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Do Customers want Employees’ Authentic Service or Just
Service? The Effects of Employees’ Authenticity and
Justice on Customers’ Commitment and Behavior
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ABSTRACT: The purpose of this study was to examine the structural relationship between customers’
perception of authenticity, justice, customer commitment, and customer behavior in franchise coffee shops.
To test the hypotheses of the study, a total of 428 customers in Korea were considered in an empirical
analysis using a two-step structural equation model (SEM) approach. In particular, employees' authenticity
had relatively great influence on customers’ continuous and affective commitment and their justice had
greater influence on customers’ normative commitment. Also, customers’ continuous commitment, nor-
mative commitment, and affective commitment significantly influence customer participation behavior,
while normative commitment and affective commitment have a significant effect customer citizenship
behavior. Research thus far divided justice and authenticity into separate concepts and examined relation
with customer commitment or behaviors but the present study put cognitive process of justice and emo-
tional process of authenticity on the same line and evaluated their different influence on customer com-
mitment and behaviors, thereby verifying that not justice perceived by customers induced desirable cus-
tomer behaviors but authenticity they felt with their heart played a more superior role in customer com-
mitment or behaviors. This means that authentic services rather than justice induce customers' positive
behaviors.

Keywords: authenticity, justice, customer commitment, customer participation behavior, customer citizen-
ship behavior

INTRODUCTION

In a service company, customers hold such great
influence that they are called partial employees[1].
In particular, customers want authentic services from
service providers. As a result, companies have rea-
ched the stage at which they should deliver genu-
ine, not pretentious, interaction. In such experiences,
the key element is authenticity; services with au-
thenticity cannot be imitated easily and are a key
element of service discrimination[2]. The issue of au-
thenticity has become a topic of conversation in to-

day’s diverse environments, and customers want to
perceive authenticity in numerous points of contact
with companies. Whether a person is authentic may
be judged according to his or her subtle facial ex-
pressions[3]. Because a genuine heart and a smile
shown to customers may improve customer respon-
ses[4], understanding and managing authentic ex-
pressions in the dimension of companies is the most
essential method to apply in order to gain a com-
petitive edge over other companies and differentiate
one company from another(5].

In the service process, in addition to authenticity,
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customers perceive justice provided by service pro-
viders and how fair recovery efforts are in terms of
problem solving[6]. Therefore, one significant differ-
ence between authenticity and justice is that au-
thenticity starts from the inside of those who pro-
vide services, but justice begins from customers'
points of view[7]. As a result, because perceiving jus-
tice in cognitive terms does not make customers for-
give service failure, authentic emotional evaluation
of companies' recovery efforts in the service process
should be accompanied. In such a service recovery
process, a company must assess whether its au-
thenticity of services is received from the heart or
whether its justice is excellent. Grayson[8] noted that
authenticity of high level derives service evaluation
of high level, and since service quality increases
when authenticity increases, authenticity plays a very
important role within a service company. Martinez-
Tur, Peiro, Ramos, and Moliner[9] observed that jus-
tice perceived by customers in a service encounter
is an important element in determining their degree
of satisfaction. In addition, customer participation
behavior (CPB) and customer citizenship behavior
(CCB) as predictors of customer behavior are impor-
tant variables to determine customers’ breakaway
[10] and customer loyalty[11]; therefore, they are
very meaningful variables in marketing terms.

In particular, in the case of foodservice industries,
in which service quality is largely determined by per-
sonal services, the meaning of authenticity and jus-
tice as perceived by customers are very great. More-
over, a significant amount of research has been car-
ried out on the effects of authenticity[12,13] and jus-
tice[14,15] on relationship quality as perceived by
customers, but only in the context of their effects
on commitment and customer behavior. In particu-
lar, research which differentiated customer behavior
into customer participation behavior and citizenship
behavior was rare. In addition, literature which stud-
ied authenticity and justice co-linearly was difficult
to find. This study intends to present authenticity as
an emotional evaluation and justice as a cognitive
evaluation of recovery efforts in a service situation.

The purpose of this study was to examine the
structural relationship between customers’ perception
of authenticity, justice, customer commitment, and
customer behavior in franchise coffee shops.

LITERATURE REVIEW

Relationship between Authenticity and Commit-
ment

Authenticity defined in the psychology literature
as “the unobstructed operation of one’s true or core
self in one’s daily enterprise”[13, p 294]. Price,
Arnould and Deibler[16] noted that authenticity is
an emotional and intimate element of an encounter
as the result of physical and psychological sense of
distance demanded in a service situation. In addition,
authenticity indicates agreement between the inside
condition and perceivable behavior[17]; customers
regard a service provider as sincere and authentic
when the service provider responds sincerely to cus-
tomers and expresses ardent emotions. Moreover, in
a relationship between service providers and cus-
tomers, commitment is an implicit and explicit pledge
between those entities to continue the relationship
[18] and involves a desire to maintain a valuable re-
lationship[19]. Based on such definitions, the most
key concept of commitment is the psychological link
an individual has with other subjects. Commitment
may be categorized according to the three-compo-
nent model of commitment (continuous, normative,
and affective) based on Meyer and Allen[20]. Conti-
nuous commitment refers to customers' commitment
to stay with a certain company, affective commitment
is the psychological attachment to a certain company
in emotional terms, and normative commitment is
the commitment to stay with a certain organization
based on psychological burden or a sense of duty
that one should stay with a certain organization.

Gilmore and Pine[5] noted that the customers’
more positive recognition of employees’ authenticity
such as attitudes or gestures, has a close relationship
with their commitment. Also, Bove and Johnson[21]
asserted that customers exhibit commitment to a
company and form truly loyal attitudes when service
employees provide authentic services to customers.
Choi, Ko, Kim, and Mattila[22] suggested that, if cus-
tomers positively perceive brand authenticity, cus-
tomers will experience positive commitment and
loyalty. Kernis and Goldman([13] observed authenticity
in terms of relationship to indicate openness, honesty,
and faithfulness, and authenticity plays an important
role in customers' positive commitment or behavi-
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oral aspects. Mukherjee and Nath[23] asserted that,
when online markets provided authentic services
with an open attitude, intention of customers to con-
tinuously interact with the companies increased.
llicic and Webster[24] suggested that relational au-
thenticity triggers positive attitudes and purchase in-
tent toward certain brands and, in particular, the
higher the perception of authenticity in provided
services, the higher the commitment customers have,
and as a result, their purchase intent increases. In
addition, Morhart, Malar, Guevremont, Girardin, and
Grohmann[25] asserted that the customers' percei-
ved brand authenticity increases brand attachment
and intent toward word of mouth and motivates
them to make commitments to certain brands. Based
on previous studies on authenticity, this study as-
sumes that employees’ authenticity will have a sig-
nificant effect on the commitment of customers, and
the following hypothesis is presented:

Hypothesis 1: The perception of employee’s au-
thenticity is positively related to the commit-
ment of customers (continuous’, normative”,
affective”).

Relationship between Justice and Commitment

Justice, as perceived by customers, is an evaluation
about what is provided by service providers and the
company'’s efforts to recover the company's services
in terms of problem solving by service providers[6].
In particular, justice in a service situation largely in-
cludes customers' perception about distributional,
procedural, and interactional justice shown by ser-
vice providers in the recovery process[26]. A combi-
nation of such lower dimensions determines cus-
tomers’ overall perception about justice as well as
customers' future behavior and attitudes[27]. Distri-
butional justice refers to customers' perception about
a company's efforts to resolve a certain problem, and
the more visible rewards the company provides, the
more perceived distributional justice increases. Pro-
cedural justice signifies appropriateness in terms of
process, speed, and flexibility in the service recovery
process. Interactional justice refers to employees’
kindness, etiquette, honesty, and the degree of sym-
pathy in the process of service being provided.

In a study on the effect justice has on services

provided by employees and customer commitment,
Yi and Gong[28] examined the significant, causal re-
lationship between justice of employees and cus-
tomer commitment. Kim and Kandampully[29] as-
serted that customers’ perception of employees’ jus-
tice is directly related to the former’s positive com-
mitment, while Pablo and Tomas[30] investigated the
effect of customers’ favorable perceptions of justice
on customer citizenship behavior and satisfaction.
DeWitt, Nguyen and Marshall[27] suggested that the
more positively customers recognize justice of em-
ployees, the more favorable their emotional response
and commitment (such as loyalty) to the employees
are. Also, Ha and Jang[31] asserted that the custo-
mers’ perceived justice of employees has a significant
effect on customers’ behavioral intent, and Qin, Chen
and Wan[32] explained that customers recognizing
justice of employees positively also tend to experi-
ence positive loyalty. Ellyawati, Ourwanto and Dhar-
mmesta[14] observed that employees’ justice as ex-
perienced by customers at service touch-points more
significantly affect customers’ satisfaction than nega-
tive emotions do. Also, Hibbert, Piacentini and
Hogg[33] found that customers’ perceived justice is
the most important factor in determining their be-
havior, and Mansori, Tyng and Mohd Ismail[15] also
stated that employees’ justice as experienced by
customers in service situations directly affects cus-
tomer satis- faction and word of mouth. The follow-
ing hypothesis is presented:

Hypothesis 2: The perception of employee’s jus-
tice is positively related to the commitment of
customers (continuous®, normative®, affectivec).

Relationship between Commitment and Customer
Behavior

Customer participation behavior and customer citi-
zenship behavior refer to the roles customers play
in the production and delivery process of services
by customers essentially (customer participation be-
havior) or voluntarily (customer citizenship behavior)
based on the inseparable characteristics of services
[34,35]. When customer participation behavior is ex-
cellent, service quality and customer satisfaction in-
crease. Furthermore, customer citizenship behavior
is not an essential role in the service provision pro-
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cess, but it means that voluntary roles by customers
may enhance service quality[36]. In a study on cus-
tomer commitment and participation behavior, Bet-
tencourt[34] stated that customer commitment to
the company increases the likelihood of positive
word-of-mouth and active voice such as voluntary
behavior. Moreover, Ahn[36] asserted that normative
commitment, continuous commitment, and affective
commitment positively affect participation behavior
as relationship commitment. In one of the major
studies on commitment of customer and customer
citizenship behavior, Gruen, Summers, and Acito[37]
observed that customer citizenship beha- vior may
increase with emotional commitment. Yi and Gong
[28] suggested that customer commitment positively
influences customer citizenship behavior which Bove,
Pervan, Beatty and Shiu[38] confirmed in their study.
Bartikowski and Walsh[39] observed that committed
customers are aware of the goals and values of the
company, and therefore are highly motivated to en-
gage in customer citizenship behavior such as help-
ing other customers. Soch and Aggarwal[40] stated
that committed customers help other customers be-
cause of their satisfaction with the company. Curth,
Uhrich and Benkenstein[41] asserted that emotional
commitment to service providers maintained their
customer-firm relationship more strongly, and as a
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result, customer citizenship behavior increased.
Abbasi, Zivarmo and Ebrahimi[42] also noted that
commitment to a certain company increased citizen-
ship behavior toward the company. Based on pre-
vious studies, this study assumes that the three as-
pects of commitment - continuous, normative, and
affective - have a meaningful impact on customer
behavior, and the following hypotheses are provided
(Figure 1):

Hypothesis 3: The commitment of customers
(continuous’, normative®, affective’) is positively
related to the customer participation behavior.

Hypothesis 4: The commitment of customers
(continuous’, normative®, affective’) is positively
related to customer citizenship behavior.

METHODS

Sample and Data Collection

The data used for the current study were col-
lected from customers in franchise coffee shops in
Seoul, the capital of Korea, in 2015. In order to com-
ply with our objectives and test our research hy-
potheses, we designed a study based on a personal
survey of the franchise coffee shop customers. Five
ranked franchise coffee shops were chosen in terms
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Figure 1. A proposed conceptual framework.
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of sales in 2014: Starbucks, Coffee Bean, Cafebene,
Ediya, and Angel-In-Us. A pilot test using 30 custo-
mers at franchise coffee shops was conducted to en-
sure the reliability of the scales, and several modi-
fications were made based on feedback from the pi-
lot test. The data collection was carried out during
the period from March 1~15, 2015. With the coope-
ration of the managers of the franchise coffee shop
involved, a questionnaire survey was conducted
among customers. Participants answered the ques-
tionnaire voluntarily and anonymously. A total of 500
questionnaires were distributed to visitors of these
franchise coffee shops. After eliminating unusable
responses among the completed questionnaires, 428
responses were coded for data analysis (85.6% re-
sponse rate).

Instrument Development

The questionnaire instrument divided into five
parts. The first four parts pertained to authenticity
and justice of employees, customer commitment,
and behavior. Part five contained questions about
participant demographic information (e.g., gender,
age, education level, martial status, and visiting fre-
quency).

Authenticity was measured with to five items on
a 7-point scale (1: strongly disagree to 7: strongly
agree) based on Gilmore and Pine[5] and Kim[2].
Authenticity items included “I feel a sense of au-
thenticity from the employees’ service” and ‘I feel
a sense of humanity from the employees’ service.”

Justice is typically divided into three categories:
distribution, procedural, and interactional justice[43,
44,45,46]. To measure customers’ perceptions of jus-
tice, this study adapted the multi-item scales pro-
posed by Smith and Bolton[43] and Maxham and
Netemeyer[26]. Justice items (12 items) included
“Considering the trouble caused and the time lost,
the compensation | received was acceptable (Distri-
bution justice, 4 items),” “I think my problem was
resolved in the right way (Procedural justice, 4 items),”
and “The employees were honest when dealing with
my problem (Interactional justice, 4 items).

Customer commitment divide into three factors:
continuous, affective, and normative commitment
[47,48,49,50]. The current study examined three di-
mensions of customers’ commitment: Continuous,

normative, and affective. Commitment items (11
items) included, “I feel that | have too few options
to consider leaving this coffee shop (continuous, 3
items),” “This coffee shop deserves my loyalty (nor-
mative, 4 items),” and “I feel a strong sense of be-
longing to this coffee shop (affective, 4 items).”
Customer behavior is divided into two dimensions:
participation behavior (in-role) and citizenship be-
havior (out-role).

Customer participation behavior divided into two
categories: customer citizenship behavior, and cus-
tomer participation behavior[51,52,53]. Customer
participation behavior items included, “I perform all
the tasks that are required of me” and “I adequately
completed all the behaviors expected (5 items),” and
customer citizenship behavior items included, “I help
other customers if they seem to have problems” and
“I give advice to other customers (6 items).”

Data Analysis

Descriptive statistics were performed to profile
the participants’ demographic information. Also, The
validity and reliability of the respondents’ replies re-
garding authenticity, justice, continuous commitment,
normative commitment, affective commitment, cus-
tomer participation behavior, and customer citizen-
ship behavior were tested through correlation analy-
sis, reliability analysis, and confirmatory factor analy-
sis using SPSS (V 18.0) and AMOS (V 5.0) program.
Following Anderson and Gerbing's[54] two-step pro-
cedure, after estimating the measurement model,
the second step was to estimate the structural equa-
tion model (SEM).

RESULTS

Demographic Characteristics of Sample

For the customers surveyed at coffee shops, the
typical respondent was female (64.5%), between 20
and 29 years old (67.1%), university educated (68.4
%), non-married (77.4%), and accustomed to visiting
a coffee shop 2~3 times per week (47.5%).

Measurement Model

To measure the reliability and validity of the con-
structs in our proposed model, we performed con-
firmatory factor analysis on the seven constructs of
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authenticity, justice, continuous commitment, nor-
mative commitment, affective commitment, custo-
mer participation behavior, and customer citizenship
behavior[54,55]. As shown in Table 1, the level for
internal consistency in each construct was accept-
able with Cronbach’s alpha estimates, ranging from
.884 to .948. Composite construct reliability estimates,
ranging from .778 to .907 above the recommended
cutoff of .60[55], were considered acceptable. Con-
vergent validity was observed since all confirmatory
factor loadings exceeded .70 (except CCB5) and were
significant at the alpha level of .001[54]. Discriminant
validity was assessed by comparing the average va-
riance extracted (AVE) with the squared correlation
between constructs. Discriminant validity was evident,
since the variance extracted estimates ranging from
674 to .819 and exceeded all squared correlations
for each pair of constructs, ranging from .054 to .454
(Table 3). These results suggested that the seven-
factors were distinct and unidimensional. All fit in-
dices exceed their acceptance level (y’=712.282, df=
351, xz/df=2.029, GFI=.898, CFI=.968, RMSEA=.049). All
statistics supported the overall, satisfactory measure-
ment quality given the number of indicators. Table 2
depicts the correlations of key constructs in this study.

Structural Equation Modeling

SEM was used to test the hypothesized model.
The overall model chi-square was 1,391.992, with 358
degrees of freedom (p<.001). Also, the CFl was .909,
and IFl was .909, exceeding the .90 recommendation
of Bentler[56]. The model’s fit, as indicated by these
indexes, was deemed satisfactory; thus, it provided

Table 1. Reliabilities and confirmatory factor analysis

a good basis for testing the hypothesized paths. Based
on the results presented in Figure 2, most hypo-
theses were supported;

Hypothesis 1: authenticity has a positive effect on
customers’ commitment (continuous’, normative®,
affective®); Hypothesis 2: justice has a positive effect
on customers’ commitment (continuous’, normative®,
affective®); Hypothesis 3: commitment (continuous’,
normative®, affective) has a positive effect on custo-
mer participant behavior; and Hypothesis 4: commit-
ment (normative®, affective?) has a positive effect on
customer citizenship behavior. However, the effect
of continuous commitment on customer citizenship
behavior (Hypothesis 4% is not significant at the .05
level.

DISCUSSION AND CONCLUSIONS

Discussion of Finding

This study attempted to look into the effect of
customers’ perception of employees’ authenticity and
justice on customer commitment and behavior. The
study shows that employees’ authenticity has a sig-
nificant effect on customers’ commitment. More spe-
cifically, employees’ authenticity among emotional
evaluation is found to have a significant effect on
customers’ continuous commitment (3=.200), norma-
tive commitment ($=.179), and affectivecommitment
(B=-267). These findings support previous work[21,24].
This means that, in a service situation, the higher the
authenticity is perceived in emotional terms by cus-
tomers, the customers’ commitment increases. In par-
ticular, authenticity is found to be most influential

Construct Standa.rdized rvalue CCR? AVE® Item—to—t'otal Cronbach’s

loadings correlation alpha

Authenticity .852 729 918
AU, 9N fixed 812
AU, 923 27.8387 850
AU; 841 222007 832
AU, 727 18535 755

Justice .844 722 .884
Distribution 819 fixed 752
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Table 1. Continued

Construct Standa.rdized t-value R AVE® Item-to-t.otal Cronbach'’s
loadings correlation alpha
Procedural 911 21473 710
Interactional .817 19.226" 754
Continuous com .795 .810 927
M, 870 fixed 831
CM; 925 272027 869
CMs 904 26.182" 853
Normative com .855 .803 941
CM, 850 fixed 808
CMs 898 25172" 867
CMs 924 26571 890
My 912 25914" 876
Affective com .907 .819 .948
CMs 918 fixed 886
CMo 902 30515 871
CMso 908 31.036 " 876
CM 893 29.660 863
CPB 778 677 917
CPB; 740 fixed 766
CPB, 788 22884 795
CPB; 841 17.578™ 808
CPB, 844 17.856 748
CPBs 895 18.734™ 818
CCB 855 674 927
CCB; 806 fixed 805
CCB, 903 227217 831
CCB; 919 23.344" 851
CCB4 892 222977 833
CCBs 668 15.000" 692
CCBs 709 16.188" 733

Note: * CCR=composite construct reliability; b AVE=average variance extracted; Com=commitment, CPB=customer
participant behavior, CCB=customer citizenship behavior; ¥’=712.282 (df=351) p<.001; 1’/ df=2.029; Goodness of Fit
Index (GFI)=.898; Normed Fit Index (NFI)=.968; Tucker Lewis Index (TLI)=.963; Comparative Fit Index (CFI)=.968; In-
cremental Fit Index (IFI)=.968; Root Square Error of Approximation (RMSEA)=.049; Root Mean Square Residual (RMR)
=.088; ™" p<.001.
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Table 2 Correlations estimates
1 2 3 4 5 6 7
1. Authenticity 1.000 372° .054 .094 .069 126 115
2. Justice 610 1.000 .058 075 .090 .082 123
3. Continuous commitment 233 241 1.000 426 153 134 077
4. Normative commitment .308 274 .653 1.000 .288 .220 183
5. Affective commitment .264 .300 392 .537 1.000 104 .080
6. Customer participant behavior .355 .288 .367 470 323 1.000 A54
7. Customer citizenship behavior .340 351 . 278 428 284 674 1.000

Note: All variables were measured on a 7-point Likert scale from 1(strongly disagree) to 7(strongly agree); All

correlations are significant at p<.001(2-tailed); * r.
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Figure 2. Structural parameter estimate.

in customers’ emotional commitment (such as con-
tinuous and affective commitment). In the service re-
covery process, authenticity customers felt their emo-
tions about an organization change in a positive
manner, and as a result, the customers come to have
a psychological attachment toward the company in
emotional terms.

Also, employees’ justice among cognitive evalua-
tion has a significant and positive effect on customer
commitment (continuous=p=.158; normative=p=.264;
affective=p=.151). These results are in line with the
studies done by Kim and Kandampully[29] and Yi

Behavior

and Gong[28], which suggest that, if customers posi-
tively perceive employees’ justice, customers experi-
ence positive commitment. In particular, justice oc-
curring in the service recovery process most greatly
affects customers' normative commitment, and this
is judged to be because the more customers per-
ceive justice, the more commitment they have toward
a certain company based on a psychological sense
of burden or a sense of duty.

Another finding is that customer commitment tri-
ggered by employees’ authenticity and justice has a
significant impact on their behavior; continuous co-
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mmitment (f=.133), normative commitment ($=.385),
and affective commitment (3=.098) has a significant
effect on customer participation behavior, while nor-
mative commitment ($=.321) and affective commit-
ment (B=.127) affect customer citizenship behavior. In
particular, normative commitment was determined to
be the most important variable for customer com-
mitment affecting customer participation and citi-
zenship behavior, with normative commitment hav-
ing a greater effect than others. This result was simi-
lar to the statements by Bettencourt[34] and Ahn
[36] that customer commitment in a service situa-
tion would significantly affect their participation be-
havior, Bove, Pervan, Beatty and Shiu[38] and Yi and
Gong[28] offered comments that the more positive
consumption emotions such as the commitment that
customers experience in the service line, the more
strongly customer citizenship behavior could be
affected. In addition, it was consistent with the result
of a study by Bansal, Irving, and Taylor[50] that was
normative commitment variable with the greatest
influence on customers' conversion intent. Moreover,
in the present study, customers’ continuous commit-
ment did not have a significant effect on customer
citizenship behavior, and such a result was partially
consistent with the result of a study by Meyer and
Allen[20], which indicated that, because alternatives
with possible continuous efforts were lacking, influ-
ence of continuous commitment may not be great.

Theoretical Implications

This study addressing the question, “Is service cog-
nitive or emotional?” is meaningful in that it showed
that service situation was affected by a cognitive ele-
ment of justice as well as an emotional element of
authenticity, and presented the role at a corporate
level for effective service recovery. In particular, be-
cause providing services without any errors by a
service company is realistically impossible, more ef-
forts should be made in the service recovery process
to strengthen competitiveness. Therefore, this study
applied the concepts of employees' authenticity and
justice in the service recovery process to restaurants
and clarified organic mechanism by verifying the
fact that, in a service situation, authenticity and jus-
tice perceived by customers affect customer com-
mitment, and such customer commitment has a sig-

nificant effect on customer participation behavior
(in-role) and citizenship  behavior
(extra-role). In addition, research thus far has divided
justice and authenticity into separate concepts and
examined the relation with customer commitment
and behavior. However, the present study put the
cognitive process of justice and emotional process
of authenticity on the same line and evaluated their
different influence on customer commitment and
behavior. This further verified that it was not justice
perceived by customers that induced desirable cus-
tomer behavior, but perceived authenticity they felt
with their heart played a greater role in customer
commitment and behavior. This means that authentic

customer

services rather than justice induce customers’ posi-
tive behavior. Based on this result, in a service situ-
ation, positive, voluntary, and authentic service efforts
turn the misfortune into an advantage and play a
very important role in inducing the paradox of ser-
vice recovery. Therefore, in the process of recovering
service failures, service efforts by employees with
authenticity are more important than efforts in be-
havioral terms by mere apology or form.

Practical Implications

This may present a new paradigm of service re-
covery on the company level, given the fact that, in
actuality, customers want authentic appearance of
companies although they have interest in formative
efforts such as provision of coupons or drinks in or-
der to recover service failures. To this end, companies
should be devoted to listening to customers’ opi-
nions by being equipped with systematic elements
of listening to customers' opinions, or in other words,
what they want. Moreover, by building organic com-
munications systems between the company and its
employees, service providers, the company should
seek specific measures of resolution for employees'
complaints or problems occurring in a service situ-
ation. As a result, by educating employees to have
constructive and positive attitudes so that employ-
ees can more actively resolve customers' dissatisfac-
tion, the company should entice employees to par-
ticipate in alleviating customers’ dissatisfaction or in
the service recovery process. Furthermore, internal
marketing is important. Given that, when employees
are satisfied, customers are satisfied, efficient service
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recovery strategies should be made. In addition, this
study clarified that normative commitment among
diverse commitments was the most important factor
for determining customer participation behavior and
citizenship behavior. Therefore, this study presented
the fact that, in order to increase customers’ partici-
pation behavior and citizenship behavior, customers’
normative commitment should be applied in the
service production and delivery process.

Limitations and Future Research

Despite its implications, several limitations of the
study need to be addressed. First, the sample of this
study was customers using coffee houses in the
metropolitan area, which relates to representative-
ness. Similarly, the coffee shops selected as the sub-
jects cannot be judged as representative restaurants
of the general population. Second, respondents pro-
vided recollected past experiences in order to reflect
psychological experiences about the service reco-
very process. Therefore, it may be difficult for them
to give accurate responses depending on past expe-
riences, and errors according to recollection of wrong
memories may have occurred. Third, diverse control
variables and moderating variables were not consi-
dered in the mechanism of authenticity and justice
leading to commitment and behavior. Finally, this
study considered only behavioral aspects of custo-
mers as the final variables, but it is judged that future
research must input various variables of emotion,
trust, and satisfaction.

REFERENCES

[1] Bowen DE, Schneider B (1985). Boundary spanning
role employees and the service encounter: Some
guidelines for management and research. In: Cze-
piel JS, Solomon MR, Surprenant C (ed) The Ser-
vice Encounter. DC Heath, Lexington, p 127-147.

[2] Kim SH (2009). In salespersons’ service faked or
authentic? The effects of authenticity perceived
by customers about salespersons’ emotional labor
on service quality evaluation. Korean Marketing
Review 24(3):1-33.

[3]1 Yoon MH, Kim JS, Kim JH (2010). Effect of emo-
tional display and authenticity on relationship
quality: A mediating role of rapport in service de-

livery. Korean Management Review 39(6):1391-1423.

[4] Grandey AA, Fisk GM, Mattila AS, Jansen KJ, Side-
man LA (2005). Is ‘service with a smile’ enough?
authenticity of positive displays during service
encounters. Organizational Behavior and Human
Decision Processes 96(1):38-55.

[5] Gilmore JH, Pine BJ (2007). Authenticity: What Con-
sumers Really Want. MA: Harvard Business School
Press.

[6] Wirtz J, Mattila AS (2004). Consumer responses
to compensation, speed of recovery and apology
after a service failure. International Journal of
Service Industry Management 15(2):150-166.

[7]1 Kim MJ, Park SI (2013). Perceived justice and au-
thenticity of service recovery and recovery per-
formance: Focused on the effects of perceived
justice and authenticity. Korean Marketing Review
28(3):151-176.

[8] Grayson K (1998). Customer responses to emo-
tional labour in discrete and relational service
exchange. International Journal of Service Industry
Management 9(2):126-154.

[9] Martinez-Tur V, Peiro JM, Ramos J, Moliner C (2006).
Justice perceptions as predictors of customer sa-
tisfaction: The impact of distributive, procedural,
and interactional justice. Journal of Applied Social
Psychology 36(1):100-119.

[10] Revilla-Camacho MA, Vega-Vazquez M, Cossio-
Silva FJ (2015). Customer participation and cit-
izenship behavior effects on turnover intention.
Journal of Business Research 68(7):1607-1611.

[11] Chen SC, Raab C, Tanford S (2015). Antecedents
of mandatory customer participation in service
encounters: An empirical study. International Jour-
nal of Hospitality Management 46(April):65-75.

[12] Brunell AB, Kernis KH, Goldman BM, Heppner W,

Davis P, Cascio EV, Webster GD (2010). Dispo-

sitional authenticity and romantic relationship

functioning. Personality and Individual Differences
48(8):900-905.

Kernis MH, Goldman BM (2006). A multicompo-

nent conceptualization of authenticity: Theory

and research. Advances in Experimental Social

Psychology 38(1):283-357.

[14] Ellyawati J, Ourwanto BM, Dharmmesta BS (2012).
The effect of perceived justice on customer sat-
isfaction in the service recovery context: Testing

[13

—_



130 Do Customers want Employees’ Authentic Service or JustService? The Effects of Employees’ Authenticity and ---

mediating variables. Journal of Service Science 5
(2):87-100.

[15] Mansori S, Tyng GG, Mohd Ismail ZM (2014).
Service recovery, satisfaction and customers’ post
service behavior in the Malaysian banking sector.
Management Dynamics in the Knowledge Economy
2(1):5-20.

[16] Price LL, Arnould EJ, Deibler SL (1995). Consumers’
emotional responses to service encounters: The
influence of the service provider. International
Journal of Service Industry Management 6(3):34-
63.

[17] Boyle D (2004). Authenticity: Brands, Fakes, Spin,
and the Lust for Real Life. London: Harper Collins.

[18] Dwyer RF, Schurr PS, Oh S (1987). Developing
buyer-seller relationships. Journal of Marketing
51(2):11-27.

[19] Moorman C, Zaltman G, Deshpande R (1992).
Relationships between providers and users of
market research: The dynamics of trust within
and between organizations. Journal of Marketing
Research 29(August):314-329.

[20] Meyer JP, Allen NJ (1991). A three-component
conceptualization of organizational commitment.
Human Resource Management Review 1(1):61-89.

[21] Bove LL, Johnson LW (2000). A customer-service
worker relationship model. International Journal
of Service Industry Management 11(5):491-511.

[22] Choi HY, Ko EJ, Kim EY, Mattila P (2015). The role
of fashion brand authenticity in product mana-
gement: A holistic marketing approach. Journal
of Product Innovation Management 32(2):233-242.

[23] Mukherjee A, Nath P (2007). Role of electronic
trust in online retailing: A re-examination of the
commitment-trust theory. European Journal of
Marketing 41(9/10):1173-1202.

[24] llicic J, Webster CM (2014). Investigating consu-
mer-brand relational authenticity. Journal of Brand
Management 21(4):342-363.

[25] Morhart F, Malar L, Guevremont A, Girardin F,
Grohmann B (2015). Brand authenticity: An in-
tegrative framework and measurement scale.
Journal of Consumer Psychology 25(2):200-218.

[26] Maxham JG, Netemeyer RG (2003). Firms reap
what they sow: The effects of shared valued and
perceived organizational justice on customers’
evaluations of complaint handling. Journal of

Marketing 67(1):46-57.

[27] DeWitt T, Nguyen DT, Marshall R (2008). Explo-
ring customer loyalty following service recovery:
The mediating effects of trust and emotions.
Journal of Service Research 10(3):269-281.

[28] Yi YJ, Gong TS (2004). The effects of service jus-
tice on customer badness behavior: Mediating
roles of negative affectivity and customer co-
mmitment. Korean Marketing Review 19(4):185-
210.

[29] Kim SY, Kandampully J (2010). Exploring cus-
tomer loyalty following service recovery: The
relationships of perceived justice, commitment,
trust, and loyalty. Grad Conf Hospitality Poster
Session Track 2, December 2:1-4.

[30] Pablo ZM, Tomas FER (2015). Hotels' fair treat-
ment of staff and service satisfaction as causes
of customer citizenship behavior (CCIB). The 2015
WEI International Academic Conference Proceeding,
Barcelona Spain:181-183.

[31] Ha J, Jang S (2009). Perceived justice in service
recovery and behavioral intentions: The role of
relationship quality. International Journal of Hos-
pitality Management 28(3):319-327.

[32] Qin J, Chen Q, Wan Y (2012). The effects of ser-
vice recovery justice and perceived switching
costs on customer loyalty in e-tailing. POMS 23rd
Annual Conference, Chicago, April 20~23:1-19.

[33] Hibbert SA, Piacentini MG, Hogg MK (2012). Ser-
vice recovery following dysfunctional consumer
participation. Journal of Consumer Behavior 11
(July/August):329-338.

[34] Bettencourt LA (1997). Customer voluntary per-
formance: Customers as partners in service deli-
very. Journal of Retailing 73(3):383-406.

[35] Groth M (2005). Customers as good soldiers: Exa-
mining citizenship behaviors in internet service
deliverie. Journal of Management 31(1):7-27.

[36] Ahn JW (2014). The relationship between cus-
tomer participation and customer citizenship and
commitment in retail store. Journal of Marketing
Management Research 19(4):173-197.

[37] Gruen TW, Summers JO, Acito F (2000). Relation-
ship marketing activities, commitment and mem-
bership behaviours in professional associations.
Journal of Marketing 64(1):34-49.

[38] Bove LL, Pervan SJ, Beatty SE, Shiu E (2009). Ser-



Culinary Science and Hospitality Research, Volume 22, Number 6 131

vice worker role in encouraging customer orga-
nizational citizenship behavior. Journal of Business
Research 62(7):698-705.

[39] Bartikowski B, Walsh G (2011). Investigating me-
diators between corporate reputation and cus-
tomer citizenship behaviours. Journal of Business
Research 64(1):39-44.

[40] Soch H, Aggarwal N (2013). Influence of com-
mitment on customer discretionary behavior: A
survey in retailer sector. Universal Journal of Ma-
nagement 1(2):103-110.

[41] Curth S, Uhrich S, Benkenstein M (2014). How
commitment to fellow customers affects the cus-
tomer-firm relationship and customer citizenship
behavior. Journal of Services Marketing 28(2):147-
158.

[42] Abbasi A, Zivarmo G, Ebrahimi A (2014). Survey
impact bank reputation in customer citizenship
behavior. Technical Journal of Engineering and
Applied Sciences 4(4):359-369.

[43] Smith AK, Bolton RN (1998). An experimental in-
vestigation of customer reaction to service fail-
ure and recovery encounters. Journal of Service
Research 1(1):65-81.

[44] Tax SS, Brown SW, Chandrashekaran M (1998).
Customer evaluations of service complaint expe-
rience: Implications for relationship marketing.
Journal of Marketing 62(2):60-76.

[45] Blodgett JG, Hill DJ, Tax SS (1997). The effects of
distributive, procedural, and interactional justice
on postcomplaint behavior. Journal of Retailing
73(2):185-210.

[46] Clopton SW, Stoddardand JE, Clay JW (2001).
Salesperson characteristics affecting consumer
complaint response. Journal of Consumer Beha-
vior 1(2):124-139.

[47] Gruen TW (1997). Relationship marketing and
membership commitment among professional
association members. Unpublished Doctoral Di-
ssertation, Indiana University.

[48] Meyer JP, Stanley DJ, Herscovitch L, Topolnytsky
L (2002). Affective, continuance, and normative

commitment to the organization: A meta-analy-
sis of antecedents, correlates, and consequences.
Journal of Vocational Behavior 61(1):20-52.

[49] Allen NJ, Meyer JP (1990). The measurement and
antecedents of affective, continuance and nor-
mative commitment to the organization. Journal
of Occupational Psychology 63(1):1-18.

[50] Bansal HS, Irving PG, Taylor SF (2004). A three-
component model of customer commitment to
service providers. Journal of the Academy of
Marketing Science 32(3):234-250.

[51] Dabholkar PA (1990). How to improve perceives
service quality by increasing customer participa-
tion. In: Dunlap BJ (ed) Developments in Mar-
keting Science. Academy of Marketing Science,
Cullowhee:483-487.

[52] Yi YJ, Nataraajan R, Gong TS (2011). Customer
participation and citizenship behavioral influen-
ces on employee performance, satisfaction, co-
mmitment, and turnover intention. Journal of
Business Research 64(1):87-95.

[53] Rosenbaum MS, Massiah CA (2007). When cus-
tomers receive support from other customers:
Exploring the influence of intercustomer social
support on customer voluntary performance.
Journal of Service Research 9(3):257-270.

[54] Anderson JC, Gerbing DW (1988). Structural equa-
tion modeling in practice: A review and recom-
mended two-step approach. Psychological Bulletin
103(3):411-423.

[55] Fornell C, Larcker DF (1981). Evaluating struc-
tural equation models with unobservable varia-
bles and measurement error. Journal of Marketing
Research 18(1):39-50.

[56] Bentler PM (1990). Comparative fit indexes in
structural models. Psychological Bulletin 107(2):
238-246.

Received: 19 September, 2016
Revised: 21 September, 2016
Accepted: 28 September, 2016





