr

o]

o

o
-
=

e 3/
z

v

T o o N 1> of

e
rlo

>

S R
oo -
M ond

£
1o

74]54 el ot
3 AFE AyHd A}
oA o REd HEE AFS A o
31 (multiple interpretation)©] 7Fe3l7] w&
off 2o w7t givka AASH "ok (Hoch, 2002:
Kirmani and Zhu, 2007). =3 2zre]%=7} of
o Bmg) Holt AsloAE oWt 27 Adfo] =
& Abgo] B 24 Aol & At Hle A
S22 @43t FEol wue AT 237t 9
(Kirmani and Zhu, 2007).
= AN e 22 =T}

SRS EER

A=4ye]
gEe

o PN

B

g WA=

Hoistol

T ®M443 M4AZ 20154 8

IOl O|x|l= dE - AP AHPIxIE B2
UnbAQl HAA ool AMu|x Aoz WAyt
A A E Aol
2.2 THA

A8 2384 (service encounter) A9 AL}
nAe] A5G AR a3 Jgks njzl

t}(Bitner, Booms, and Tetreault, 1990 Yi,
Nataraajan, and Gong, 2011). “32r-g-0] 713}
g Zob Au s 22U 1AS Bad AR
HRA 84 T Odd ol Fo
A =H, A2 et Edete s B
T A& AREI 710 SH A uf
THHE], 20070 7733, 2009: frEE - HAE,
1994 &%t3] - A4 - A58, 20100 Ashforth
and Humphrey, 1995; Rafaeli, 1989).

a2 FAME H2 7P FasH Q14 H
9] 37t vlE 23 A (authenticity) ) tHHennig-

1o O

=
8AE

],

ol

A8 ~H

Jo to = -
O{N =) -1m
_0|L

]_

OlA

ek

Thurau et al., 2006). IG4L oj= E3&
23l1 ‘WA o)A (genuine), A (real), AAE
= omg

(true)o] Wzt th(Arnould and
Price, 2000; Beverland and Farrelly, 2010:
Thompson, Rindfleisch, and Arsel, 2006). 2
A8el ofnle theFd BN oleliE 1 dl,
53] AtsjAl el gl Ao RS HH et A
o dAE gAY - 23, 2013: Boyle,
2004; Harter, 2002).

.

Qg
AT

A1 FGAQ0 2 T FHEY HF &
AL 2Yste APLA Qo Mujx HA J94E
SPIAZITH SRR 9] 2010; Price, Arnould, and

Deibler, 1994). A&} Ay 27} AAR o2 01F
o}, AEsh, geksiEn nae Fo] Eoldl dy
Ao M= AFe £ Mu|AE ApEske] g
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(1

=M, 7190l Ahdskd
g Aol wkz el o

hud

AAE S 237 f# 4
ek Anjape] &5 FEo]

(7743, 2009: Gilmore and Pine, 2007).
A AbS] ] A S A FH AH| 29 FO &

A Ao R FA-G Muzof osaA vt w

g

24 ERACR AAF Al 2 A HTke vk

REEEREPEERIEIE ERSRE:

ol Fadlth Az RN 288 AL 75
]

2 el At oplel oy YA Hoe
o|t}(Price, Arnould, and Tierney, 1995).
w3 ;qag Azse A olae AWt
;% xﬂtﬁi xmo}L

AN
g

=
ol
o
=
J?':

T A
o> X

fd

o%

ok

Pine, 2007).

g4E 9]
ZS i o |
| 3045]‘}1'5 4 1L o
£ B2 AH|AE Hrtst
3], 2009).
2.3 xR ZHAPT |

A &A 0] LM 2 ZHo] wEoz AMu|x Z
Al A (service-dominant logic)dlA& 24L& &
€ B9 7RAFEEd 3 Fods, A s 1

gi7)et - ol 7 X

o] Mzt Mu|AE AMEFOEN FEEY. £ 1
e g 7119 AEAR] Zlolth(Vargo and Lusch,
2004). APAFSo] st 1AL #AAES Fol
HoE 7dE & 9\13_ welit o] gtk (Ennew
and Binks, 1999). ot ATFES AT
B gt 7te e gk ool x A
H &3 A 845 A9 AA4 H (economic
benefits) 2 4124 2] (psychological beneﬁts)
= V‘}o}“ ”ﬁx—}%ﬂ e Z3 A=

A2

2

&) a2=lx 1%@@‘&1 H] & (A]
Al Eek 2 ti7kE ool E
9} 2e 344 7K aga wEaeE B 2
S HEHA 7 E ZEsH A
Vargo and Lusch(2004) & Ay 4 ZAA
Ae 79 3534E A Adle BAE e
o2 o]FofZitta 3t} Johar(2005) 3 AL
d52 3 AAA T8 (economic utility) e
FPoHAlE don VIS AT W Ak A Tt
(social norm)< xHITtL 3. = =
Aell glolxl A7k ¢ #AA Fdizts A
glsH drhe Zlolth. uA I Aujx FHLLS AL
318 AA o WA TFF T PAE 7 A A7
(Kellogg, Youngdahl, and Bowen, 1997),
AR FeA R 2ol = 1A S v st
Fiite At vee BAZAIZL 2

2 4 9t

=
T

]:H
i
3}
al

d

i Jﬁ

739 (exit barrier)©]
olgh & ZAZMA S BAZFA ol thet AdPAF
#IZ vlg o2 Chan, Yim, and Lam (2010)
BAZIA % BAZAE therh 2ol A6k

A7 = A H 2 (core service) oA HZH]
g A ME| 2, S5 A s, =

i ox rlo mx

wo
sy 3L -

o
i
N r

AT H44R M4z 20154 8Y



1*7} Adist, 1gs), vdstsn, 7
experience economy)Z ©]%53hH
ﬂ—?ﬁ— & MHl2 3 AA Y] B8l W

i—a
—

d

Z34 g 2EAY AEE F7an Ao 39
Holn ZA¢ 299 AR Aulx AN F

al
Aol A5 248 B3 o]2o]d 4= 9l on(Price,
Arnould, and Deibler, 1994), A¥]x 29 o]
Azee 48L wgoz g AV FaAo]

A kst d.

yilkel Z_O_ :]17_14'%_/\3

Gremler, and Bitner, 1998; Reichheld, 1993;
Schlesinger and Heskett, 1991).
& SAETL EoA AL Bl Al FF AH| =5
nj & gEo] EolAH (Gwinner, Gremler, and
Bitner, 1998: Reichheld, 1993), o|&&o°] u&
A FHORE 7IYlA =& Hl2YA 7@%
A=) F7|= 3} (Reichheld, 1993; Schlesinger
and Heskett, 1991). T3 T3 1212 7143
ANAQ BAE deorA HHE, 99, AH
2] & M| 2o EE H]E-E FAFOEHN Ht
AN S HAketn] 7199 AHE EAE
(Ao} - ol A, 2015).

IATVHEI} F2TE 714

o
BEg 27

=

XLF\M

A7) ke Avhe
el AT BaEEE wANEA 529 B
A AR w vﬂ?‘ﬂ 2391 QguA7L waH g

=
ARl 71Tl o YgFS mHTh

A

© drdss Basom (el fA - o4, 2007)
wA o] 71T vl AE7H EAE ¢
THAR A - o1, 2010)

RS- B7122007) 24 0] A Zshe AH] 2
FA% 7RA7F 2 Ee g agleleta 7 s
ot A7k 7 Rbe] wA ekt fo @ A o)
g 7Me AR deith. aAwnEst 2473t
o Alel gt A= vere] Aol wxds e
£J7HE w2 AAEFE TS woAH
(5 - ABE - HAdd, 2008) 2 A2

lll. eI

AE 26N HolE Fgele] HEE 1ARE
o 4149 G nA ]

= o
H A= }_@gj_oq S By A
J A

e 4
7] 2ol e AT 2 me A
o] 5 37”01 Azete 7 9% € 1

[¢]
o] Az s ABAAE AN A% Fe
£894 vzE AA% 223} F9e) 94
Froiztel A v EE BAVAZ Yol & o
AR} 22 w7} A7k o BA 7] o 212t
o owe FEFS F=A o]0l E(emotional
contagion theory: Barsade, 2002: Bartel and
Saavedra, 2000), Al2]7 #3dto] 2 (psychological

reactance theory: Brehm, 1966; Brehm and
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olFel - 0lZA -

gi7)et - ol 7 X

(ag 1) A72y

Sensenig, 1966), 183 Ars]w ko] &(social
exchange theory: Blau, 1964)& &/ % A3 H
I 3 o Felle AT AT 7L AR
n X Gl st M SRR} gt

3.1 T¥Yo| M x|t APx|of olxle A&

= T2 T M =1 =1 ‘T:‘

o} Au] 2zof 3t o] g kS v 4= Q7] wlio]
t}. Arnould and Price(2000)¢] ¢Jahd AmpelS
Zsle A<l Ao}l (self-authentication) &l
HEA WHo g AES Avee A4S 5
7S FEAEFIT R 39 tH(Beverland and

Farrelly, 2010). Vargo and Lusch(2004) 7} #
AlgE MB 2 Z4 7§Xﬂ(serV1ce dominant logic)
of ANl st A g} 7Hx 9] FEHE
=

Yim, Chan, and Lam(2012)& 2723 1 2}
A7F aAREL] A A 821 o m AW Fa

Ae Mgl 3%

oy b,

42 (value co-creation)°]zt

1020

A 71 #AE R

o138 % (customer participation behavior) ¥

A
AFAQ 1

S|
_‘E
¥R
kv

oo
>
rE

31 %= (customer citizenship behavior) <
991 MH] 2= 7HA] Az 77 ofetn] 7}
2 ZZs A (Yi and Gong, 2013).
5(2009)¢] AT 2AY AzkE Au]
Ao gt AT Azl oFH AH| A
o] Y wFs B AFHS =]
SR LIES = Eﬂfﬂ IAH 7P} EolA =
A Fhdel %
< M= 4

o
2
(N

e
off

o
offf %
o 4

- >
®

o oM
o

>
o I3
o 2
-4y x 1o
¢

rRE 2

“
e A28 AFEEE 22
1

koo ol
oX,
X

it
P
)
>
=

[¢]

o

o
>
>
>
&
SR
Q
=
jaV]
=
:<

i
SR
S o

, of

ko
e
Py
lo
N,
ox o
O_>:4 Ol
yo, fr
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2DH|X7E X245 MulA S| AFM x=Ro|TIt
A9 Hulsg AgRgthe AA7AE Az
k. o3l oo o)Akl 199 A
FHA9 9L V1A Ao dge thew 2ol
e s,
M1 AR A FRA(+) 9FL

w3 Aeleh,

H Price, Arnould, and Tierney(1995)&

Jo|A] b A Hele] Ado] Fgsittn

A S AlFetes AR A
o

<
Ao] 2 & 9=

o R g [ AN X

o

(self-revelation)el %71
Nicod, 1984). ©] A= Price, Arnould, and
Tierney(1995)< AlH| 2 AlgAkst 14 7ko] dd
wAE ‘?——_}ﬁ"]ﬂ“ﬂ] L72?‘rHJ?r(affectlve content)

o] 71elg Bt 7

= 1

=2 -

o

¢

g mRY, AH 2 HAHAM Y FH9Y 2
aA A Ael¥tHBowen, Gilliand, and Folger,
1999; Yi and Gong, 2008). Ekmang] d+E°|
w2¥ (Ekman, 1992; Ekman, Davidson, and
Friesen, 1990) 7&4e] @1 nlas AZl vla
B} A A w2 o] Folditta stgith
2949 e A Ho](Barsade, 2002;

Bartel and Saavedra, 2000)2 4 $17] wj &<
Fddol iR AE AR vze 249 nhEE
Aot & 4 glom g% Ao FPHQ Jgs
uz Aolgta AT}

ol ZARZ Mu|A HAAA 2ol &7 744
HASAT 44 RM4Z 20154 82

tEof o|xl= I - AT HHIIXIE SAR
o Age Az BAS FIAD Aoln 45
g 4 o aeEe $99e A4S WA
o 294 9 02 Aoz daan. olae =
ool elAse] Thes) o] S YT
M 20 ARAe BAAR FRA(+) 9T
w2l ot

o°l'

o] 744
(

35| ohd M St el F
2013).

s BEAY

Gronroos and Voima,
TR E M E F dE a7} vz
499 229 xo|t}t, 229 = (manipulative
intent)= THdo] AFoly Al Hujnks B
;Qoi jq_t.zg]. b3 o MR ] o].u:} uAE Bt Hg—t‘ﬂj

o2 A5ste sh= Aolth(Campbell, 1995).
WAEL Mu|x FAYY 2HYTE S o
olo| 8] A3 (psychological reactance)s =

71 2 Az} Mu| 2o gigh BEErE dA5] 1A
ok ol gl A AtE H3]g 4 Qlt}. Jones,
Taylor, and Reynolds(2014)2] g3t &b A

H| 2 T Eo 71 el A ARk

= gzt lﬂr‘%‘f?ﬂ% i,

| AHl 2 AlE $
37

2Ate & v 3349 %

o] ‘:‘F)r_— nro. Z

f=dn i J—Lle-]%

(o]

locus of control)7}
wy AFE Az o

1021
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7Hd 30 AT AT FAA () TS

w3 Aeltt,

Friestad and Wright(1994)¢] ‘HEX]4] rd
(Persuasion Knowledge Model: PKM)'o w2
W AHAES ARG aH A S 7
Ao A5 E3xef M gk A 2o] A7, F5
Aol JHo| £H27}) ol gt A HO] Al
A2A A5 Hdekd digt gadn AdAd g
Alde] sitta skt

1 F AS5AAY
224 (manipulation) @+ #Zo] 5%
S A dig AsjE et aHAE

THEY AS or 2 A5 542 4 st

H (Friestad and Wright, 1994: Kirmani
and Wright, 1989) 2#te|=ot 22 $A% 9=
(Campbell, 1995)E CIA|3IA FHH A= HE
gk Ael& el Wol7] A (psychological reactance:
Brehm, 1966: Brehm and Sensenig, 1966)7}

Eano=y

A37¢)

o 3

AR A A 2

oX

ut

fairness),

A
o =
T
o
e

A71A €t

THdY =Tl 2=t 9A e BT
AL o5 AT F glon Ao wd i -
AAQ wheS & Holga /5% 4 . o & 2
AR Aul 2= JAellA 28] ert 931 o] g
& BAVHA S FA S nA Ao did
o o] ol ejAst vt o] M
et
1022

gi7)et - ol 7 X

7 40 2R eE BA
oA Ao},

AR 9%

7kx|9| B

Ankso]l A7) feire nAZ ] 1 A
et 149 oz la) dA st
A2 (value co-creation)°o] =23}
THYim, Chan, and Lam, 2012). g AJH] 23
oA Bop B 7HXE A7 24L& o s
= 7Ago] Atk 9 tHOuschan, Sweeny, and
Johnson, 2006: Patterson and Smith, 2001
Sharma and Patterson, 1999).

A ZbE 7pA| ek aAREES fAl = A 2~ A
AgFAToA 8ol =9 Hox gt 7Hxle 1A
I} Aul A A gAteke] BAl] FEE FH, AT
%2 7Hx 9 o3 &5-drH(Ravald and Gronroos,
1996). Zeithaml(1988)& & A-&3dt= 714
(value for money) & AT 1AL 1387 &
< aAEY ¢ wEgitia 3190tk Fornell et al.

{
o
o

rl

(1996) T A28 A7 2ABZ B(+)9)
9FE vt ddnh nAuRe A28 F4

2124 74| o] tgk o & ke ol d = 3l
t}. Hu, Kandampully, and Juwaheer (2009)
o et A ZE 7k AR A (+)2A2] 9
& mztka st

Az 7k ( perceived value) = A7 9 &

A7 2 Urol & 4 gtk AAZA = e
2(core service) W HEHE 54(2 52 4
o] Mula 95y Aujx 22 4 BA)S w3

tH(Chan, Yim, and Lam, 2010). Blau(1964)
9] Abg] wghe] E(social exchange theory
WA P B e o5 i FHAI

=2
lo,

ol
o

AT H44R M4z 20154 8Y



2B X|ZEE AH|2 SYflel FFYD m3e|TIt uATIR|et IARHR| O|RE JE - BAIX} PHIIKIE SHe

S ulg o g o] fojxtta gt} = H]gHT} o]
o] Bttx Aztstd

Aol A7t =8 FA8H dth(Bateman and
A

Organ, 1983). B&, Hl&ou} o] 5= E44<
A} GalAQl Fio] BE TIET o] wiho] 4
THOE o|FolHE W *}%‘5—-& RN &
A " (Lawler, 2001), whol] that THEE
=old Zolga f58 & 2}4. o]ie] =old

Aete] tadt 22 /M FHE 5 o

7Wd B AV AN S8A(+) 9

S 04 Rolet.

AR BAMIE AU 2EGA 249 B A
e BAR fUigdN MEHE NS TE
al

(Chan Yim, and Lam, 2010) 1 H| AE

Lo
o>“
kol'
)
olo

O
!&“
==
X
=)
SO
Sl

Parasuraman, Zeithaml, and Malhortra
(2005)= AHI2 HA AN SAH AR E ==
A8AQ 9 dig o B A77F desitt
atxich. Altih -stn EA8 25 WA=
AA 7HE HaElFr, aAnEs A
ofyel H&4de 9&& dth(Patterson and
Smith, 2001: Sharma and Patterson, 1999).
a3} HE(rapport) & BT THLEL AF
Bk 7} ~°W"’ Gremler and Gwinner, 2000),
Aata o ojut2A dat T wielshe
2 ‘/}E}‘;}E}(Yoon, Seo, and Yoon, 2004).

MgEe 2ARZ S 29 FFE v

(=

i

ZESAT ®447 M4Z 2015H 8¢

0=
Hu

Chan, Yim, and Lam(2010)° &J3}
o 7 EES 17“‘1?&4 ﬂxﬂ %

M 6 WA 2AREA A (+) 92
S 04 Rolet.

3.4 B ix|et ZAPEXZE 1
ACHA o3t

LN

APATFSo oot Mulagd, 149 274
7} (customer perceived-value), LTHEE
H 2 Ao AT E AlellTe 78 8905
2 39t Hu, Kandampully, and Juwaheer,
2009; Parasuraman, Berry, and Zeithaml,
2004). 2 FA9 Aol A Mul 27| EAA 1
Mo A ztsh= 74x|¢F uARMEL 1 F o] TS
H 7142 JF(McDougall and Levesque, 2000;
Ravald and Gronroos, 1996: Vargo and Lusch,
2004).

MUl 2gAa]l AAA 1AL 719 35 ARt
olw 7}x| 9] BeAtel|M 7HA| 9 FEFEAE 1 o
go] ul A tH(Deighton and Grayson, 1995;

Gronroos and Voima, 2013;

‘O,

[
o
Y

Vargo and Lusch,

1023



0|ZF¢d - O|&A| -

8% 7H7F "ok B AH| 2%
22 7R E A4 4L o vEshe
™H(Ouschan, Sweeny, and Johnson, 2006;
Patterson and Smith, 2001;
Patterson, 1999).

MaPA =0 s FAF Y (relational benefits)
& uAREd 9IS F

Sharma and

(Gwinner, Gremler,
and Bitner, 1998; Hennig-Thurau et al.,
2006). A=14 &9 (psychological benefits)
WARDE Sl MU 2AlFA=TEH 795 7]
A5 U3 o2 EQhto] Fhasta Hkg
= AlE e FAle 24 olth(Gwinner,
Bitner, 1998; Morgan and Hunt,
SAA L& AME| 2 Al F Aot
AN 7le AZ4E A8E Foln aANES
732t Lee et al., 2014).

A7 = A A H] 2ol A H]

Gremler, and B
1994). °|&st

e |

&2
o
4 !
gQ
_Q:
AC)
(Sl
o]o
ial)

1024

gi7)et - ol 7 X

o}, Mu| A~ dFHE Aro i}O]E
Aol w25 ) 7]thete
F7 Algdokels AL nARE
o] A A AZaoksts 7HA 7
ot} ujgld mAo] MH| A £ Y3}
E& Adsle 24 L0y A 7
2HE AT E LA, AFol Au
A2l ggolM HFE
o nxe ko] t Z Aolgm G4
t}h, o]4te] oo ZATI e e v}
Hatt

30,
)
=

2
Jpx

tlo » m@ [ K

N
-
)

fwomx

ek

Hr Ao o
N

rS o
S0
ne

1o,
ox
fo
Y

ol
=
s

= T ooe
=

ilad E
mlo "D' 1= =

>
4 32 iy Lo

J
=

7Wd 70 AL AR | °
AZHA7E AR w2 J R

Aol

ki
i

uy g

4.1 Xze| o3 ST
Au| 2~} FEE B2 A ?“é—% a4 whg
Z7gst7] el A71Ha AEH (se
= AHgste] sttt e 34
(retrospective self-reports)< a3 AJ&o] H&
Qe AF 7198 HER Qe HEe $HEHes &
7}1:/Ho] vow FHal Ado] old A 3t 7
= EUE o] 7R Bg A9 A FHE FE
O] Hkdsty] offohe EAA ol vk wek #A 9
719l disfr= 2710 frelstA el ofel e

o

~

f-report survey
1 <AG A7 E 3

Aol el @Ae AegHd nd 33 34
£ 3] o g B Qe A% 2o
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28R X|ZEE AH|~ SUfle| FFYD x3e|TIt BATIR|et DARHR| OjRE FE - BATIX} PHIIAIE SR

GHES Bgab] Slal Adeles €83 Az (R)'Y &35 43t
Ab(scenario-based survey)E £33 =% HEE ZAoxo] 23S Y8l E Campbell(1995)2]
9] "]Jﬂrﬂfﬁ]"—é A S5 g8l FREEAE 2R Uid SHTYES A8t o] v F

g2 g&oto] o[BS A6k Ao Yot dojate Hor UYE xEaeEr)
2 "ﬂ:rLh Wl O fF AEAAM AB|2=FHddH o] Wi A9E FAASH UE 2FstelEA A
uAe] AL FEE 71Ed T AURleE o] b o] uid HYe YR s UE 2FS
483k oA A8 A (quasi-experiment) & 3 A A5ste] £, o] wj Ado] FEE Ast
PR o 10359 ety 9 thgtdAe] Aol

A

3 BolE A e woh AT, o] W ele] 1S
WY, WS 0993 24959 F 71 A5 PAE Molelrl7t AAg o w0
A zAe] RASIR WgET A F9de Ade 2AR 4 24 gt o B Asad

AR} 22e o 149 A4S Sk g a3 AA7 ¢ #A 7= Yim, Chan, and

Ay 2 & Campbell and Kirmani(2000)2] Lam(2012)¢] nA 9] ZA7IX <} AA A 54
e AP 4 =8 7oz FAY 2% &5 Fasted SAsATt. HA BAZA = ol
A 27 et GEAER APt pAFeR mAHYe Yo B A 28 AU AE ukS 5 9]

o

2 17 FoE oAEta vk ¢ EedE & EE moFt o] njAde Wb ey Mua
o]ty A AW, %ol A Y2 AL & S ATLS F UEF ToEy, o] iYL 3
AaA wokhe W, A v fPste o A AT E AUR  F UEE 2ot 3
RS FAeke AW, AVEC] Fu AL 5 A ZTYEER SR A g A5 AT vt
& Afrote AW T2 It wiAgeEN = A FAHL T3S ARG #AA = Wit
Ao w ot 21 el thek AulRp Q1AM Atol7k d w0 RA MR FL WAE D o] WA
T UAEE g a8y AF 4, BeEE 84, o] ERo| "ok Wt uAo2A HEAA Q1A
A9 & 5F 2L VgL 2EE AYHA & A4S v o] Y] Tge] B, Wt
o e F Y AUEl e FellA ARlelAl Aoz HEe} A%she 2 B o] W
e S Hu AuAFAA AuzdA 2] Ho] Ego] At 3EFoE Aot Al
Ve AT 2o e g ke & AV A g3 AAA AR T #EE £
AZMA, agla Auzd] g3t BEed g AE S AAS L F 23S FE5] S
o SHIAY. EE FH EFe 78 2l 2AeES Chan, Yim, and Lam(2010)9 14
3T T S8 Yi(1990) 5 zLZo}oi FalE o]

2184 Winstead(1997)9] 2440 #e 4 wige] Au|2rt SE2fdFU7R?,) Bale Adnky
TAHE Fuste] SAst o] WAH YL Ay o& o] ujAo] Auj x| v NH*W} AL
2 9 9A4s FalFA FEhR), o] viAALE  wgolA dddd e AHAE U7 9
7FIAOItHR), o] g Yoe] e T AEHo] g ARo7 A3

]

THR), o jRARe e vl9E R3e T P
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V. AN @ e Ao debieh S22dsl A9HL
(construct validity), HEY = (convergent
validity) HZ= $13l OOW.ZH A (factor loading)

5.1 SMTHo| AlZ|T ¥ ElgtT o] freld, BRI AIG(CR: composite reliability),

P EASZ(AVE: average variance extracted)

f

St tlo o

Sl B EFE (AVE)f_ AAAoZ 673~.882A
Aeton | ZAgE &L (3 1) AAl o] & Fornell and Larcker(1981)4 Bagozzi and
AP AR AFE Aw 2 A7, Yi(1988)7F AAG 7 FEEwE $Ed
GFI=.840, CFI=.973, TLI=.966, NFI=.926, 22 uelygtt Az 435S 98 899
RMSEA=.072, x*=166.648(df=109, p=.000) S A A G (composite reliability) & AH
2 Bagozzi and Yi(1988)4 Hu and Bentler = 23 .859~.9579] W= w2 & d#/do]
(1999)7} AIAIG A3de 7)ol A2 vt o=t #HEldE (discriminant validity) S

o Moo
¥2 1 ofN T

dor ol o

vy | 32
ool e EES | A=Y | B
=+ AR TR Av | A% | Fz8
(CR) | (AVE)
o WiFAdL AUZ & A FallFA F=rhR) .809
AAA o] AU 7 Hoth(R) 931 591 | 673
o] gz do] = e FEAHITHR) 782
o] WjAH YL 1] W9 E gtEeln drH(R) 749
o] MU Yt Holgte Walez Us 2F3eE .933
o] WA de FALs e 2EsteA Aeo] drt .908
2z | o] WAL UF FstA U 2FAY AS5stHET .943 968 435
g | o] wjA o] FES AWsln HoF WL =7} AUt} 959 | '
o] mjgZdo] U ASate W& Wolzo|7|7} 44 odrt .888
o] AL T A A v} .847
AA | ol MAALE Wt Brt d 22 MuAE S F RS ZofET .892 459 753
ZHEL | o] Mg Wt 25 AR AE ATES F IES ZoET .843 ‘ '
BA | W 2AezA AE} 2L AE dEd o] njAzde] =go] Hr} 975 933 g75
ZHE | Wb ade e AR A%ste w4E v o] mjgE o] £go] "k | 894 | ’
. G o] vl AMujxrt “&i‘ié%ﬁv ? .981
S | BAle AuH o o] wjge] Au|zd BEAYFU? 979 | 957 | .882
T e el g RE Ee] Aulag WU 851
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AR Rjzkst MlA Seigle] BEAT Fxte|ey} DAYIAeL US| DR U - WADIS ZHIAE ooz
gelshr] el Aaaed HiEEAFE(AVE)®Y  Holw Hu and Bentler(1999)4 Bagozzi and
T oW 2 ARBA AFEE vlastdth (2 2)  Yi(2012)7F AAlEle ARE Vee AR 55
of AAE v} o] BE FFRAFZ(AVE)e]l AT the (E 3)dME A77HEe did ds
Rl AR B JE) ANeE 0 29E ackified, /129 =A% oo
o BB el ATt BEEYY B4 A3 oo} J14E 2E A9RRE p( 05 $FIN =
A7 2R TE AR Aold EHAQ /dEel € 7Mdo] AA] =AU
Aoz gAY, (& 33 (ad 2= A7Hdel e 254
B= AN FAR AF A9E AuEy,
5.2 7MAS HlelAE el A7 & (+)9 43S n|
A Aor qSeied, 7 W B ARAS
B AFN AP M S AEehr] Y R 531(t=3.645, p=.000)2 Ueh} 7HELe Ag
TEEAS B3 Y A¥=e} BFES FH HAT H2' Al BAMAC F(+) 9T
Fom AAE 8- (E ol AAEAT. 22 & v Zojgke MY, F WE 1 BEASFE
ol AL 753 A3 ?=263.731(df=112, .233(t=1.808, p=.071)& Yeh} 714 H2& 7]
p=.000), CFI=.928, IFI=.929, TLI=.913% Kap= el
(E 2) vigzh Ak, S| Mgt ¥ o2 &4
4479 A9 % A7 W7 AR
244 0.673 0.613 0.503 0.386 0.473
Z22 &= -0.783 0.835 0.406 0.497 0.659
ZBAI7HA] 0.709 -0.637 0.753 0.832 0.706
JA A 0.621 -0.705 0.912 0.875 0.728
il =e 0.688 -0.812 0.840 0.853 0.882
Note: A W49 FA2AFEgHAVE), A ofe: ¥4 7+ Aa3A, tizbd 91t b5 70 2adA 9 AlF.
(Z 3) 7K4E Z1
— 5
o Mz e : 5 e
H1 2 — BATIA 531 3.645 .000 AA]
H2 AR — BATA 233 1.808 071 712
13 279 — A4 - 279 -1.986 047 7]
H4 22T — FA A -.567 -4.453 .000 A7)
H5 BANA — DA .337 4.918 .000 A7)
H6 HANA] — DN 619 8.234 .000 A7)
ZASAT M4 w4z 20150 8 1027
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fit
i
o,
b
O,
ke
o
N
-Dl
oﬁ
é
E
o,
o)
a

H27F 712k AE o 4 ute] Aol & A7 & A2
ME p(.05 71EdAN BA40R Fold Aot IR} S7HEEE aASel %ﬂg ]a}‘— H5
oA kAR b e wadol fejuletd p< oF H6S o2 W 3 AEASIE 42 377

L= [e]
10 71Eedd e AHczE fefngh 43 b (£=4.918, p=.000), .619(t=8.234, p=.000)
got. £ dTdde el RHEEEs dder E it 7R 2E AAHAT
ZAFFAAI R v 8] 2k o] A2 FHA3} uA 5, SHAEL THdY A& Bol =25

o AAZHA 7} o AEze] BATHIE O AR e, 27
T =S Bl WASE Aulae AT BAT
% T FEACE QAT AR o A
o TRPE SV AR g U6l o

2A 57 AAA G WA R 9F o AW Fa P 0B H9AF 2RE @

Jo dor

o ro (o

= UAtke H3% Hae W5 2t ARAG7 A4 ohiy] 47 v (3" 200l vEhglT
-.272(t=-1.986, p=.047), -.567(t=-4.453, 22 w7k AAEA ¢ BA A ol 1] 2= A
p=.000)2 Weht 7 7K 25 AR met GRS dopiy] 93

3 9ste] H3 H49 AEAS7}
A SHAES AHaEddY AFo] w2548 Yt AYdS F EIF AREYTY Jlo|x

AANANE A =/, ALY 2Fmrt F4 Ao Ao] A S AAEY. BAAY F 2yt
5 BAA g BAA BEE BAAOR Q4 9 JlojxFo] Aol Ay (1)= 4.12 (p{.001)

810

Note: x*=263.731 (df=112, p=.000), CFI=.928, IFI=.929, TLI=.913, p{.05

(22 2) FHM xR0} D2ixIe TARS| ojxls A D

="
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48RP} A2kt Mol ol

2 Yeh 2Aoes ZAAV R #A 79 ¢
BAAQA Ggg vxe Ao YePgth (GE 4)9
A 2H4E A

So2 AAZAIE nAE] vAE gl
BAZFA 7} 2T Eo] v = FgRTt o F Ao
= 7 7= AFet7] Sl Hbe H6Y| =A<+
daitte A%S -‘Er E*é‘ér% AHrEZZEe] Fho
2Fof Aol A S A
7te] Fto] ~o] Aol A
2 Yeht} A7 7} 17 J
A7 7} DA TE| v = G
oJm) gk Zpol7} glo] 1 G o] F5e
Bt GE 5ol A% AHE AT whEbA
7V 78 NZ4E A

e

VI. 22 & N

AA

2
A e

IA7x|et 1

ARtZo| o|xlE G - TAPERIS BHPIAE SHeE

o teAn A, 345 2Asle
Aol A Az 71 °ﬂ Qg v
x4 o=z _—]7_71413} oﬂ oﬂz;k_‘
BAAAA (4] GBS DA B
T WAZEA] Rk ofJ e}l AA7HA]
dgE A Aoz vepddh A, 1%
A 7HA] ol K

A7k o J

SEESEERE
s Agow 7

B A7ATE o| 24 BN 123 A%E By
oA theF} 2 tharek ARG A A kA itk

o7t FHP x|t 2ol o|xls A Bl Zt

7Hd TVAAR X2 free x> _con. AxE(1) D
H3 229 — AAA(B = -.272) 263.731 267.852 419 ¢ 001
H4 229 — B (B = -.567) (df=112) (df=113) ' '

(E b) ZHZIx|t 2AZERI7E

AetZol| ojxls g vlw 2ot

7Hd VAR x> _free x> con. Ax*(1) D

H5 BAZER — aARE (L = 377) 263.731 264.212 181 y 10

H6 BANA — nAVE(B = 619) (df=112) (df=113) : '
ZAHSHT H44A M4z 20154 8Y 1029
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e

A2 A (relationship quality)

Yzt A= 5319 Jgelw A%/l 2ot
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oh(Yi, 2014: Yi and Gong,
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}
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1A THBolton, 1998: Levin, Whitener,

w2kA

5
and Cross, 2006). & 20| x|z}
2008).
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e AP 22
1957). 571

5

ohjel Mg Awls A o

1o} (Herzberg et al.,

Gl A7} A2

Z=
N

23
o] 1

A
o

AH]
o) 2B 19 0] 9] o] E(two factor theory)
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o] FuiHe S7MTH(Yi and Gong, 2008). 1
A FHL fFoifte] EeE o] e 34
A ol ket A2~ Aol i gl

A A 7 59 wAANGFo] FIHE Aol
o 2 AA R FE o] A zshe BAVIAE A
S AT mebA B AulsY] AlFe 1
Aol A ztsth= AAZIA 9 BATIAE SHAITIH

relationship management) ¢l ’S%’% 7]gof okt
th. CRMO| =291 522 14 g Ab g Abg
#el #AE B3 AR 719

frobe Aotk (Ao} - o
FollMe Aol B

Hi rjr xS ol

rlo

paih
o
jad
=
o

N
ol
Ol
e
JlN
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=
D
Lo
2

A s TrX] afokaitt. AeAIEA
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4
2% AR At g 20Ad 2%

Lo
LSO )
> = 09;
M ofy =
321:0

o

ost A1e] 55
P2 FeiAsh BAAGH PoIAR
) A g Lt
SrFTe Ji}ﬂﬂlﬁr 710l that Al# ek 4
Aot Aee £ 5 9
A, 2003).

ol Atz A3lA G 2 2
S &9 Aol ArHeE AdE A
mz% Z9lo
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to X & fr RIS )
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Your Fake Smile Hurts My Heart!:

The Effect of Employee Authenticity and Manipulative Intent on
Customer Perceived Value and Satisfaction
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Abstract

It is well recognized that the interaction between service employees and customers is an
essential part of customers assessments of service quality and a service provider (Hennig-
Thurau et al., 2006). Hence, many service organizations emphasize the importance of personal
interaction, and it has almost become a general norm to have friendly employees with smiles.
Nevertheless, customers perceptions of employees are likely to affect their assessment of
service encounters.

First of all, employees authenticity can affect customer satisfaction especially in service
encounters that require emotional labor (Hennig-Thurau et al., 2006). Authenticity encapsulates
what is genuine, real, and/or true (Beverland and Farrelly, 2010). Studies suggest that
customers are more willing to build a positive relationship when service providers deliver
authenticity in the service encounter.

Service interaction should deliver value to customers, and customers who perceive value from
service encounters tend to be satisfied. Prior research on interactions between employees and
customers suggests two types of values: economic and relational values. Economic value refers
to the benefit and cost outcomes of the core service such as customized service and better
quality, whereas relative value entails the value derived from emotional or relational bonds

between customers and service employees (Chan, Yim, and Lam, 2010). The cocreation of
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value implies that exchange is relational (Vargo and Lusch, 2004), and relational value can
serve as a powerful exit barrier. Creation of relational values not only enhances the benefits of
interactions but also produces a competitive advantage for a firm (Gwinner, Gremler, and
Bitner, 1998).

The present study addresses several research questions that are outlined below.

Q1: Do employees authenticity and manipulative intent influence customer satisfaction?

Q2 How do employee authenticity and manipulative intent influence customer perceived
value?

Q 3: What are the roles of economic and relational values in the effects of employee
authenticity and manipulative intent on customer satisfaction?

Q4: What are the relative contributions of economic and relational values to customer

satisfaction?

We propose a conceptual model positing that authenticity has a positive effect on economic
value, whereas manipulative intent has a negative effect on relational value. The model also
posits that economic and relational values have positive effects on customer satisfaction. That
is, economic and relational values are expected to mediate the effects of authenticity and
manipulative intent on customer satisfaction.

We performed a scenario-based quasi-experiment. Scripts described service encounters where
a customer was buying a suit at a department store. Care was taken in designing the scenarios
that induce variations in employees authenticity and manipulative intent but are identical in
other aspects. One hundred and three undergraduate and graduate students from a large
university participated in the study. They were randomly assigned to one of the conditions.
Respondents rated the service employee in terms of authenticity and manipulative intent. They
also reported their satisfaction after evaluating economic and relational values of the service
encounter. All the items used to measure the constructs were adapted from the existing
literature.

We used AMOS 16 with maximum likelihood estimation to examine the relationships among
the key constructs. Confirmatory factor analysis revealed that the measurement model was
satisfactory: reliability and validity of all constructs were adequate. Results also show that

authenticity and manipulative intent are distinct constructs. Thus, using structural equation
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modeling, the hypothesized relationships among key constructs were analyzed. Overall, the
data indicated a good fit for the hypothesized model.

Authenticity had a positive effect on economic value (8= .53, p{ .01), whereas manipulative
intent had a negative effect on relational value (8 = -.57, p<{ .01). Furthermore, manipulative
intent had a significant effect on economic value as well (8= -.27, p< .05). According to the x*
difference test, manipulative intent had a stronger impact on relational value than on economic
value (x*(1) = 4.12, p<{.05). Economic and relational values in turn had positive and
significant effects on customer satisfaction (8= .38, p{.01: 8= .62, p<{.01). There was no
significant difference between the effects of economic and relational values on customer
satisfaction (x*(1) = 1.94, p) .05).

Major findings of our study are as follows. First, authenticity and manipulative intent are
two distinct constructs. Second, authenticity and manipulative intent affect customer satisfaction
by influencing the perceived value of a service encounter. Employees interaction with customers
may not be sufficient by itself. It is the quality of interaction, rather than the quantity, that
matters to customers. Third, authenticity positively affects economic value, whereas manipulative
intent negatively affects relational value as well as economic value. Fourth, authenticity has
an effect primarily on economic value, whereas manipulative intent has an effect primarily on
relational value. The negative impact of manipulative intent on relational value is greater than
that on economic value. Finally, relational value affects customer satisfaction as much as
economic value does. Relational value from emotional bonds seems as important as economic
value from the core service. Indeed, relationship does matter in customers’ assessment of service

encounters. Furthermore, employees fake smile can hurt customers heart!

Key words: Service Encounter, Authenticity, Manipulative Intent, Relational Value, Economic

Value, Customer Satisfaction
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